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Premium Sales High 
at Centennial Show 


Plastic Items Dominate; 
Weiss, Schneller Give __ 
Advice on Premium Use | 


New York, Sept. 20—Plastics 
ran the show this week as the Pre- 
mium Advertising Assn. of Ameri- 
ca held its four-day centennial 
premiums conference and annual 
New York premiums exhibit. Sales 
showed a definite upswing; in 
many cases, companies reported a 
100% increase over 1950, presaging 
heavy merchandising in 1952. 

Whether you were a specialties 
buyer looking for little gimmicks, | 
or an agency account executive in| 
quest of salesmen’s rewards, | 
chances are you almost always) 
ended up with a product making} 
use of plastics. 

While basic ingredients such as 
steel, copper, brass, zinc, lead and | 
tin are in short supply, most pre-| 
mium manufacturers using these | 
products have managed to find | 
plastic substitutes to fill the gaps. 


@ Tableware manufacturers were | 
among those that have been hurt 
by basic materials shortages. The 
booth of International Silver Co., 
for example, was empty save for 
one man who was on hand to ex- 
press the company’s good will. 
While International is expected to 
meet its commitments this year, it 
was understood that the company | 
is unable to accept any additional 
orders. 

Frank H. Waggoner, secretary of 
the Premium Advertising Assn., 
summed up the general feeling of 
premium users concerning short- 
ages with the comment, “The range 
of available premiums is so great 

(Continued on Page 93) 


| we have a terrific case.” 


Scheideler Adds 


2 Jones Accounts; 
Suit ‘a Certainty’ 
BULLETIN 


New York, Sept. 21—Robert 
Hayes, former president of Duane 
Jones Co., today announced that} 
he is joining Doherty, Clifford & 
Shenfield here as a v. p. 


New York, Sept. 21—While the 
newly formed Scheideler, Beck & 
Werner agency kept steadily at the 
job of reeling in former Duane 
Jones Co. accounts—it landed C. F. 
Mueller macaroni products and 
Borden’s Hemo and instant hot 
chocolate this week—Mr. Jones 
told AA that his long threatened 
$1,000,000 conspiracy suit would 
be “a certainty” by next week. 

Mr. Jones attributed the delay 
—which gave rise to Madison Ave 
talk that the complaint would 
never be filed—to the gathering of 
“a lot of other dope.” He did not 
explain, but commented that “law- 
yers for three other agencies say 


Mr. Jones also told AA that he 
planned to leave for a two-month 
cruise in about three weeks. Mean- 
while, he said, he is “seriously con- 
sidering” reopening his agency and 
building it up again from the 
ground floor. He said that while 
he would make no definite decision 
until his return from abroad, he 
regards reopening as an attractive 
challenge. 


NOW! HALF-SICK WORN-OUT 
MEN and WOMEN May Get At 
REAL GAUSS of Sickness 


Inc, 
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Price Wars? Not Much Chance, Because... 


Manufacturers and Retailers Agree- 
Fair Trade Pricing Is Desirable 


| Radio Sales Pace 
‘Set by NBC, But 


Rivals Gain, Too 


New York, Sept. 21—There was 
fall in the atmosphere along ra- 
dio row this week as the sales or- 


, | ders began to roll into the major 
| | networks. 


TESTING DUTU—This page test ad for 

DuTu tablets, distributed by DuTu Co., 

Chicago, appeared in the Sept. 16 Chi- 

cago Sun-Times. Radio copy is being 
tested on W4JJD. 


House, Senate 
Conferees Get 
Postal Rate Bill 


WASHINGTON, Sept. 20—Confer- 
ees reconciling conflicting versions 
of the House and Senate postal 
bills seem certain to agree on a 
30% increase for newspapers and 
magazines, in three annual 10% 
steps. 

Conferees aiso will report a 2¢ 
postcard and 1%¢ rate on bulk 
third class. They may decide to 
enact the third class increase in 
two annual steps of %4¢ each. Their 
bill will contain increases in in- 
sured, C. O. D. and registered mail. 


| 
s His present decisions include! 
keeping the name of Duane Jones 


(Continued on Page 93) 


Before sending its $127,000,000 
postal bill to conference, the House 
shouted down an amendment 


(Continued on Page 96) 


| Pace setter was National Broad- 

casting Co., which reported the 
receipt of radio contracts totaling 
$5,000,000 during the past few 
days. A sizable portion of this 
was business acquired at the ex- 
pense of Columbia Broadcasting 
System, loser of two across-the- 
board daytime strips. 

Effective Oct. 15, Colgate-Pal- 
molive-Peet Co. will move “Strike 
It Rich,” now broadcast five after- 
noons a week over CBS, into the 
11 a.m., EST, spot on NBC. This 
| 30-minute giveaway will be fol- 
|lowed by “King’s Row,” a soap 
opera which also has been an 
afternoon attraction on Columbia. 
William Esty Co. is the agency 
for these shows. 


(Colgate’s four “Strike It Rich” | 


| telecasts—three in the morning 
and one in the evening—will con- 
tinue to be aired on CBS.) 


s Other NBC radio sales: General 
Foods Corp. (Benton & Bowles), 
a 30-minute weekly program with 
Roy Rogers, starting Oct. 5; to 
Philip Morris & Co. (Biow Co.), 
a Sunday night half-hour broad- 
cast with Eddie Cantor, starting 
Oct. 14. 

Also counted in the $5,000,000 
figure was an “operation tandem” 

(Continued on Page 97) 


By Bruce Brapway 

Cuicaco, Sept. 21—When the 
Supreme Court upset the fair trade 
applecart on May 21 with its 
Schwegmann case decision and 
New York department stores took 
off on a price-cutting binge, re- 
tailers from coast to coast held 
their breath. 

To the man behind the counter 
in a drug store or a hardware 
store, the question was not “Will 
fair trade survive?” but, rather, 
“I wonder who's gonna start the 
price war.” 

Retailers—in general—aren't 
worried any longer. Listen to what 
they said to AA correspondents in 
a six-city check on what has hap- 
pened to fair trade since May 21: 


s “Fair trade prices are here to 
stay, no matter what the Supreme 
Court rules,” a San Francisco 
hardware retai'er told AA’s Ellis 
Walker this week. 

The head of the southern Cali- 
fornia photo dealers association 
told Phil Seitz: “Although about 
50% of the photographic supplies 
are fair traded, just a small minor- 
ity have broken the line.” And 
this, he said, is attributable to the 
| fact that “general economic condi- 
tions are good and dealers have 
not found it necessary to give up 
profit to keep sales moving. There 
appears to be no desire whatso- 
ever to break the price line.” 

A spokesman for the Bureau of 
Education on Fair Trade told Jim 
|O’Gara in New York: While the 
|price picture “is pretty spotty,” 
| fair trade prices have “come back 
|to some extent” since the New 
| York price war in June. “There are 


(Continued on Page 98) 


Highlights of the Week’s News 


Last Minute 


News Flashes 


Despite materials shortages, there is no shortage 
of premiums, and sales at centennial show are 


Checking again on the status of fair trade, AA’s 
correspondents find that nearly everyone agrees 
that the price war has neared the truce 


Magazines “get a break” as the House acts on 
postal rate increases. Now it’s up to the joint 
committee to decide on 20-20-20 or 10-10- 

Pages 1 and 12 

Albert Sindlinger hopes for a comeback in the 
rating business. He announces an almost fan- 
tastic audience rating device which would give 
stations instantaneous listener figures ...Page 4 

Doggone those pigeons! They got the poor time- 
keeper all confused when they made their pan- 
cake landings Page 20 

Brand name groceries are being sold wholesale 
by Seattle retail store, which has a unique 
checkout system 

For plenty of inside dope on circulation direct 
mail practices, read what the Hundred Million 
Club heard at its first fall meeting 


If you aren’t a bullfight fan, you may be one soon. 
It will be on TV 
Hart Schaffner & Marx has changed its policy 


on giving mats to dealers, and Lee Henrich 
explains exactly why 

Magazine of Building needs not one new name but 
two. It has announced it is splitting up inte two 
editions 

There’s a good lesson for all adclubs in the 
successful way that the Los Angeles clubs 
held a summertime ad course for school teach- 


Agency man Lon Ramsey Jr. tells how agency 
cooperation with food brokers can pay off 
in effective merchandising of manufacturers’ 
advertising 

AA queries advertisers’ use of dealer merchandis- 
ing publications, finds there is a lot of incon- 
sistency in the way they are being used .Page 84 


REGULAR FEATURES 


Ad Market Place ...88 Info for Advertisers 88 
Along Media Path . .46 In Washington ......94 
Chain Stere Sales ..76 Magazine Linage .. .57 
Coming Conven- Mail Order Clinic . .83 
Obituaries .... 


Employe Relations . 
Eye & Ear Dept. .. 


Getting Personal ... What They’re Saying 12 


Alfred Stanford Joining Benton & Bowles Oct. 1 

New York, Sept. 21—Alfred B. Stanford, formerly v. p. and ad di- 
rector of the New York Herald Tribune, will join Benton & Bowles 
here Oct. 1, as v. p. and head of the review plans board. Mr. Stanford 
joined the newspaper after serving as director of the Bureau of Ad- 
vertising, ANPA, a post he took after serving with the Navy as a com- 
mander. Before the war he was v. p. and partner in Compton Adver- 
tising. 


Servel Account Goes to Ruthrauff & Ryan 


EVANSVILLE, IND., Sept. 21—Servel Inc. has appointed Ruthrauff & 
Ryan to handle all advertising of Servel refrigerators, water heaters 
and air conditioners. Batten, Barton, Durstine & Osborn formerly han- 
dled the account. 


Buslines Account Moves from Grant to Hanson 

Cuicaco, Sept. 21—American Buslines Inc. (owner of Burlington 
Trailways) has named Hanson & Hanson Inc., Chicago, to handle its 
advertising, starting in November. Grant Advertising formerly han- 
dled the account. The company’s ad budget is approximately $150,000 
annually, most of it spent in newspapers. Radio spots are used, pri- 
marily in the Southwest, and TV spots on a modest scale also are 
planned for that area. 


Pepsodent Plans Heavy Push for New Chlorodent 
New York, Sept. 21—Pepsodent division of Lever Bros. Co. will be- 
gin national distribution of a new toothpaste, Chlorodent, on Oct. 1. J. 
Walter Thompson Co. will handle what it describes as one of the heavi- 
est ad campaign ever put behind a dentifrice. Newspapers, magazines, 
radio and TV will be used as soon as national distribution is attained. 
(Additional News Flashes on Page 97) 
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Half Way Through the Yakima Papers’ 
Picnic, All Was Well: Then, All Were Not 


YAKIMA, WASH., Sept. 19—Office 
picnics are often rough on the next 
day’s production, but nobody 
scheduling the picnic for the Yaki- 
ma dailies last Sunday expected 
quite the disturbance that fol- 
lowed. 

The picnic was sponsored by the 
Republic Publishing Co., publisher 
of the Daily Republic and Morning 
Herald. It was held at the county 
fairgrounds for employes and their 
families. It drew a nice crowd of 
350, and luncheon went off nicely. 

But as the afternoon 


taking ill. One by one, piayers 
dropped out of the softball game, 
intensely ill. Soon the games were 
ealled off. Between 4 and 5 p.m. 


a Steady stream reported at the 
two Yakima hospitals for treat- 
ment. So heavy was the run on 


hospitais that Mayor Gilbert W. 


Burns took to the radio to ask that 


program | 
of games began, picnickers began} 


only the most seriously ill re- 


port to hospitals. 
a Symptoms included violent 
cramps, vomiting, intestinal dis- 
order—or what one victim called 
“about three hours of agony.” The 
violent stage disappeared in two 
to six hours, physicians reported, 
and the illness itself ran out after 
12 hours or so. 

Sunday, Yakima hospitals held 
95 picnickers overnight, and in ail 
they treated 155. 

Fortunately for newspaper pro- 
duction, the Herald has no Monday 
morning edition. The Republic 
came out on schedule Monday 
afternoon, produced with a short- 
ened staff. About two-thirds of 
the force was on hand Monday, in- 
cluding Ted Robertson, publisher, 
himself one of the victims of the 
illness. 

Health officials continued an in- 


vestigation of the cause. Potato 
salad and ham were high on the 
suspect list. 


Four Join N. W. Ayer & Son 
Harold C. Algyer, formerly on 

the radio-TV staff of Compton 

Advertising, has joined the staff 


of N. W. Ayer & Son, New York. | 


Other additions to Ayer in New 
York are Helen M. Green, formerly 
public relations director of the 
Campfire Girls, to the public rela- 
tions department, and James Wade, 
formerly assistant to the sales 
promotion manager of the National 


; Cotton Council, as service repre-| 


sentative. Robert D. Williams, for- 
merly in the advertising depart- 
ment of Armour & Co., has joined 
Ayer’s plans and merchandising 
department in Philadelphia. 


Dominion Buys Yankee Time 

Dominion Preserving Co. is pro- 
moting its Habitant soups on the 
“Yankee Hometown Food Show” 
over the Yankee Network on Mon- 
days, Wednesdays and Fridays, 
1:15-1:45 p.m. Chambers & Wis- 
well, Boston, is the agency. 


SALES 


“It’s for all the new business we’re writing since covering 
all lowa through the Des Moines Sunday Register” 


Turn to lowa if you want to get a lot more mileage from 
your advertising dollars. For here is a bustling, big 5 billion 
dollar market of 2% million people that you can reach 
through one great newspaper—the Des Moines Sunday 


Register! 


No spreading yourself thin to get statewide coverage here. 
Not the way the Des Moines Sunday Register gets around 
everywhere in the state—town and country. It takes you into 
79 of lowa’'s 99 counties 50% to 100% strong. Statewide 
average: an amazing 63% of all buying families—compare 


that with city coverage of most Sunday papers. 


Top advertisers know a good thing when they see it— 
have made the Des Moines Sunday Register 7th in 1950 


among a// U. S. A. Sunday newspapers in general advertis- 
ing linage. Milline rate is $1.76. 


Gardner Cowles, President 


PACKAGES A STATEWIDE URBAN 


MARKET RANKING AMONG 
AMERICA’S TOP 20 CITIES 


ABC CIRCULATION March 31, 1951: 


Daily, 374,303—Sunday, 540,836 


THE DES MOINES REGISTER ann TRIBUNE 


Represented by: 


Scolaro, Meeker & Scott—New York, Chicago, Detroit, Philadelphia 


Doyle & Hawley—tos Angeles, San Francisco 


A 


OPS Rule Exempting 
Agencies from Price 
Order Is Effective 


WasHINGTON, Sept. 19—The Of- 
| fice of Price Stabilization finally 
made good today on its promise to 
decontrol advertising agencies and 
public relations counsellors. 

Though the promise had been 
| given to industry members late in 
July, formal amendments exempt- 
| ing them from price filing regula- 
tions were tied up in the OPS 
clearance committee (see also In 
Washington, Page .64). 

Today's exemption is in the form 
| of an amendment to General Over- 

riding Regulation 14 and simply 
lists advertising agencies and pub- 
| lic relations counsellors as two of 
22 different services which are de- 
controlled. The list also includes 
newspaper carrier hand delivery 
services and ticker services. 


s Previously, these services were 
subject to Ceiling Price Regulation 
34, which “froze” prices at Dec. 
17-Jan. 25 levels. Under the order, 
agencies were supposed to file in- 
formation with OPS outlining their 
methods of computing prices. 

In granting the exemption to- 


try involves many factors which 
are not practicably amenable to 
regulation. Among the factors in- 
volved in agency pricing which 
OPS considered were: Varying 
marketing conditions and demands, 
the time element, individual fee 
negotiations, and special talent 
and subject matter incidental 
thereto. 

Copies of GOR 14, Amendment 
2, may be obtained from OPS. 


OPS ASKED TO RULE ON 
AUTO CO-OP AD COS/?S 
| WASHINGTON, Sept. 19—Automo- 
| bile dealers studying a proposed 
pricing order for new and used 
ears asked the Office of Price 


day, OPS said control of the indus- | 


dvertising Age, September 24, 1951 


*TWAT'S IT/ I KNEW ID FORGOTTEN SOMETHING! * 


REMEMBER—The United Red Feather 
Campaigns is asking medio across the 
country to run cartoons such as this as 
their contribution to the fall campaign. 


Stabilization today to permit them 
to pass along co-op advertising 
costs to purchasers. 

The proposed formula for auto- 
janie pricing, now being com- 
| pleted by OPS, will replace special 

“freeze” orders which have gov- 
erned automobile prices since early 
| this year. 

| When the special orders become 
effective, OPS said, dealers will 
| be allowed their traditional mark- 
|}ups. At the present time, dealers 
| are not permitted to add a markup 
to a 34%% increase which was al- 
| lowed to manufacturers last March. 
| 


le Following today’s conference 
| with dealers, OPS said a special 
| Subcommittee will be set up to 
give further attention to the pro- 
posed pricing rules. Meanwhile, 
|special amendments to existing 
| price rules have been issued per- 
| mitting dealers to mark up and 


| pass on price increases granted to 
|Ford and Chrysler during the 
| week. 


Dealers offered several sugges- 
tions for liberalizing the plan for 
| permanent ceilings. In passing on 
co-op advertising charges levied 
| by manufacturers, they said they 
| would be willing to forego a mark- 
| up on the advertising item. 


/ 
THE AKRON STORY 


in 


. 


Telling your 


AKRON 


sales 
story in the Beacon 
Journal is selling it 
to Akron Buyers! 


. » more than a half million 


buyers who live, work and buy 


the rich Akron, 0.. Market. 


. over 800 Million Dollars in 


Net Effective Buying Income 


- and it’s being spent, too! 


For Akron is first in the nation 


retail sales on Sales Manage- 


ment’s “High-Spot Cities” list 
for August and September! 


- Akron has ONLY ONE daily 
and 


Sunday newspaper—the 


Beacon Journal—reaching and 
selling all the buyers in this 
ric 


h market every day! 


rt 


Ts. Fhetere Sle i, 


BEACON JOURNAL 


John S. Knight, 


Represented Nationally by Story, 
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With audited circulations 
that read like national 
census figures .. . with 
more individual titles 

than all other kinds of 
magazines put together . . . 
with an inside track into 
the hearts and minds 

of their readers . . . comics 
books are firmly established 
as a major publishing force. 
This, coupled with 
remarkably low advertising 
rate-per-thousand 
circulation, makes comics 
books a particularly efficient 
mover of merchandise 

in the mass market . . . as 
our advertisers have 
already learned. We invite 
you to share their 


pleasant experience. 


National 
Comics 
Group 


Represented by 
Richard A. Feldon & Co., Inc. 
205 East 42nd Street 
New York 18, N. Y. 


CHICAGO LOS ANGELES 
SAN FRANCISCO PORTLAND 
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Sindlinger Is Back... 


New, Simplitied Radox 
May Aid Broadcasters 


Can Furnish Rating 
Data in a Matter of 
Minutes: Sindlinger 


PHILADELPHIA, Sept. 20—Sind- 
linger & Co. today unveiled a new 
Radox system which will “instan- 
taneously gather and_ tabulate 
broadcast data,” according to Al- 
bert E. Sindlinger, president 


WNER-FLYI¥e) 
TLL eet g 


© NITE WEON-FLYING 
© SKY- BROADCASTING 


EW YORK OFFICE 
4 EAST 38TH ST 
MU 7-6477 


PHONE S12-7487 


“As a result of the further con- 
fusion over the status of radio 
based upon the most recent Assn. 
of National Advertisers report, 
which evaluates broadcasting on 
today’s ‘rating concept,’ and in 
view of the present state of mind 
of broadcast industry leaders con- 
cerning the report, we feel now is 
the time to make known our re- 
cent Radox development work,” 
Mr. Sindlinger said. 


s Mr. Sindlinger told AA that he 
will install his new system in TV 
Stations only at the outset. He cur- 
rently is negotiating with TV sta- 
tions in several cities and says he 


may be able to announce next 
|} week that stations in two cities 


| (the minimum number he wants 
before starting the new system) 
have contracted for the service. 

Total cost of the system to each 
Station will be one hour per month 
of its premium time, he said. 

Within six weeks after the TV 
Stations in two cities contract for 
the Radox service it will be placed 
in operation, Mr. Sindlinger told 
AA. 


@ Initial installations will be made 
on 150 TV sets in each of the 
two cities. Equipment will be in- 
stalled by the local companies and 
is very inexpensive (about $1.50), 
Mr. Sindlinger said. 

One of the most interesting fea- 
tures of the new system is that it 
will cost advertisers and agencies 
nothing. For years, Mr. Sindlinger 
said, these two groups, plus the 
broadcasters, have been playing 
a “you-pay-your-Share-and-I’ll- 
pay-mine” game, with the result 
that rating services have had dif- 
ficulty lining up someone to foot 
the bill. 

Now advertisers 


agencies and 
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will get Radox figures the same! 
way that they get circulation fig- 
ures from publishers. 

Since the Radox operation was 
suspended last year in Philadel- 
phia, Mr. Sindlinger and Cmdr. 
Harold R. Reiss, inventor of Radox, 
have been working on a redesign 
of the system to incorporate a new, 
improved and simplified tabulation 
method. | 


@ The new Radox will supply in- 
formation that will place broad- 
casting competitively on a cost- 
per-thousand basis with other me- 
dia and will eliminate entirely the| 
confusion over ratings—what they | 
mean or how to interpret them, 
Mr. Sindlinger said. 

Since Radox gathers its informa- 
tion from a projectable probability 
sample, the new Radox service 
will produce circulation (number 
of homes) figures. The report will 
show one simple figure—the num- 
ber of cumulative homes tuned to} 
each station by time periods; i. e., | 
number listening to a program the | 
first week, plus new homes the 


MORNING 


Full color will be 


and Sunday this fall. Until then we 
continue to offer one and two-colors 
and black. 


R.O.P. COLOR 


146,901 
DAILY 
COMBINED 


| 


“ - ~Vagee , 


available daily 


In terms of families . . 
of consuming units . . 

the biggest market in the Southwest 
through The Sunday Oklahoman. 
Through no other Sunday news- 
paper in no other southwestern city, 
regardless of size, can you reach so 


. in terms 
. you reach 


many, influence so many, sell so 
many families with your advertising. 
It's the biggest food market, the 
biggest drug market, the biggest 
market for anything in the South- 
west. Sell it to the maximum through 
The Sunday Oklahoman! 


THE DAILY OKLAHOMAN 


263,179 


EVENING 116,278 


No Sunday Magazine section published or 
sold in the Southwest reaches so many 
homes as The Sunday Magazine Section 
of The Daily Oklahoman. Locally edited, 
locally printed — it enjoys the high reader 
interest that pays off for advertisers. Ask 
your Katz representative for result stories. 


THE OKLAHOMA PUBLISHING CO. - THE FARMER-STOCKMAN - WKY - WKY-TV, OKLAHOMA CiTY - Represented by THE KATZ AGENCY, INC 


| (number of homes); 


second week, plus added new 
homes the third week, etc. The 
basic report, to be paid for com- 
pletely by stations, will be issued 
quarterly, with weekly supple- 
ments. 

Each weekly supplement will 
show the cumulative total of 
homes through that week, and a 
new report would start every 13 
weeks. 


@ Ratings as they now are known 
and used come weeks after a 
broadcast, Mr. Sindlinger pointed 
out, and they are usually an aver- 
age of a number of broadcasts, 
and seldom agree by services. 

By contrast, he said, the new 
Radox tabulator will show an in- 
stantaneous and simultaneous “vis- 
ual indication” of the (1) size 
(2) share of 
audience (by each station), and 
(3) flow of audience for each pro- 
gram (as tune-ins and tune-outs 
occur while the program is being 
broadcast). 

The new Radox visual indicator 
will be located in each Radox cli- 


| ent’s broadcasting studio. The vis- 


ual indicator is similar to the old- 
type Western Union stock ticker. 
A station will supply its machine 
with paper tape, turn it on each 
day and just let it run. 


@ On the tape the following infor- 
mation will be recorded at one- 
minute intervals: time of day, 
number of homes tuned in at that 
time, call letters of each station 
and the share in per cent of the 
number of homes tuned to each 
station. 

A tape for a city like Phila- 
delphia would look like this: 
7:08 P.M.—647,200 TV HOMES— 
WPTZ, 31%; WFIL, 36%; WCAU, 
33% —7:09 P.M., etc. 

Thus a Radox client can watch 
both his own and competitive pro- 


| grams as they are on the air or 
he can study them from the basket 


the next day. 


e By connecting each station's 
visual indicator to the central Ra- 
dox monitor as information is 
gathered and tabulated instantane- 
ously, the new system eliminates 
entirely the monumental cost of 
tabulating broadcast research in- 
formation which other systems are 
faced with in order to supply data 
for their clients, Mr. Sindlinger 
said. 

The new system eliminates so 
much of the tabulating needed to 
operate the old Radox system that 


|it requires only three people in 


Philadelphia (three TV stations) 


|as compared with 14 under the 
| old system. 


By producing circulation of 
homes tuned in (and to each sta- 


| tion) the system makes tabulation 


of the mass of raw data now re- 
quired for ratings unnecessary, he 
added, except by request where 
such data is desired. 


@ When agencies and advertisers 


| need the kind of research that they 


have been using in the past, or de- 
tailed qualitative studies, they can 
get it on an a la carte basis directly 
from Radox or through their sta- 
tions. 

The new Radox preserves the 
mass of raw intelligence for tabu- 
lation only when needed, Mr. 
Sindlinger said. The most compli- 
cated requést would require, how- 
ever, only a few hours of tabu- 
lating time, he added. 

“Currently all other rating sys- 
tems have to tabulate and process 
(which often takes weeks) all 
their data to supply even the sim- 
plest basic information,” he said. 


Austin Joins Jules Mirel 

Larry Austin, formerly with 
Kiesewetter Associates, has been 
appointed executive manager of 
Jules Mirel Advertising, New 
York. Mr. Austin is this year’s 
winner of the New York Advertis- 
ing Club’s gold medal. 
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October Woman's Day is the first in 
our history to carry more than one mil- 
lion dollars worth of advertising. 

It doesn’t make us FIRST in any- 
thing, so we aren’t shouting about it in 
screaming headlines . . . but we are 
grateful to our advertisers for their 
vote of.confidence .. . 

and we are proud to offer this 216 
page issue on our fourteenth anniver- 
sary to the more than 3,865,000 women 
who will go out and buy Woman's Day 
for 7¢ at A&P Stores. 
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Barium PR to Julius Klein 


Barium Steel Corp., New York, 
has appointed Julius Klein Organ- 
ization, Chicago, as public rela- 
tions counsel! for itself and 13 sub- 
Sidiaries 


Names Jefferson Lyon & Co. 
Jefferson Lyon & Co., Newark, 
has been appointed New York City 
public relations representative of 
Glenn L. Martin Co., Baltimore 


When you 
need 


RECENT 
BIRTH 
LISTS 


Remember 


WM. F. RUPERT 


Compiler of NATIONAL 
BIRTH LISTS EXCLUSIVELY 
for over 55 years 
90 Fifth Ave., New York 11 

OR 5-3523 


Phillips Petroleum 
Will Sponsor Films 
of Big Ten on TV 


BARTLESVILLE, OKLA., Sept. 20— 
Phillips Petroleum Co. has signed 
to sponsor a one-hour football film 
each Tuesday (8-9 p.m., CST), 
titled “Big Ten Football Games,” 
on Station WENR-TV, Chicago. 


The program will start next 
Tuesday and continue for ten 
weeks. Each week a Big Ten 


school will be honored during half- 
time. 

An added feature of the pro- 
gram will be a football forecast 
contest, in which ten prizes will 
be awarded each week to the ten 


contestants who most accurately 
forecast the results of Saturday’s 
games. 

Lambert & Feasley, 
is the agency. 


New York, 


Football Promotes Cigarets 
Imperial Tobacco Co. of Canada, 
Montreal, has signed for Canadian 
radio coverage of 60 games of Big 
Four and Western Conference foot- 


ball schedules. Time for Sweet 
Caporal cigarets was bought 


through Harry E. Foster Advertis- 
ing, Toronto. 


Carroll Joins WCAU Sales 
Merrill L. Carroll, formerly on 
the sales staff of the Baltimore Sun 
and before that sales manager of 
WBMD there, has joined the sales 
staff of WCAU, Philadelphia. 
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Industrial Editors Take Part in Mock Trial 
at Meeting of N. J. Industrial Marketers 


Newark, Sept. 19—A mock trial 
of industrial magazine editors 
charged with editing successful 
papers featured the first fall meet- 
ing here last night of the Industrial 
Marketers of New Jersey. 

Editors placed on the witness 
stand and subjected to direct and 
cross examination included Tom 
Campbell, editor, Iron Age; T. C. 
Dumond, editor, Materials & Meth- 
ods; Sidney D. Kirkpatrick, edi- 
torial director, Chemical Engineer- 
ing; John C. Vaaler, editor, Chemi- 
cal Processing; Walter J. Murphy, 
editor, Chemical & Engineering 
News; Kenneth Kramer, executive 


“They spend 


the most 


where the most 


is spent” 


82" 


concentrated in the 41 city-trading areas where 


of THE NEW YORKER’s U.S. circulation is 


most of the retail dollars are spent. And in those 


41 richest areas, top stores rate NEW YORKER 


subscribers among the most profitable customers 


—a fact proven many times by checking charge 


accounts. 


This is one reason why 


America’s 


shrewdest retailers spent more than a million 


dollars in THE NEW YORKER in 1950. They 


spend the most where the most is spent. 


Copyright 1951 
The New Yorker Magazine, Inc, 


“Would it be too ridiculous to 


suggest you pick 


oul the one that seems warmest: 


p» 


THE 


NEW YORKER 


No. 25 WEST 43x20 STREET 
NEW YORK, 18, N. Y. 


SELLS THE PEOPLE OTHER PEOPLE FOLLOW 


editor, Business Week, and Ralph 
F. Lewis, assistant managing edi- 
tor, Fortune. 


@ Each witness was asked eight 
questions by a panel of prosecuting 
attorneys selected by George Black, 
advertising manager of Cooper 
Alloy Foundry Co., president of 
the group, designated as district 
attorney representing industrial 
advertisers generally. The presid- 
ing judge was Philip W. Swain, 
editor of Power. 

The eight questions and a digest 
of the answers given were: 

Q. How do you know your read- 
ers read ads? 

Replies ranged from “If they 
didn’t we wouldn’t be in business,” 
to citation of Advertising Research 
Foundation’s continuing studies of 
business paper readership. Also 
several of the editors said they 
receive comments about advertis- 
ing from subscribers. 

Q. What do you think your read- 
ers like and dislike in industrial 
advertising? 

They like informative, factual 
copy material similar to that given 
in the editorial pages. They dislike 
advertising that does not give 
them information they need in 
their businesses 


@ Q. Do you think admen are get- 
ting the most out of your books? 

It depends on the advertiser, his 
product, knowledge of his market, 
and his ability late his adver- 
tising to the specialized readership 
served by the publication in ques- 
tion. 

Q. Are ads in weeklies as thor- 
oughly read as ads in monthlies? 

The consensus of the answers 
was yes. A good ad will be read 
wherever it is placed. 

Q. What advantage do Audit Bu- 
reau of Circulations’ books have 
over Controlled Circulation Audit’s 
books and vice versa? 

Editors of ABC publications, on 
the whole, felt ABC had an ad- 
vantage over CCA, and editors of 
CCA papers felt CCA books had a 
slight edge. There was general 
unanimity, however, that audited 
papers have a distinct advantage 
over non-audited ones. 


to re 


@ Q. Are society books well read? 

Virtually all answers were af- 
firmative. 

Q. Do readers have time for long 
articles? Long ad copy? 

While there was a ‘ifference of 
opinion, it was generally held that 
the nature of the subject in most 
cases would determine the length 
of copy. Highly technical articles 
usually are long and have sub- 
stantial readership judging by the 
number of requests received for 
reprints, it was pointed out 

Q. Are inquiries a measure of 
alert readership? 

Not necessarily. 
than quantity of 
suggested as a 
measure. 


Quality rather 
inguiries was 
more accurate 


Plywood Elects Maroney V. P. 

Edward J. Maroney, general 
sales manager of U. S. Plywood 
Corp., New York, has been elected 
av. p. 
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% The shine boy 


he taught me to 
Say it with 
FLOWERS-BY-WIRE 


I buzzed Miss Marlin that the bottom had dropped out. Ace Products—a big boy on our books—was 


showing at the Trade Fair in Seattle. Production bugs would keep me burning the midnight oil here. 


With a quick grin, George, the shoe-shine boy pipes up, “Why don’t you wire flowers? 
My brother who works in a flower store is always delivering flowers to big-shots”. 


Quick as a phone call I wired flowers to the customer's booth. 


The dollar I gave George wasn’t nearly as valuable as the tip he gave me: 


If you want to say it with a smile . . . say it with Flowers-By-Wire. 


FLORISTS’ TELEGRAPH DELIVERY ASSOCIATION 


Headquarters: Detroit, Michigan 


y gave ME a tip! 


ved 


FLOWERS-BY-WIRE ARE PERFECT FOR CHRISTMAS 


on &; 7 Thousands of business firms have found FLOWERS-BY-WIRE the ideal 
Christmas Greeting. Just turn your list over to your F.T.D. Florist. He'll take it 


from there ...and supply the perfect touch for a“ Merry Christmas” to customers. 


Look for the famous F.7.D. Mercury Emblem. 
It identifies the right shops! 


FLOWERS ARE BEAUTIFUL BUSINESS BUILDERS! 
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Ducharne Names Sterling 
Ducharne Inc., New York branch 
of French Silk House, has ap- 
pointed Sterling Advertising Agen- 
cy, New York. A spring campaign 
will use fashion magazines, busi- 


- . | Hartford, 79, board chairman of 
ness papers and direct mail. 


|the Great Atlantic & Pacific Tea 
" Co., died yesterday afternoon of a 
| heart attack after attending a 
|} meeting of the board of directors 
- | of the Chrysler Corp., of which he 
VY] | was a member. 

Credited with being one of the 
pioneers in fostering the revolu- 
tion in food-buying habits that 
has taken place since 1912, Mr. 
Hartford left school at 16 to work 
in the original A&P store estab- 
lished by his father, the late 
George Huntington Hartford, on 
Vesey St. here in 1859. 


., is on the move — 
| as | More than 8,000 man-f}- 
~< ~ hours went into the pre- 
liminary planning of our 
new plant. An exact scale model was 
*] built. The positioning of each piece 
of equipment was calculated to the [+ 
last fraction of an inch. Result: a 
modern factory that's better 
equipped and better able to 
secve you better. 


was tried, in 1912 (the company 
had been formally incorporated 12 


anal years earlier and operated 400 

CONSOLIDATED wees | stores, mostly in the East), orders 

Cana ELT @ROOKLTN © Siw YORE still were taken by telephone and 
Soon to be at Gten Cove ta ole Place 


delivered by horse and wagon on 


When the economy store idea! 


John H. Hartford, A&P Board Chairman and 
Cash-Carry Pioneer, Dies of Heart Attack 


New York, Sept. 21—John H.| a monthly charge account basis to | Spected as many as 3,000 stores a 


customers. 


@ The establishment of cash-and- 
carry stores and reduced prices 
proved popular and, by 1935, when 
the supermarket idea took root, 
A&P had 15,500 stores with annual 
sales in excess of $800,000,000. 
Since then, A&P’s policy has 
been to consolidate its retail outlet. 


It now operates about 4,700 stores, | 


and last year had gross sales 
amounting to $3,179,000,000. 

In an interview in 1935, Mr. 
Hartford, who shunned personal 
publicity most of his life, ex- 
plained A&P’s success in a para- 
graph: 

“The secret of chain store prof- 
its lies almost entirely in a rapid 
turnover of merchandise, and a 
rapid turnover simply means un- 
ceasing attention to the needs and 


| buying habits of your customers.” 
| Mr. Hartford visited A&P stores 
in all parts of the country regu- 
|larly and is reported to have in- 


year. Once, in Chicago, he per- 
sonally candled all the eggs in 
one store to make sure they were 
fresh. He was known to employes 
fas “Mr. John,” to distinguish him 
|from his older brother, “Mr. 
George,” treasurer of the company, 
who survives him. 


LLOYD T. RICHES 
SaLem, Ore., Sept. 18—Lloyd T. 
Riches, 62, v. p. and general man- 


ager of Western Paper Converting | 


Co., died in a Salem hospital Sept. 
17 after an extended illness. 


| Two Appoint Jamian 

Stetson Shirt Co. maker of 
Textron dresses and sport shirts, 
and the Infants’, Children’s & 
Teenwear Buyers Assn. have ap- 
pointed Jamian Advertising, New 
York, as agency and merchandising 
consultant. 


The Brazilhan businessman 
not only uses a Parker “51° —he 
wears it as a mark of his success 


A product need not be “‘home- 
grown’ to become a part of the 
pattern of life in thriving Rio de 
Janeiro and Sao Paulo! The resi- 
dents of these metropolitan centers 
insist on the finest products from all 
over the world. 


quality. 


Brazilian 

Watching the Fords go by on the 
clean, broad streets of Rio, you might 
think you were in Detroit. 

And should you take some snap- 
shots of the Carnival in Rio, chances 
are you'd tind Brazihans mght beside 
you, making expert use of their Kodak 
cameras, too, 

As Brazil’s coffee and cocoa are 

> a 
prized here at home, so are Pond’s 
and Aqua Velva in the largest country 


in Latin America. based upon local 


All this because of enlightened buy- 
ing habits of present-day Brazilians. 
These up-and-coming South Ameri- 
can buyers in the rich coastal markets 
are good prospects for your products 


—when convinced of their superior 


How to win the conviction of these 
shrewd, quality-conscious consumers? 

Our Rio and Sao Paulo offices have 
been active since 1929 in building the 
market 
chents, and for those whose cars and 
air travel, radios and cameras, cos- 
metics, pens and many other prod- 
ucts are “Made in U.S.A.” — and else- 
where. These offices are now staffed 
by 131 members, all of them trained 
in the J. Walter Thompson tradition 
at home or abroad. 

As in Brazil, 32 other J. Walter 
Thompson staffs throughout the 
world provide our clients with service 


bined with world-wide experience. 
All offices exchange facts and person- 
nel, cross-fertilize ideas. If you plan 
to open or expand a market for your 
product anywhere in the world, we 


Brazilian Badge 


of Distinction 


(Made in Janesville, U.S.A.) 


shall be glad 


the strategic 
on all five continents. 


ARGENTINA 
AUSTRALIA 
Betciem 
Braz 
CANADA 
ENGLAND 
FRANCE 
INbIA 


both for local 


Mexico 
Soutu Arrica 


U. 
CHIcaco 


knowledge com- Detrort 


Hou ywoop 
Los ANGELES 
Wasninoton, D.C. 


to show you how to use 
services of our offices 


Principal J. Walter Thompson 
International offices in: 


Buenos Aires 
Sydney ’ Me Ibourne 
Antwerp 
Rio de Janeiro, Sao Paulo 
Montreal, Toronto 
London 
Paris 
Bombay, Calcutta, 
New Delhi 
Mexico City 
. Cape Town, Johannesburg 


International Division, New York 


S. Offices in: 
LAKELAND 
Miami 

San FRANCIscO 
SEATTLE 


J. WALTER THOMPSON COMPANY 
420 Lexington Ave., New York 17, N.Y, 


Advertising Age, September 24, 1951 


Administration Wins 
First Round Against 


Capehart Proposal 


WASHINGTON, Sept. 20—With a 
9-4 vote of the Senate banking and 
currency committee under its belt, 
the administration won the first 
round today in its fight to soften 
the so-called “Capehart amend- 
;}ment,” requiring the Office of 
Price Stabilization to grant price 
increases covering all business 
costs, including advertising. 

The revised amendment, offered 
by Defense Mobilization Director 
Charles E. Wilson, strikes the com- 
pulsory portion of the Capehart 
plan, and simply requires OPS to 
make reasonable allowance for in- 
creases in overhead cost. 

Approval came after administra- 
tion leaders contended that the 
Capehart amendment could not be 
administered without giving un- 
justified price hikes. 

Under the revised plan, Mr. Wil- 
son said, adjustments can be made 
on an industry-wide basis when it 
appears that increases in overhead 
costs deprive business men of a 
fair profit. 


e As Senate banking and currency 
Chairman Burnet Maybank (D., 
S. C.) announced the vote, Sen 
|Capehart (D., Ind.) said the ad- 


| ministration plan will not pass 
Congress. 
Members of Mr. Wilson's staff 


say the Capehart amendment was 

}one of the most objectionable sec- 
| tions of the bill. They claim that 
| under the Capehart amendment a 
company is permitted to get cost 
adjustments for “overhead” in- 
creases even if it is already making 
record profits. 

The administration plan resem- 
| bles a system written by Sen. Eu- 
|} gene Millikin (R., Colo.) into the 
| Defense Production Act when it 
| was in the Senate. This Millikin 
| amendment, modified by Sen. Hu- 

bert Humphrey (D., Minn.), also 
| provided for “reasonable allow- 
|} ance” for overhead items, but it 
emerged from conference as the 
more stringent Capehart amend- 
ment. 


@ Pressure for amendments of this 
type arose after OPS issued manu- 
facturing and machinery orders 
forcing firms to absorb post-Korea 
price hikes, other than labor and 
materials costs. Among the items 
OPS wanted industry to absorb 
were increases in advertising costs. 

The Millikin-Humphrey plan 
merely required that OPS give 
some consideration to these over- 
head items in fixing prices. The 
Capehart amendment required that 
all overhead items be included in 
prices, 

Officials took the position that 
relatively few firms have suffi- 
cient cost accounting information 
to permit allocation of overhead 
costs in sufficient detail for the 
pricing system indicated in the 
Capehart amendment. 


Brady Co. Gets Milk Account 
Consolidated Badger Coopera- 
tive, Shawana, Wis., dairy group, 
has appointed Richard H. Brady 
Co., Stevens Point, Wis., as its 
agency. Campbell-Mithun, Minne- 
apolis, is the former agency. 
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Here's advertising space 
you can put to work 
all around the clock! 


Your company’s buildings, truck fleet, salesmen’s cars offer 
you thousands of dollars’ worth of free advertising space . 
space you can get bonus advertising value from with the help 
of sparkling “‘Scotchlite” Reflective Sheeting. Here are some 
of the ways alert businesses are capitalizing on this new way 
of making such space doubly effective: 


RONDORF 
aah co. 


COLORFUL-DAY AND 


nym min MD 


NORTHERN a 


~ 


BY DAY the “Scotchlite” Reflective Sheeting 
on this Northern Pacific overpass is brilliant 


and easy to see 
will last for years 


has a glossy beauty that 


NIGHT... 


"SCOTCHLITE”’ Reflective Sheeting in Action! 


24 HOURS A DAY, signs made with “Scotchlite” 
Reflective Sheeting put on an exciting display of 
color for every motorist on the road. Roadside 
bulletins and place-of-purchase signs are visible 
up to half a mile away . . . your selling message 
is presented with matchless impact. Truly, “THE 
SIGN OF sUCCEss!”’ 

No costly illumination or maintenance . . . no 
current, batteries, switches, bulbs or mechanism 


nation . 


firm name. 


TYPE Non-illumineted 


“SCOTCHLITE™ 
Reflective Sheeting 


Cost Per Month $10 $20 “$13 


of any kind. Car headlights furnish the illumi- 
-“‘Scotchlite” Sheeting reflects the head- 
light beams right back to the driver in an arresting, 
colorful display of any trademark, product or 


Let your local sign plant give you the full story 
of THE SIGN OF SUCCESS, or write us direct at 
Dept.AA911, Minnesota Mining & Mfg. Co 
St. Paul 6, Minnesota. 


“gcoveuiTe 


‘ai 12 hours 18 hours 24 hours , 
waamy (6AM—6 PM) (6 AM—Midnight) (6 AM—6 AM) SIGN of 
Enpesed Cirevlation SUCCESS 
Ser sheets 137,500 196,500 213,500 
Cost Per M *¢ 10¢ a 
= SUCCESSFUL BUSINESSES all over the country choose 
“THE SIGN OF SUCCESS” gives you the largest number of lockers over THE SIGN OF SUCCESS. Why don’t you” 


the longest period of time at the lowest cost per looker. 


THE SIGN OF SUCCESS sells day and night at /ess cost per reader than 
ordinary signs. Roadside advertising at its very best’ 


Made in U.S.A. by MINNESOTA MINING & MFG. CO, 
St. Paul 6, Minnesota, also makers of “Scotch” Brand Pressure 
sensitive Tapes, “Scotch"’ Sound Kecording Tape, ““U qo 
Rubberized Coating. “Safety-Walk" Non-slip Surfaci 
Abrasives, “3M” Adhesives. General Export: Minn Mining | 
Mfg. Co., International Division, 270 Park Avenue, New Yor 
17, N.Y. In Canada: Minn Mining & Mfg of Canada, Lid 
London, Canada 


7 


BY NIGHT the headlight beams of every passing 
car kindle the reflective sheeting into a clear, 
glarefree brilliance unmatched by any other 
sign material on the market! 


“THESE SIGNS REPRESENT an excellent invest- 
ment in 24-hour impressions on the motoring 
public,” says M. F. Barry, advertising man- 
ager of California Oil Co. 


SALESMEN’S CARS carrying your emblem in 
“Scotchlite’”’ Sheeting are real attention-getters. 
And no matter how intricate the emblem or 
trademark, it can be reproduced perfectly in 
its true colors! 


GREYHOUND PREVENTS ACCIDENTS with 
“Scotchlite” Reflective Sheeting on its coaches. 
These silver warning stri and Greyhound 
emblems are clearly visible to motorists even 
on the darkest nights. 


PROVIDENCE 
. WORCESTER 
A Nee. ONDOR 


MANCHESTER 


ee 


IN ALL 48 STATES, “‘Scotchlite” Sheeting pro- 
tects and guides motorists with its long-range 
warning power on highway signs. Markers are 
easy to read, reflect the same shape and color 
day and night! 


TURN THE PAGE. . . for more news 
about “SCOTCHLITE” Reflective Sheeting. 
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Advertisers everywhere are turning to a new kind of roadside 
display . . . signs made with “‘Scotchlite” Reflective Sheeting. 
These bright, colorful signs glow brilliantly in the dark with no 
illumination other than the beams of car headlights. On high- 
ways and business places of all kinds, THE SIGN OF SUCCESS 
is demonstrating a tremendous new sales wallop . . . an appeal to 
motorists that means dollars-and-cents returns for you! 


AT NIGHT the display glows with color at the 
approach of car headlights . . . reflects the same 


EASY FULL-COLOR REFLECTORIZING! This 
sign was produced by applying “‘Scotchlite”’ 


“WE'RE VERY HAPPY with the results we've 
had with our signs made with ‘Scotchlite’ 
Sheeting,” reports E. W. Twenhoefel. ‘In fact, 
they are the talk of the community. Customers 
often remark about them and ask about their 
unusual! brilliance.” 


"§N ADDITION TO using ‘Scotchlite’ Sheeting 
on our gasoline delivery trucks, we have used 
it very effectively at our filling stations,”’ says 
K. T. Howe of Jenney Mfg. Co., Boston 
“These signs work aay and night and are as 
effective today as when installed three years ago.” 


A CONSTANT REMINDER to the public that 
you're in business, that you're nearby, that 
you're up-to-the-minute! “Scotchlite”’ Reflec 
tive Sheeting on your place-of-business signs 
makes them work for you 24 hours a day, 
every day of the week! 


“THE DEALERS’ REACTIONS to our signs have 
been favorable, and you can be sure we share 
their enthusiasm,” says Alvin E. Miller of 
United States Bedding Co. “It is our hope to 
double the number of signs of this type in 
the future.” 


Brand Transparent Colors on a background 
of silver ‘“‘Flat-Top” Sheeting. All the colors 


vivid colors it has in daylight! “‘Scotchlite” 
Reflective Sheeting puts on this glorious show 


are deep and vivid by day and . 


for every motorist on the road! 


Vuele Via 


PAN AMERICAN Gf GRACE AIRWAYS /NC. 


RAPIDO A EE.UU. 


Illustration shows how “‘scoTCHLITE”’ Reflective Sheeting can be used to give maximum nighttime brilliance. 


EVERY BUSINESS—from the corner grocery store 
to the far-flung network of a major air-line—does a 
better job of telling and selling with “sSCOTCHLITE”™ 
Reflective Sheeting! Brilliant, full-color signs can 
be rendered in the new “SCOTCHLITE” Transparent 
Colors to give powerful, day-and-night IMPACT 
to any advertising message. Bright and gleaming by 
day, this beautiful sign glows in full-color brilliance 
at night when illuminated by headlight beams. 
Economical, easy to maintain—it’s the new way 


In any language. :ScorcHuite” Sheeting tells the story! 


that successful businesses employ to keep their 
names before the public twenty-four hours a day! 

Roadside signs, place-of-purchase bulletins, over- 
hanging signs, wall and curb signs can now be 
reflectorized at amazingly low cost with the new 
transparent colors. 

Your local sign plant will be glad to explain this 
simple new process—or, if you prefer, write direct 
to Dept. AA911, Minnesota Mining & Mfg. Co., 
St. Paul 6, Minn. 


SIGN of © | Re 


SUCCESS HEETING © 


tising displays . . 
surprisingly low! 


ADD NIGHT-AND-DAY BRILLIANCE to your adver- 
. anywhere. You'll find the cost 


Made in U.S.A. by MINNESOTA MINING & MFG, CO., 


St. Paul 6, Minn.—also makers of “Scotch” Brand Pressure- 
sensitive Tapes, “Scotch’’ Sound Recording Tape, *‘Underseal” 
Rubberized Coating, “‘Safety-Walk" Non-slip Surfacing, “3M” 
Abrasives, “3M" Adhesives. General Export: Minn. Mining & 
Mfg. Co., International Division, 270 Park Avenue, New York 


FROM COAST TO COAST, famous trademarks are being reproduced 
in their true colors on trucks, buses and roadside signs in sparkling 
: “Scotchlite”’ Reflective Sheeting. 
preceding page. pia . “ 7 g 17, N. Y. In Canada: Minn Mining & Mfg. of Canada. Ltd 
London. Canada 


FOR MORE NEWS aobout 


"Scotchlite” Reflective Sheeting, see 
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LP-Gas Industry 
Plans Extensive 
Magazine Drive 


Cuicaco, Sept. 19—The liquefied 
petroleum gas industry has sched- 
uled its fifth annual round of ad- 
vertising for this fall and winter in 
some 50 magazines, according to 
Lee A. Brand, chairman of the Na- 
tional Committee for LP-Gas Pro- 
motion and v.p. of Empire Stove! 
Co., Belleville, Il. 

The campaign will be conducted 
by the LP-Gas Information Ser- 
vice, advertising and _ publicity 
outlet for the National LP-Gas 
Promotional Program, an indus- 
try-wide project supported by vol- 
untary contributions from LP-gas 
marketers and producers and 
manufacturers of LP-gas appli- 
ances and equipment. 


e The venture is co-sponsored by 


Gas Appliance Manufacturers 
Assn., Liquefied Petroleum Gas 
Assn., National Butane-Propane 


Assn. and National Gasoline Assn. 
of America. 

Major insertions are scheduled 
for Capper’s Farmer, Country 
Gentleman, Farm Journal and 
Successful Farming. Smaller ads 
will run in 30 leading state and 
sectional farm publications. 

A campaign aimed at small 
towns will appear in Grit, House- 
hold and Pathfinder; a suburban 
market drive is scheduled in 
American Home, Better Homes & 
Gardens, Good Housekeeping, Mc- 
Call’s and The Saturday Evening 
Post. 


Also planned for tne “fifth 
round” is space in Agricultural 
Leaders’ Digest, Better Farming 


Methods, County Agent & Vo-Ag 
Teacher and National 4-H News. 
Butane-Propane News, LP-Gas, 
Resort Management and Tourist 
Court Journal also will be used. 


e Copy will stress the conven- 
1ence, dependability and other ad- 
vantages of liquefied petroleum 
gas (also known as butane, pro- 
pane, bottled and tank gas) and 
will be directed at domestic and 
commercial prospects in farm, 
small town and suburban areas. 

Ads will be released on a stag- 
gered basis from October to Feb- 
ruary, and will range from half 
pages in b&w to full pages in two 
colors. 

The convenience of automatic 
gas cooking will be featured in all 
domestic ads. Secondary emphasis 
will be given to the use of LP-gas 
as tractor fuel, in farm magazine 
insertions, and the benefits of its 
use for home heating will be 
stressed in ads aimed at small) 
town and suburban markets. | 

Buchen Co., Chicago, is the ag- 
LP-Gas 


ency for Information 


Service. 


Tidy House Backs Farm Shows | 
Tidy House Products Co., | 
Omaha, manufacturer of Perfex 
cleaner, GlossTex plastic starch, 
Shina Dish and Dexol powder 
sleach, has signed the following! 
segments of “Saturday Night Barn | 
Dance”: “Midwestern Hayride,” 
WLW, Cincinnati; “Jamboree,” 
WWVA, Wheeling; “National Barn 
Dance,” WLS, Chicago. Time was 
yought through Buchanan-Thomas 
Advertising Co., Omaha. 


Three Join Texas Network 
Three CBS _stations—KTRH, 
Houston, KWFT, Wichita Falls, 
and KLYN, Amarillo—have joined 
the Texas State Network, increas- 
ing its membership to 19. 


Cocktield Moves Media Dept. 

Cockfield, Brown & Co., Tor- 
onto, has moved its media depart- 
ment to 7 Adelaide St. West. 
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Babbitt Endorses Kate 


Last vacancy on the “Kate Smith 
Evening Hour,” televised Wednes- 
days over NBC, has gone to B. T. 
Babbitt Inc., New York (William 
H. Weintraub Co.), which will al- 
ternate with Congoleum-Nairn, 
Norge and Reynolds Metals as 
sponsor. 


United Savings to Luckoft 

Luckoff, Wayburn & Frankel, 
Detroit, has been appointed to di- 
rect the advertising of United Sav- 
ings Bank, Detroit. 


Abrams Named Klein's A.M. 


Paul Abrams, formerly in the 
promotion department of John 
Wanamaker, Philadelphia depart- 
ment store, has been named adver- 
tising and promotion director of 


Klein’s department stbre, Phil- 
adelphia. 
Buys Interest in WBIR 

Radio Cincinnati, operator of 


WKRC and WKRC-T\V, has pur- 
chased an interest in WBIR, Knox- 
ville, Tenn. The purchase interest 
is reported at 20%. 
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The Sun Shines Bright On PADUCAH--- 


= @ $500 Million Atomic Plant Is Going Up. 
@ Two $88 Million Power Plants Are Rising. 
~ @ Bank Clearings Are Up 50% Over 1950. 
/ ~ 
SS Che Paducah SunDemocrat 


25,000-Plus 
Daily - Sunday 


Paducah, Ky. Burke, Kuipers 
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Senators Display Their Ignorance 

The most interesting thing about the Senate debate on postal rates 
is the abysmal ignorance (or wilful disregard) of elementary econ- 
omies, and the continuing scorn of advertising exhibited by members 
of that august body. 

Senator Russell Long of Louisiana is credited with this gem: 

“The mail order houses are competing with every local merchant 
in the United States. If a mail order house does not sell a suit, the 
local merchant is going to sell it. If the mail order establishment does 
not sell a particular bill of goods, someone else will sell it.” 

We will go along with Sen. Long on his first sentence. We will 
positively not go along on the remainder. There is nothing to demon- 
strate that if A does not sell something, B will sell it. In fact, within 
these two sentences the senator from Louisiana manages to pack a 
complete negation of the competitive enterprise system. He suggests 
that the market is a static thing, and that every time someone makes 


a sale, he thereupon prevents someone else from making a sale. If 


this were true, competition would be an utterly useless, wasteful 
thing. But the fact is, as everyone knows, that A and B competing 
for sales will make more total sales than either A or B alone. 
Senator Lester Hunt of Wyoming had a few pearls of wisdom, too. 
His bete noire was direct mail advertising, which he characterized as 
“gyp mail, come-on mail, cheap advertising mail...which we all 


“throw into the wastebasket as soon as we get it.” 


Come, come, Sen. Hunt. Are people who send out “gyp” mail and 


“come-on” mail—or perfectly legitimate mail—philanthropists? 


“Would they really be sending out this mail—at considerable cost to 


themselves, as well as to the government, according to your version— 
if “we all threw it into the wastebasket as soon as we got it”? 

Why does everyone seem so intent on fulminating about problems 
which have such an easy solution? Why must there be discriminatory 
laws against direct mail advertising, or soap operas, or whatever 
it may be, when it is quite obvious that if they are really offensive 
and unproductive their use will decline from simple economic rea- 
sons? 

Why do so many people think that hard-headed business men spend 
money for advertising just to annoy people—and without any regard 
to whether they get any return on their advertising expenditures? 


Hysteria on the Prize-Fighting Front 


We are glad that no advertising or broadcasting people have been 
prominently identified with the fulminations which issued in the 
wake of the Robinson-Turpin fight. 

We would have liked to have seen the fight on our television 
screen, but we can't quite understand why there should be demands 
for investigation and threats of laws and boycotts because the private 
business enterprise which promoted the fight decided it would make 
more money by keeping the fisticuffs off radio and home television 
sets rather than putting them on. One might just as logically complain 
that thousands of New Yorkers were prevented from seeing the fight 
because the price of seats was too high, or that the promoters should 
have been forced to put the fight on 27 miles southwest of South Bend, 
Ind., because that is closer to the geographic center of population, 
and would, have been much more convenient for millions of people. 

Actually—and this may be a sort of advertising treason—we are 
not sure that it would be such a bad thing for advertising if the 
theaters won out in their attempts to monopolize major sports broad- 
casts. There probably are not more than half a dozen really major 
events a year which would pay out on such a basis, and if TV and 
radio can’t get along without them, they are built on a much less 
solid foundation than we have always believed. 
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—Wall Street Journal 


“Of course I'll endorse that check. What do you want me to say about it?” 


What They're Saying 


Battle of Slogans 

I have recently returned to this 
country from Europe. There I 
visited a front line. That front line 
is in Berlin, on the boundary line 
|of a divided capital in a divided 
nation. Along that boundary line 
is being waged an endless battle 
| of slogans, of product comparisons, 
of brand names, with the competi- 
tors using every technique in the 
advertising and propaganda book. 

For instance, did you ever hear 
of a propaganda sewing circle? 
Well, they have plenty of them 
| in Germany. Here is how they 
| work. Groups of West Germany 
| women gather to sew and knit. 
| They meet in border towns along 
| the East-West boundary line and 
|invite women from the Russian 
zone of Germany to join them. 
And while this mending is going 
on, the western hausfraus are 
telling their Red-dominated friends 
about the freedoms they enjoy. 

I guess in your business that’s 
what would be called word-of- 
mouth or testimonial advertising. 
And—just as in your business—it 
works. When it works, it irritates 
the competition. In fact, we were 
told by authorities that the Rus- 
sians have actually sent raiding 
parties into the western zone, un- 
der cover of night, to break up 
these sewing circles. Many Ger- 
man women have paid with their 
lives for taking part in a demo- 
cratic sewing-bee. 


—Henry Ford Il, president of Ford 
Motor Co., before the Sales Execu- 
tives Club of New York, Sept. 11. 


Golden Weeding Day 

We receive so many duplicate 
mailings these days, so many 
pieces in which we have no con- 
ceivable interest, and so many 
slips asking our indulgence for 
| possible duplications, that we are 
beginning to wonder if anyone 
ever does check mailing lists. 

We even receive solicitations 


from publications for which we} 
have paid and which are arriving | 


regularly. Not to mention assorted 
| requests for money from obscure 
institutions hundreds or thousands 
of miles away. 

One hardheaded user of direct 
,mail recently wrote to 25 big of- 


fices in New York, asking very 
simply whether it was necessary to 
supply material to so many people, 
and in each case attaching the) 
particular company’s list. 

The response was wonderful. 
| Business men welcomed this sen-| 
sible approach. In most cases, ma- 
terial was being routed through} 
their offices and fewer copies) 
would serve. Lots of the addressees | 
were no longer there. Now, with | 
people shifting about rapidly again, | 
it’s a good time to give lists the| 
works. Weed ’em and reap! 


—Better Imp ns, published by | 
The Mead Corp., Dayton, O. 


Selling Yourself 

The only person who doesn’t 
need a knowledge of salesman- 
ship is a hermit. He has no need 
to secure the cooperation, re- 
spect and good will of others. He 
doesn't have to sell his ideas, tal- 
ents or personality to anyone else. 
He has no employer to please, no 
family to get along with, and no 
opportunity to make friends. 

The rest of us, on the other hand, 
have one or more of these tre- 
mendously important needs for a 
knowledge of salesmanship. 
Whether we realize it or not, a 
great deal of our happiness and 
success in life will depend upon 
our ability to sell our ideas, our 
talent and our personalities to the 
people we work with, to our 
friends and acquaintances, to the 
customers of our business, and to 
our families and relatives. 


—“The York Trade Compositor,” 
August issue, York Composition Co., 
York, Pa. 


Undercurrent of Discontent 
The bulk of the nation’s adver- 
tising effort exploits our wish to 
play with necessity, to make us 
believe, for example, that to in- 
hale and to eat are not pleasurable 
necessities, but a fanciful game 
with ever new and sensuous nu- 
ances. Where the need for these) 
nuances becomes compulsive, it! 
creates a general state of mild ad- 
diction and gluttony, which ceases 
to transmit a sense of abundance 


Rough Proofs 


“Home audience suffers along 
with Turpin,” reports the world’s 
greatest advertising journal, re- 
ferring to the middleweight cham- 
pionship fracas. 

Turpin suffered about $200,000 
worth. 


Publishers explore methods of 
avoiding higher postal rates, the 
story says. It’s just possible the 
Post Office Department may find 
it has priced itself out of the mar- 
ket. 

o 

“Senators criticize Army, Air 
Force radio time buying.” 

Everybody knows exactly how 
to run a hotel, manage a ball club 
and select advertising media. 


TV is hurting a lot of media be- 
sides radio, the broadcasters in- 
sist. Yeah, but look how it’s also 
helping most of them with big, fat 
advertising appropriations. 


Gladys the beautiful receptionist 
Says she sees Kleenex is putting 
out a film on “How to Catch a 
Cold,” but she’d appreciate seeing 
one telling her how not to catch 
it. 

a 


Elks Magazine modestly says it 
is read by 1,011,000 substantial 
men. 

Why not just admit it goes to 
the best people on earth? 


“Take tea and see,” is the short 
story now being promoted by this 
industry. 

The promise is just indefinite 
enough to be intriguing. 


Irish Linen Week will be cele- 
brated from May 5 to 10, 1952, it 
has been announced, but the cele- 
bration might be a lot more enthu- 
Siastic if it started about March 17. 


The only thing that makes the 
public wonder about Hotpoint's 
assurances of an appliance short- 
age is the willingness of dealers 
to accept any old product as down 
payment at four times its value. 


Ira Rubel says there’s nothing 
wrong with the agency commission 
system except that 15% often isn’t 
enough. 

Oh, is that all? 


Fifteen per cent usually isn’t 
enough to cover the costs of ser- 
ving an advertiser who has to be 
nursed, spoon fed and tucked into 
bed every night. 


A wholesale liquor dealer pro- 
moting a martini recipe contest 
may have to give first prize to 
the enthusiast who puts it all in 
one word: “Double.” 


Sen. Lester Hunt of Wyoming 
describes third-class mail as “junk 
which we all throw in the waste 


and, in fact, produces an under- 
current of discontent. 

—Erik H. Erikson, “Childhood and 
| Society,”’ published by W. W. Norton | 
| & Co, 


basket as soon as we get it.” 
But a lot of it must jump right 

out and into the mail boxes. 
Copy Cus. 
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In the first 8 months of 1951 


Che Philadelphia Anguiver 
published 2:3.:370.000 


lines of advertising 


This is a lead of more than 4,000,000 lines over the 
second paper—and is the largest volume ever published 


by any Philadelphia newspaper in any similar period. 


In Philadelphia, The Inguirer is FIRST 
in National— Retail—Classified 
and Total Advertising 


Source: Media Records ; 
\S 


%, 


A New in its Ith 
| a + + ° 
crn” “Che Philadelphia Mnquiver 


Philadelphia Prefers The Inquirer 


Exclusive Advertising Rep ti ROBERT T. DEVLIN, JR., Empire State Bidg., N.Y.C., Longacre 5-5232; EDWARD J. LYNCH, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S$. DIX, Penobscot Bidg., 


Detroit, Woodward 5-7260, West Coost Representotives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., Son Francisco, Gorfleld 1-7946 * 1127 Wilshire Boulevard, Los Angeles, Michigan 0578 
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YES, 
someTHinNe BIG /s 
GOING ON AT MACFADD 
THE MEDIA DEPT. SAYS 
WEY ARE ACTUALLY 
CUTTING DOWN ON 
SUBSCRIPTIONS — 
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‘31 Business Paper Ad Dollar Volume *: 


to Hit Alltime High of $255,200,000 


Curcaco, Sept. 19—Advertising 
volume in business papers this 
year will hit an alltime high of 
$255,200,000, about 13% above last 
year’s dollar volume, according to 
estimates published by Industrial 
Marketing. 

In an article in the September 
issue of the publication, A. R. Vene- 
zian, of McGraw-Hill Publishing 
Co., estimates that page volume 
this year should be at least 5%, 
if not more, above 1950. 

The trend of business publica- 
tion advertising since 1940 is 
shown in the following table: 

Ad Revenue Pages of Ads 


Year (In \ ) (In Th ) 
1940 415 
1941 476 
1942 561 
1943 wo IS 
1944 . 691 
1945 986 
1946 S41 
1947 812 
1948 820 
1949 764 
1950 183 
1951 T92°° 


*Estimate based on five-year average of 
business publication advertising and na- 


tional income 
**Estimate based on first six months 
trend reported in Industrial Marketing. 


Since 1933, advertisers have in- 
sted a total of $2.25 billion in 
siness publications, and the an-| 
al expenditure has increased al- 
ost 800%. In the last six years 
lone, almost half of the $2.25 bil-_ 
n total has been invested in 
siness paper ads. 
The estimates were based on In- 
strial Marketing’s annual figures | 
d McGraw-Hill’s continuing 
dy which measures and classi- 
s—under some 950 product clas- | 
ications—the advertising in 200 
blications. In addition, hundreds 
publishers cooperated in supply- 
g data. | 
Not included are general news 
agazines, business news publica- 
ns, catalogs or directories. Some 
00 U. S. professional, technical, 
de and industrial publications 
ected to more than 160 vertical 
d functional groups of subscrib- 
are covered in the study. 


The publications reported a to- | 
annual distribution of 24,500,- | 


Sparton Sales Manager >| 


- 


B. G. Hickman has been appointed | 
sales of ero 


general manager 
Radio-Television, Jackson, Mich. Get- 
ting ahead in business like Mr. Hick- 


» are thousands of regular Wall | 
Street Journal readers throughout the 
nation —- executives and their aides | 
whe make or influence decisions on 
planning, production, selling and buy- 
ing. 


(AbveRTIsEMENT) 


000. The 1,020 paid circulation 
publications had a circulation of 
more than 15,000,000; 572 free 
circulation periodicals accounted 
for 8,500,000, and 180 publications | 
failed to report or disclose data’ 
on the type and quantity of their | 


ee 


distribution. 
a comparison of the over- 
with figures published in 
udustrtet Marketing shows that 
15% of the publications carry al- 
most 50% of the ad volume. More- 
over, 551 advertising agencies 
placed 388,000 pages of advertis- 
ing in the previous year. Fewer 
than 25% of the agencies account 
for more than 50% of the volume. 
To reach the final total, the pub- 
lications were broken down by 
fields and estimates made on the 


Advertising Age, September 24, 1951 


basis of each field. Totals then 
were grouped to reach the over-all 
estimate. 


s In 1949, the National Industrial 
Advertisers Assn. completed a 
study on industrial ad budgets 
which showed that business pub- 
lications receive 36% of the total 
industrial ad budget. Using this 
percentage, the total expenditure 
for industrial advertising in 1950 
was about $627,000,000. 

Second most important medium | 


is the company catalog, in which 
a total of almost $100,000,000 was 
invested in 1950. Direct mail was 
third, with an expenditure of ap- 
proximately $50,000,000. 

Included in the report is a chart 
showing the relationship between 
business publication advertising 
and total advertising in all types 
of media. 


s “From 1933 through 1945,” Mr. 


| Venesian reports, “there was a 


steady increase in the proportion 
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of business paper advertising to 
the over-all advertising picture. 
Since that period the ratio has 
come down from a high of $64.66 
per $1,000 of total advertising to 
the 1950 rate of $39.47 for each 
$1,000 of over-all advertising. 
“While this 1950 rate is above 
the ratio for the 1933-through-1944 
period, nevertheless, there has 
been a drop in the proportion of 
business paper advertising during 
the past five years. This drop-off 
is probably due to a combination 
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of things, such as the after-effects 
of the war period with its result- 
ing unleashing of consumer sched- 
ules, the increase in the number 
of advertisers and new advertis- 
ing media, such as television.” 


s One of the most interesting items | 


developed in the study is the dis- 
tribution of advertising funds be- 
tween the consumer and the busi- 
ness markets. Several other re- 
ports have indicated that the busi- 
ness and personal markets each 


account for about half of the total 
national income. 

Thus, for example, in 1950 each 
market had $117.8 billion of the 
$235.6 billion national income. Dur- 
ing the same year, newspapers, 
magazines, radio and television 
carried approximately $3.4 billion 
of advertising. In short, $1 was 
spent on consumer advertising for 
every $35 of national income. 

In contrast, industrial advertis- 
ers who spent $251.1 million in 
business publication advertising 


(including space and production 
costs) invested only $1 for every 
$470 of national income. 


@ Still other data, on advertising 
costs, shows that circulation in 
1950 was up 35% over 1940. Rates 
were up 70% in the same period 
but, because of increased circula- 
tion, the cost per 1,000 was up 
only 26%. e 

“Business publication advertis- 
ing is running at a healthy level,” 
Mr. Venezian concludes. “Within 


| mint! 


wcess-Tv’s “Early Show” is a money- 


maker, no doubt about it. 


This early-evening film program has been 


a bonanza for advertisers since it first 


went on the air in April. Currently deliv- 


ering a 12.1 rating—an average audience 


of 766,050 potential customers each 


night, five nights a week —it has consist- 


ently out-rated all other local early- 


evening film shows in the New York area." 


It works almost automatically. New York 


viewers who know Channel 2 as the place 


to go for the best television entertainment 


naturally turn first to “The Early Show” 


for the best TV films. 


And “The Early 


Show's” wide selection of comedies, 


romances, adventures and mysteries 


keeps them coming back, day after day 


after day. 


your product... 


You can get these people interested in 
let “The Early Show™ 
coin money for you. At a cost per thou- 
sand viewers ( before earned discounts ) of 
only 72 cents! For further details, just call 


WCBS-TV Or CBS TELEVISION SPOT SALES. 


WCBS-TV 


Represented by CBS Television Spot Sales 


Channel 2 


New York 


CBS OWNED 


the past five years business pub- 
lications have received increased 
recognition by industrial adver- 
tisers and their advertising agen- 
cies. 

“There is no single explanation 
for this trend other than general 
industrial improvement and ex- 
pansion. ..plus such things as in- 
creased competitive conditions, im- 
proved publications, increased in- 
terest and need on the part of 
readers for up-to-date technical 
know-how and helpful informa- 
tion, the development of new prod- 
ucts, new services, the desire on 
| the part of advertisers to invest 
|in the immediate and long-range 
values of advertising, the influenc- 
ing factor of a favorable tax posi- 
tion. This last, however, seems to 
be contributing rather than acting 
as a primary factor behind the 
| gains.” 


Grey Appoints Peyson 

| Robert Peyson, formerly of Ken- 
|}yon & Eckhardt, has joined Grey 
Advertising Agency, New York, as 
| television production supervisor. 


Wiese nv 


mSullem 


A GROWING MARKET 

OF MORE PEOPLE 
 WITR ORE MONEY 

: TO SPEND 

\ THAN EVER BEFORE 


‘ Nia 
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AUTO SALES of 
$60,961,000* 


*Saies Management. 1951 
Survey of Buying Power 


The JOURNAL & SENTI- 
NEL are the only papers 
that cover this rich, grow- 
ing market in the South's 
No. | state. 

The JOURNAL & SENTI- 
NEL are the only papers 
in the SOUTH offering a 
Monthly Grocery Inventory 
—an ideal test market. 


The JOURNAL & SENTI- 
NEL are tho _caly papers 

pletely ) bet g an 
important cee seg- 


ment of North Carolina 


4, MWY iy 
VM 


Wy 


UMM eM@@” 


tAmerican Research Bureau, 
August 1951. 

*Monday through Friday, 
6:30 to 7:30 p.m. 


WINSTON-SALEM TWIN CITY 
JOURNAL and SENTINEL 

MORNING SUNDAY EVENING 

Mationa! Representative RELLY SMITH CO 
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Gaughan to Wadsworth Homes 

John M. Gaughan, formerly pro- 
motion manager of the Des Moines 
Register and Tribune Syndicate, 
has been appointed advertising and 
promotion manager of Wadsworth 
Homes, Missien, Kan. 


Guenther Assigned Manual 


Guenther, Brown & Berne, Cin- 
cinnati agency, has contracted 
with the U. S. Air Force to pro- 
duce a training manual. 


Hadacol Abandons Brass Bands, Spectacular 
Reviews for More Conservative Advertising 


DaLias, Sept. 18—Dudley Le- 
Blane’s Hadacol caravan is dis- 
banding. 


The Louisiana state senator’s 
modern medicine show—pride of 
the Southland’s theater circuit— 
presented its 35th performance in 
the current tour here last night. 
Announcement of the cancelation 


fing 


|More than 15/2 MILLION cars and— 
trucks registered in the big 19-state 

| market which you sell through 
SOUTHERN AUTOMOTIVE JOURNAL 


Dv Peachtree St, N.ED Atlanta 5, Ga. 


now over l, of 
the Nation’s cars here 


of the tour was made at the con- 
clusion of the show. 

Hadacol’s new owners (AA, 
Sept. 3), who bought the company 
just as the tour was getting under 
way, apparently feel that the cara- 
van technique is not quite the 
best way to promote the product. 

A spokesman for the new own- 
ers in Lafayette, La., said that they 
“feel that a program of basic con- 
sumer advertising will prove more 
beneficial to the sale of a product 
such as ours.” 


ws The schedule for the new pro- 
motion, which will use newspaper 
and radio advertising extensively, 
now is in the works, he said. 

The decision seems to mark the 
end of an era for the product, 
which swished to national promi- 
nence as a result of Dudley Le- 
Blanc’s jet propelled promotion 
gimmicks. 

If the new owners feel that Had- 
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acol has outgrown the razzle daz- 
zle of the caravan, it seems in- 
evitable that the entire character 
of Hadacol’s promotion will be 
changed in similar fashion. 

No figures are available on the 
iotal cost of the caravan, but Sen. 
LeBlane promised (AA, July 25) 
that he would spend at least a half 
million dollars for talent alone this 
year. Last year, the entire promo- 
tion cost $500,000. 


Brewery Shows TV Westerns 

A 13-week test of effectiveness 
of western films for adult audi- 
ences will begin Oct. 4 for Dia- 
mond State Brewery, Wilmington, 
Del. The films, edited to half-hour 
length by J. Robert Mendte Inc., 
Philadelphia, the company’s agen- 
cy, will be shown after 11 p.m. two 
evenings a week. 


Weiss Joins Scheer Agency 

Sidney P. Weiss, formerly sales 
promotion manager of Davega-City 
Radio, has been appointed assist- 
ant to the president of William N. 
Scheer Advertising Agency, New- 
ark. 


CONSIDER 


THE 


| COVERAGE 
WNAX vs NEWSPAPERS 


net 


YANKTON 


405,210 


WNAX cost per thousand 
7 major dailies cost per thousand................ 


* Morning & Evening combined 


— SIOUX CITY 


WNAX 


(coverage) 


WNAX weekly audience, as measured by BMB 
Study No. 2: 405,210 families — with 80% 
listening 3-7 times each week 


Total 


COMPARE 


THE 


COST 


NEWSPAPERS 


(circulation) 


Publishers’ figures major dailies published in 


Paper 


Onmone> 


199,709 


COST PER THOUSAND 


(Ya hour time charge) 
One Class D half-hour on WNAX carries a one- 
time rate of $84.00 


0.207 


When you consider the coverage and compare the cost, it's 
easy to see you just can't beat WNAX in Big Aggie Land. So, 
when you buy to sell in the world's richest agricultural area . . 
get the BEST BUY — WNAX! 


See your nearest Katz man today! 


THE MIDWEST ADDRESS OF CBS 


(full-page black and white) 
The combined page rate for the 7 major daily 
newspapers in Big Aggie Land is $2,058 


$10.30 


83,625" 


AFFILIATED WITH THE COLUMBIA BROADCASTING SYSTEM 


Brand Names Drive 
to Be Handled by 
Warwick & Legler 


New York, Sept. 18—Warwick & 
Legler will be the volunteer agen- 
cy handling the Brand Names 
Foundation’s 1952 advertising pro- 
gram, it was announced today. 

Henry E. Abt, foundation presi- 
dent, said ads in the new series 
will stress how freedom of choice 
by consumers and brand competi- 
tion stimulate product improve- 
ment; how advertising, by creating 
larger demands, makes possible 
low-cost production and better 
values; and how steady demand for 
known advertised brands means 
steady employment and _ higher 
standards of living. 

This will be the fourth consecu- 
tive year that the foundation has 
sponsored advertising designed to 
carry the story back of manufac- 
turers’ brand names to the Amer- 
ican public. As before, media will 
be invited to pool space and time. 


@ It is expected that the total val- 
ue of space and time contributed 
this year by newspapers, maga- 
zines, radio and car card advertis- 
ing industries will reach $14,000,- 
000 


Agencies which previously acted 
as volunteers in this field include 
McCann-Erickson; Needham, Louis 
& Brorby; Batten, Barton, Durstine 
& Csborn, and Lambert & Feasley. 


Sizer Named PR Director 

of Marshall Field & Co. 
Lawrence B. Sizer, Chicago divi- 

sion v.p. and sales promotion 


|manager of the retail division of 


Marshall Field & 
Co., Chicago, has 
been promoted to 


public relations 
director for the 
entire company. 


In his new ta- 
pacity Mr. Sizer 
will direct the 
advertising, sales 
promotion and 
public relations 
activities of 
both the retail 
and manufactur- 
ing divisions of Marshall Field, in- 


Lowrence Sizer 


| cluding Frederick & Nelson, Seat- 


tle; the Chicago stores, and Field- 
crest Mills. 


Young Agency Names Two 
Robert M. Ferrier, formerly an 
account executive of Stevenson & 
Scott, Vancouver, has been ap- 
pointed account executive and as- 
sistant to the manager of Robert 
B. Young Advertising Agency, San 
Francisco. Charles E. Morin, for- 
merly Pacific Coast sales mana- 
ger of Columbia Broadcasting Sys- 
tem, has been named account ex- 
ecutive and radio-TV head. 


Consolidated 


CAN SERVE YOU. From almost 
all daily and over 6000 weekly 
English language newspapers 
we “dig” out facts and informa 
tion important to you, your 
business or your profession 
quickly, thoroughly. intelligent 
ly, confidentially. at low cost 
Let us tell you how 


CONSOLIDATED ttirrinc suecuns 


43) SOUTH DE STREET. DEPT. 19 
CHICAGO S ILLiMOlS 
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For fast action, deep penetration . . . 


a 411) 


Hr Ai world of wonders in ONE GREAT PICTORE.../ 


a 
i | 
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Colorby TECHNICOLOR 
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“Motion pictures have to be sold within a short period of time to the larg: 
est possible number of people in a market. Outdoor advertising always 


gives us fast action, with wide saturation and deep penetration at low cost.” 


> Sarat “Comme 


S. BaRrRET McCormick 
Directer of Adt “ 
RKO RADIO PICTURES. INE 


9 One of a series of advertisements promoting a better under- 
standing and appreciation of Outdoor Advertising — sponsored by 
( The Standard Group 
\ 


OF OUTDOOR ADVERTISING COMPANIES 


JOHN DONNELLY & SONS * CENTRAL OUTDOOR ADVERTISING CO., INC. * THE PACKER CORPORATION 

serving one-fifth WALKER & COMPANY * UNITED ADVERTISING CORPORATION, * WHITMIER & FERRIS CO,, INC. 

rey ROCHESTER POSTER ADV. CO., INC. * RICHMOND POSTER ADV. CO. * E. A. ECKERT ADVERTISING CO. 

of the nation’s PORTER POSTER SERVICE * SLAYTON & COMPANY * THE HARRY H. PACKER CO. * BORK POSTER SERVICE 

SUNSET OUTDOOR ADVERTISING CO. + BREMERTON POSTER ADVERTISING CO. + C. E. STEVENS CO 

CONSOLVO ADVERTISING CORP. + LEHIGH ADVERTISING CO. * MARYLAND ADVERTISING CO 
AMERICAN ADV. CO. STANDARD OUTDOOR ADVERTISING, INC., 444 MADISON AVE.. NEW YORK 22 
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Matson Account All to Holst 


Matson Navigation Co. San 
Francisco travel agent, has 
awarded its entire account to 


Holst & Cumming & Meyers, San 
Francisco and Honolulu, effective 
Jan. 1. Batten, Barton, Durstine & 
Osborn currently handles the San 
Francisco side 


‘Family Circle’ Hikes Rates 

Along with increasing its guar- 
antee from 3,000,000 to 3,500,000, 
Family Circle, New York, also will 
raise its rates in March. In its 
Sept. 3 issue AA incorrectly said 
that rates would not change 


Hunter Scott Agency Moves 
Hunter Scott Advertising Agen- 

cy, Fresno, Cal. has moved to 

265 N. Van Ness Ave 


DL&W Railroad Plans Centennial Promotion 


New York, Sept. 18—The Dela- 
ware, Lackawanna & Western 
Railroad will celebrate its 100th 
anniversary next month, and is 
planning a three-month advertis- 
ing and promotion campaign to 
dramatize the railroad’s early his- 
tory and growth. 

The Lackawanna will spearhead 
the biggest ad drive in its history 
(through Joseph Katz Co.) with 
full-page ads in Life (Oct. 15), The 
Saturday Evening Post (Oct. 20) 
and Fortune (November). During 
October and November, 600- to 
1,000-line newspaper ads will run 
in 37 dailies and 43 weeklies in 
Lackawanna on-line cities. 

Supplementing these ads will be 
special one-minute centennial ra- 


dio spots, broadcast daily over 19 
stations. Railway Age will carry 
a spread and is devoting its Octo- 
ber issue to a salute to the DL&W’s 


anniversary. Traffic World and 
Trains also will carry full-page 
ads. 

@ The central theme of all ads 


used in the campaign will be the 
recounting of colorful episodes in 
the Lackawanna’s history. 

In conjunction with the anni- 
versary, “The Lackawanna Story,” 
written by Robert J. Casey and 
W. A. S. Douglas, was published 
several months ago by McGraw- 
Hill (price, $4). 

Actual centennial ceremonies 
will take place on Oct. 15, exactly 
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100 years after the opening of the 
road. They will be held in Scran- 
ton, Pa., which is named after two 
of the founders of the railroad. 


Those Pigeons Took 
53 Hours, Not Six; 
Some Are Still Lost 


New York, Sept. 18—ADVERTIS- 
ING AGE ran a story about pigeons 
last issue. But some of it was 
strictly for the birds. 

We reported, under a Chicago 
dateline, a talk by Charles E. 
White, public relations director of 
Quaker Oats Co.. a man who's 
apparently used to speed. Like, 
say, the high velocity of puffed 


Superb Glove to Austrian 
Superb Glove Co., reportedly the 
world’s largest glove manufac- 
turer, has appointed Ray Austrian 
& Associates, New York, for an 
expanded advertising program. 
Fashion magazines and newspa- 
pers are scheduled. The Albert 
Woodley Co. is the previous) 
agency. | 


Shakespeare Named S.M. rice shot from guns. 

William V. (Bill) Shakespeare, | Mr. White described a New 
All-American Notre Dame half- York-to-Chicago pigeon race—an 
back in 1936, has been appointed) , en 7 ; 
sales manager of the export divi- event that was the first flutter in 
sion in New York of Independent | # cooperative food promotion for 
Pneumatic Tool Co., Aurora, Ill. | Pancake Day, next Feb. 26. Quak- 


How to cut a fine figure 


Take a station like WGBL in a market like Seranton- Wilkes-Barre and you're well on 


in Seranton—Wilkes-Barre 


your way to plotting avery pretty sales curve. 


The latest Scranton Hooper ratings reveal that WGBI has 61.1% % of the audience in 
the morning, 53.6°% in the afternoon, and a sensational 71.6% in the evening. What’s more, 


WGBLI leads all CBS stations with a whopping 71.6°0 of the listening audience in the 


heavily-tuned-to evenings! 


All this happens in Seranton, which is in the 21st market comprising 674,000 people 


with money to spend on WGBI-advertised products. Time costs are surprisingly low, as 


your John Blair man will show you. Call him today! 


(Figures from Scranton Hooper Radio Audience Index: March-April 1951) 


WGBI 


Mrs. M. E. Megargee. President 


CBS Affiliate 


910 KC 


George D. Coleman, General Manager 


1000 Watts Day 


a i. 
WYP 
aN 


jer Oats pioneered the promotion. 
| It seems that AA said Mr. White 
said the winning pigeon made the 
800-mile flight in the astonishing 
time of 6 hours and 24 minutes. 


e AA no sooner reached Madison 
Ave.’s aeries last week when ad- 
men who fancy pigeons called the 
New York office to demand a 
saliva test—for the pigeon, that is. 

“What kind ofa pigeon wasit any- 
how?” one squawked. “Mustofhad- 
jetenginesinhistail.” 
| The girl at the AA end was pla- 
cating. 

“Just what's 
cooed 

The ruffled pigeoneer got a grip 
on himself, and spaced his words 
out, as if explaining to someone 
who didn't know a pigeon from a 
platypus 

“Well,” he said, “your—pigeons 

fly—at—t he—rat e—of—one— 
hundred—a n d—thirty—miles—an 
—hour! Ain't a pigeon living can 
do more than 50 or 60!” 


the trouble?” she 


ie ow 
@ Pigeons not being her particular 
pie, our girl promised to check 
with the pancake people. 

That she did, and AA is now in 
a position to report direct from 
the coop. The winning pigeon made 
the N. Y.-to-Chicago hop in 52 
hours and 56 minutes. The also- 
flews haven't showed up in Chi- 
cago vet 

Which only goes to prove that 
some pigeons have more sense 
than other pigeons. 


Named Lowe Art Director 


Sydney Weiss, packaged prod- 


ucts artist, has been appointed art | 
director of the Joe Lowe Corp., : 


New York manufacturer of Pop- 
sicle products. 


LaSalle Elects Stirling V. P. 

Thomas L. Stirling, formerly as- 
sistant manager of western sales 
in Chicago of Oxford Miami Paper 
Co., has joined LaSalle Paper Co., 
Chicago, as v. p. in charge of the 
book paper department. 


Markler's to Lane Agency 

Markler’s, New York retail and 
mail order shoe concern, has ap- 
pointed Lane Advertising Agency, 
New York, to handle its newspaper 
and magazine advertising. 


Elna to McCann-Erickson 

Cia. de Maquinas Elna do Brasil 
has appointed McCann-Erickson, 
Rio de Janeiro, to handle the 
Brazilian advertising for the Swiss 
sewing machine, Elna. Magazine 
advertising is scheduled. 


Ross Llewellyn Inc. Moves 

Ross Llewellyn Inc., Chicago 
agency, has moved to larger quar- 
ters in the Builders’ Bldg., 228 N. 
LaSalle St 


Now Called ‘Montreal Star’ 


The Montreal Daily Star has 
shortened its name to the Montreal 
Star. 


500 Watts Night Marsh Photographers Move 


Marsh Photographers, Cincin- 


JOHN BLAIR & COMPANY + NATIONAL REPRESENTATIVES 


nati, has moved to larger studios 
at 12 E. Ninth St. 
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Ad Assn. of West 
Urges Clubs to Aid 
Ad Council Work 


San Francisco, Sept. 18—The 
weakest link in the work of the 
Advertising Council is at the local 
level, and advertising clubs can 
and should help tremendously 
‘ere, the Advertising Assn. of the 
West has bulletined its member 
clubs. 


“At the national level, through © 


magazines, network programs, car 
cards and nationally planned post- 
ers, the work has been most suc- 
cessful,” the bulletin says. “But in 
cities and towns, where newspaper 
advertising, local radio programs, 
posters and other promotions could 
be most helpful, campaigns have 
often fallen down. 

“The Advertising Assn. of the 
West believes that the approach 
to this problem is through the 
local advertising clubs, who know 
how to do things in their individual 
communities. Many of our adver- 
tising clubs have done extraordin- 
arily good work on a number of 
campaigns. Some have done excel- 
lent work on a few, and some have 
not made this a part of their pro- 
gram... 


e “It is fully recognized that ad- 
vertising clubs have many projects 
of their own and in some cases too 
few members to carry them on. 
Yet it is also our belief that you 
will agree that the council cam- 
paigns deserve attention and con- 
sideration for their values to each 
community and to our nation. 

“Nearly every club has a public 
activities committee. It is recom- 
mended that the name of this com- 
mittee be changed to Public Activ- 
ities and Advertising Council 
Committee, and that someone on 
such committee undertake to make 
the best possible use of the mate- 
rial and information that comes 
from the council. In every club 
there is undoubtedly someone who 
is vitally interested in matters 
covered in council campaigns. For- 
tunately, material in the way of 
newspaper mats, radio skits and 
other such is available. 

“Our country is at a point in 
history right now where we can- 
not afford to ignore the impor- 
tance of such campaigns as the 
council is making available to us. 
We therefore would like to urge 
hat your club give special con- 
sideration to this matter and desig- 
nate certain members whose re- 
sponsibility will be to further the 
use of material which the council | 
vrovides. . . 

“To further stimulate interest, 
the Advertising Council is offering 
a trophy to the advertising club 
in our area that does the best job | 
of promoting the council's cam-| 
vaigns. It will be awarded for the| 
first time at the Seattle conven- | 
tion.” 


| 
| 


Issues Largest Ratio Study 

The largest number of printers | 
ever to participate in the ratio 
study prepared annually by Print- 
ing Industry of America will be 
represented in the 1950 study to 
»e published in time for distribu- | 
tion at the annual PIA conven-) 
tion, Oct. 24-27, at the Hotel Stat- 
ler, Boston. PIA has announced 
that printers in 150 cities in 37) 
states, with an aggregate sales 
volume of $348,896,754, have co- 
operated in the forthcoming study. 
Lithographers as well as letter- 
press printers are represented. 


Kolseth to Devoe & Raynolds 


J. Harold Kolseth, for the past 
20 years a sales executive with At- 
las Supply Co., Newark, has been 
named v. p. in charge of all trade 
sales divisions of Devoe & Raynolds 
Co., New York. He will coordinate 
marketing and merchandising pro- 
grams for all divisions—Devoe, 
Peaslee-Gaulbert, Wadsworth- 
Howland, Truscon and Bishop- 
Conklin. | 
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Blair Promotes Simmons 

David N. Simmons, an account 
executive with John Blair & Co., 
New York, radio station repre- 
sentative, since 1947, has been ap- 
pointed v. p. His principal assign- 
ment will be to contact advertis- 
ers, although he will continue to 
service some agencies. 


United Air Lines Shifts 2 


Robert M. Ruddick, San Fran- 
cisco public relations manager for 


moted to Washington PR chief, 
replacing Malcolm Smith, who is 
on medical leave. W. R. Thigpen, 
Seattle PR manager, has been 
shifted to San Francisco 


Huntley Gets Sponsor 


The M.J.B. Co., Hollywood, 
will present Chet Huntley in a 
15-minute newscast three nichts 
a week over the ABC Pacific Net- 
work starting Sept. 24. Batten, 
Barton, Durstine & Osborn is the 


United Air Lines, has been pro-' agency. 
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Specialists in SILK SCREEN PRINTING 


_ 


O24 


INCORPORATED 


BOX 2017 TULSA, OKLAHOMA 


sunt 


covering Nebraska and 


Western lowa...a market 


of 1% million people 


with 2 billion dollars 


to spend 


Sunday Supplement Distribution in Nebraska-Western lowa 
World-Herald Magazine 58% 
National Sunday Supplement “A” 7% 
National Sunday Supplement “B” 3% 
National Sunday Supplement “C” 1% 


Printed Letter Press . . . 4 Color Reproduction Available 


Omaha World-Herald 


O'MARA & ORMSBEE, National Representatives 
New York, Chicago, Detroit, Los Angeles, San Francisco 


249,627 Daily — 254,966 Sunday 


(Publisher's Statement for March 31, 1951) 
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‘Here, you see,” said the Red Queen, 


HEN Charles Dodgson wrote his classic he probably 
was not thinking of advertising, or of selling. He 
was simply telling a happy child a continuing story. 

But this eminent professor of mathematics certainly 
understood the laws of calculated probability. He would 
have told you, for example, that continuity is a funda- 
mental premise of achievement. 


If vou want to live to be a hundred, woo a girl or make 


it takes all the running you can do 
‘to keep in the same place.” 


Lewis Carroll 


a million, continuity counts. And continuity even counts 
sometimes when all you want to do, like the Red Queen 
is to stay in the same place! 

In this day of increased earnings and lower profits, of 
bigger taxes and smaller returns, staying in the same 
place —keeping the markets you have already won— 
often takes a lot of doing. And getting ahead seems even 


tougher. 
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¥ Realizing that continuity is a key to the problem, Good advertisers maintain their markets, and advance their 
Housekeeping has developed a continuity plan to help sales, This is how the plan works: 


Recognizing that readership in the non-continuity months of Jan- 


uary, February, July and August varies as little as 1% from other 


es a 


months—and that many advertisers interrupt their continuity by 
staying out of those issues, Good Housekeeping now offers a 744% 
discount for those months in the firm belief that continuous adver- 
: tising will help our advertisers maintain aggressive selling through- 


out the year. 


Thus, if advertisers will help us level out our manufacturing costs 
by maintaining their advertising in those months, we can pass along 
the benefits—helping to sell more by calling more on our nearly 
q 10,000,000 customers and prospects, This will mean that your sales 


story can reach these customers /2 times a year, instead of 8 or 4! 


The advertiser wise enough to adopt this plan of repeti- That advertiser, unlike the Red Queen, never will have 
ql tion in Selling to women—always the majority of his cus- to worry about running to stay in the same place. 
tomers and usually the majority of his stockholders —will He, doing a double-duty selling job with double-duty 
lid oi smmte fate a a — > his are . , 
begin to dominate his market, will secure his place dollars, is going places. 
im against his competition. 
na . _ 
WOMEN 
¢ - ++ influence 85% of all purchases of consumer goods 


+..are beneficiaries of 80% of all life insurance 


+++ inherit 70% of the estates left by men 
= ; ++. own 669 of all privately owned government bonds 
, ++. own 50% of all privately owned stock in corporations 
- ++ hold 65% of the accounts in mutual savings banks 
, Women buy . . . when you buy, buy women! : 
oo Fvuarobived by > 
Good Housekeeping 
* 
S248 aoveensin OY 
: 
We give this seal to no one— 


the product that has it, earns it! 


The Homemakers’ Bureau of Standards + 8th Avenue at 57th Street, New York 
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1951 TV Set Production Will Be 5,300,000, 
Television Shares Management Co. Says 


Curcaco, Sept. 18—TV set pro- 
duction for all of 1951 is estimated 
at 5,300,000 units as against a vol- 
ime of 7,500,000 units in 1950, ac- 
ording to the annual industry 
survey released today by Televi- 
sion Shares Management Co., in- 
vestment adviser of Television- 
Electronics Fund, 

The top ten manufacturers and 


the estimates for 1950 and 1951 

are as follows: 
TOP TEN TV PRODUCERS 

1951 1950 

(Revised) 

RCA TOO Oe 950,000 

Admiral 625,000 75,000 

Phiicoe 625,000 875,000 

Emerson 100,000 558,000 

General Electric 10 0 425,000 

Motorola 100,000 660,000 

Zenith 40) OO 450,000 

DuMont 130,000 240,000 

Crosley 106,000 140,000 

Mallicrafters 100,000 172,000 

3,780,000 5,337,000. 

All Others 1,520,000 2,163,000 

Total Industry 5,300,000 7,500,000 


e Television Shares Management 
Co. forecasts a far more favorable 
demand than recent sales would 
indicate, Relaxation of credit con- 
trols, lower set prices, high and 
rising consumer income and the 
opening of the coast-to-coast net- 
work, the company cites as con- 
tributing factors to a favorable 
outlook for the remainder of the 
ear 
Television Shares Management 
slieves that the heavy inventory 
@ccumulation may be a fortunate 
factor, from the consumer's view- 
yint, because of the tight situa- 
c., developing in certain mate- 
fials. Dealers are likely to be faced 
ith set shortages rather than the 
oblem of disposing of inventory. 
arly next year many items such 
@ copper, nickel, aluminum and 
balt will probabiy be far more 
{ficult to secure. Set production 
expected to suffer. So far as 
e manufacturers are concerned, 
offsetting factor will be that, 
civilian production begins to 
fi off, production of military 
uipment will in many cases have 
—, to rise rapidly 


@ Present planning indicates peak 
Military production will have been 
Passed late in 1952 and critical 
Materials may then become more 
r@adily available for civilian pro- 
duction, the report says. Lifting 
of the freeze will allow construc- 


ADVER- TIES, 


(TRADE MARK) 


THE “TIES THAT FOCUS 
PRODUCT ATTENTION 


Fine products rate “top” pub- 
y ADVER-TIES” 
> proved to be OUT. 

STANDING Good Will 

Builders They're “Smart” 

and Individual, offering a 

New “Stream-lined” way to 

tell your “Best” advertising 

message in a refined and 
subtle manner . ~ 

VER-TIES” lend striking 

appeal at conventions, for 

preduct promotion, sales 

Meetings. anniversaries, 

merchandise shows, new 

Products, salesmen identi- 

Neation, ete Can have 

Customized labels 


MADE SPECIAL 


TO ORDER 
“ADVER-TIES” are 
NOT “stoek ties”, but 


made to individual re- 
quirements, specially 
‘| designed with ilustra- 
tion of product, trade 


Produced under exclu- 
sive patent, made of 
extra high quality 
material and 


sign or fancy pattern 
Ties packaged individu- 
ally 


American Neckwear Mfg. Co. 


320 5. Franklin, Dept. AA Ph. WE beter 9.7592 
CHICAGO 6, ILLINOIS 


tion of new television stations, add- 
ing untapped markets and new de- 
mand. 

The company points out that 
telecasting now consists of only 
107 stations operating in 63 mar- 
kets, of which 52, including the 
West Coast markets, have a net- 
work connection, Within the fore- 
seeable future, the estimate is for 


more than 1,000 telecasting stations 
with gross revenues of $1 billion. 
The TV broadcasting industry in 
1950 had gross revenues of slightly 
under $106,000,000. 


‘Charlotte News’ Shifts 2 


Herb A. Rouser, formerly fea- 
ture and special promotion man- 
ager of the News, Charlotte, N. 
C., has been appointed classified 
advertising manager, replacing 
Warren A. Holloway, who has 
been promoted to national adver- 
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tising manager. Edward Cook, at 
one time national advertising 
manager of the Washington Times- 
Herald, has been appointed assist- 
ant classified advertising manager. 


Sets Vermouth Campaign 
Vermouth Industries of Amer- 
ica, New York, has budgeted its 
largest fall campaign for Tribuno 
vermouth. Newspapers, Sunday 
and consumer magazines and 


trade publications will be used.) 


Cowan & Dengler, New York, is 
the agency. 


Hatch Named PR Director 

A. S. Hatch, formerly with Pax- 
son Advertising, Benton Harbor, 
Mich., has been named director of 
public relations of Whirlpool 
Corp., St. Joseph, Mich., home 
laundry equipment manufacturer. 


Hoftman & York Elects V. P.s 

Jack W. Bjorkholm has been 
elected v. p. in charge of produc- 
tion of Hoffman & York, Mil- 
waukee agency, and W. Scott Fitz 
Jr., an account executive, also has 
been elected a Vv. p. 


South’s Greatest Salesman 
Leads ’Em Right to Your Dealers § 


HE DRAWS THE CROWDS 


WWL leads listeners in by 


droves 


to CBS, ‘The Stars’ 


Address” —attracts ’em with local shows 
featuring the folks and flavor Southern- 
ers love. WWL has New Orleans’ finest 


facilities for local news and events, pub- 


lic service programs, exciting on-the- 


scene broadcasts. 
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Seattle’s New Aircraft Workers’ Grocery 
Sells Brand Name Items at Wholesale Only 


SEATTLE, Sept. 18—A new type 
of retail store, handling only 
canned goods by the case and of- 
fering customers savings up to 20% 
on well known brands of mer- 
chandise, today completed its first 
full week. 

The store is Aircraft Workers 
Bazaar. It is located opposite Boe- 
ing’s main Seattle plant to tap the 


biggest concentrated market in the 
Pacific Northwest. Boeing’s two 
Seattle plants employ 20,000; a 
third plant at nearby Renton has 
8,000 workers. 

“We can get it for you whole- 
sale!” the store proclaimed in one 
of the initial advertisements to 
Boeing workers. Featured in the 
opening announcements were 


Hunt’s fruits and vegetables, Den- 
nison meats and baked beans, 
Sunny Jim jellies and preserves, 
Heinz soups and baby foods, White 
House coffee and peanuts, and 
Kingan meats and pork products. 


@ On the opening day, United Air-| 


lines stewardesses handed out or- 
chids to women. As another mag- 
net for business, the store cashes 
paychecks free, and its promotion 
makes much of this point. There 
are no banks in the vicinity of the 


Boeing plant. 

The store layout is simple. In 
the center of the newly constructed 
store building is the free check- 
cashing booth, with four windows. 
At either end are identical sales 
islands. In the midst of each island 
canned goods are stacked in cases 
higher than a man’s head. A con- 
veyor line runs around the island. 
Male clerks (Boeing employes 
off-shift) load case goods on the 
conveyor as the customer makes 
the rounds. At the end of the line 


HIS DISPLAYS BLAZE 
THE TRAIL TO PRODUCTS 


WWL’s dominant promotion 
keeps selling listeners all the 


time—through every medium—every- 
where. He flags em down on the streets, 
in the home, at the store with colorful 
24-sheets, streetcar and bus dash signs, 
big newspaper ads, store displays. And to 
spark dealer cooperation, WWL makes 
personal calls on jobbers and key retailers 


WWL Wins Biggest 
Share of Audience 


Latest Hooper shows WWL with liberal 
lead in share of audience both day and 
night. WWL leads in coverage, too, with 
a great multi-state audience embracing 
the rich Deep-South market. 


50,000 WATTS * 


ondertful 


Wh icertal 


CLEAR CHANNEL °* 


South’s Greatest Salesman 


WWL 


ORLEANS 


CBS AFFILIATE 


DEPARTMENT OF LOYOLA UNIVERSITY © REPRESENTED NATIONALLY BY THE KATZ AGENCY 
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is the checkout counter. The con- 
veyor line then extends right 
through the back wall‘of the build- 
ing to the Bazaar’s parking lot. 

Prices are by the case. For those 
wanting a half-case, a 10¢ penalty 
is added, 


® The Bazaar is a new corporation 
headed by J. P. Schiller, v.p. of the 
food brokerage firm, Allan Chap- 
man & Co., with offices at Seattle 
and Anchorage, Alaska. Allan 
Chapman, head of the brokerage 
firm, is v.p. of the Bazaar. One of 
| the objects of the new outlet, Mr. 
| Schiller said, is to tap the big mar- 
ket of industrial plants on behalf 
|of food products for which the 
Chapman company is broker. In 
| the case of Hunt's products, the 
Chapman company will obtain cus- 
tomary quantity discounts. 

Mr. Schiller reported that a total 
of 10 bazaars is contemplated out- 
side major aircraft plants in Cali- 
fornia, Fort Worth, Wichita, Balti- 
more and other cities 


The COURIER-EXPRESS 


SELLS 


WESTERN NEW YORK 


Because WESTERN N. ¥. 
IS SOLD ON THE 
COURIER-EXPRESS 

: 


ONE REASON is that in 


dition to outsianding ne 
coverage, this fine pap 
carries a choice selection 
nationally known featu 
writers and leading comics. 


OUTSTANDING WRITER 


o- 4a 


| Drew Pearson Josephine Low 
Walter Lippman Bugs Boer 
Ed Sulliven Robert C. Ruark 
Joseph and Eleanor Roosev 
Stewart Alsop Hedda Hopper 
Henry McLemore Alice Hughes 
THE PROOF is found 


the fact that the circulation of 
the Sunday Courier-Express* 
is the largest in the eight 
Western New York counties 
which constitute the Buffalo 
market...and that the morning 
Courier-Express is widely rec- 
ognized as the best key to sales 
to those families with the 
most money to spend. 

* 290,348 ABC Audit, 9/30/50 


COLOR 


for Greater Selling Power 


Full color (two, three or four) 
available weekdays .. . black 
plus one color, Sundays. 


| 
BUFFALO \ 


COURIER = 
EXPRESS 


Western New York's Only Merning 
end Sundey Newspeper 


REPRESENTATIVES 


SCOLARO, MEEKER & SCOTT 


It Results Because It : 
Gets Read Thorough! y 
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What happens when 
§ ) (0d hits Houston? 


, A “s 
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SKYSCRAPING BUSINESS BUILDINGS REFLECT HOUSTON’S RAPID RISE TO SOUTH’S LARGEST INDUSTRIAL CENTER. OIL, COTTON, STEEL 


South's largest city, Houston is as noted for its energetic, enter- 


prising citizens as for its diversified, ever-expanding industries. 
About 3 out of every 5 people who live in Houston are readers of 
LIFE*—they form the largest audience of any magazine in the city. 
These people read LIFE as they read no other magazine—for only 
LIFE brings such graphic picture-and-word reporting of all events. 


So, it’s only natural that LIFE’s impact on the people of Houston 


should be as personal . . . and that LIFE’s influence on the life of 


ITS IMPACT IS OFTEN PERSONAL... 


Golfer Jim Demaret’s colorful golfing attire was 
shown in LIFE. Demaret “got hundreds of letters 
from fans. Retailers across the nation praised 


article’s tremendous effect on sportswear business.” 


rials and large circulation make it an agen- 


cy of great influence on our generation.” 


td, d d 2 

Writer Hubert Mewhinnev of The Houston 
Post was in LIFE, “got hundreds of letters 
from all over the world.” LIFE’s Interna- 
tional Edition has three million readers. 


Financier Jesse H. Jones, builder of many 
Houston skyscrapers: “LIFE’s terse edito- 


seemed to know me. I gota lot of new eus- 


tomers. LIFE sure does things for you.” 


Philanthropist Hugh Roy Cullen,endower 
of Texas universities: “LIFE has increased 
industry and capital in Houston, and also 
attracted many important visitors here.” 


Newsboy Charles Bondi, famed for fog- 
horn voice: “After | was in LIFE evervone 


Entrepreneur Glenn H. McCarthy, owner of 
Shamrock Hotel: “Although I am not alwavs in 
agreement with LIFE as to policy, it is necessary 


to admit its influence on the American scene.” 
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AND CEMENT INDUSTRIES PREDOMINATE. IN HOUSTON, AS IN CITY AFTER CITY, LIFE HAS MORE READERS THAN ANY OTHER MAGAZINE 


Houston should be as profound . . . as the examples below show. 
On city after city in America, LIFE’s impact differs only as these 
cities do from one another. For with half the nation reading LIFE*, 
it has become part of the commerce and culture, the enlightenment 
and entertainment of Americans everywhere. 
With these facts in mind, advertisers invest more dollars-for-sell- 
ing in LIFE than in any other magazine, more than for time on any 


radio or television network. 


% From A Study of the Accumulative Audience of LIFE by Alfred Polit: 
Research, Inc. This study measures the number of people over 
age 10 who read a single issue of LIFE (23,950,000) and reveals 
how this audience accumulates — as occasional readers are added to 
regular readers —to a total of 62,600,000 different people, in thirteen 
issues, 


ITS INFLUENCE IS OFTEN PROFOUND... 


° as Pe, I eg te oe ae 


Viewing Remington painting is young visi- 
tor to Houston’s Museum of Fine Arts. After 
LIFE showed painting, Curator Ruth Uhler 
reported ‘a tremendous rise in attendance.” 


Speaking of LIFE’s influence on culture, 
Oveta Culp Hobby, Exec. V. P. of The Houston 
Post, says: “LIFE extends frontiers of informa- 
tion in art, science, medicine and education.” 


Showing fashions at Sakowitz Bros. is attractive Houston model (shown with Bernard 
Sakowitz). Say Vice-presidents of store. Simon and Bernard Sakowitz: “We feel the impact of 
LIFE on Houston in our customers’ requests for the fashions and fads reported in its pages.” 
31,550,000 females are LIFE readers; 17 million of them are between 20 and 45 years old.* 


Swarming into Foley's Federated Dept. Store are some of the 594,321 people living in 
Houston (61% are LIFE readers). Says first Vice-president Maurice Lazarus: “LIFE’s influence 
on America’s buying habits, especially on ‘Mrs. Housewife’s,” is reflected in our daily sales.” 
Important to retailers: 2 out of 3 Americans in middle and upper economic groups read LIFE.* 


{ 

‘ | 

4 

Charting Texas oil fields is Humble Oil & 
Refining Pres.. Hines Baker: “LIFE’s stories 
on U.S. industries set new standards for aceu- 
racy. 70° of business executives read LIFE.* 


Inspecting rice processing is Pres. Gordon 
Harwell of Converted Rice Co.: "We chose 
LIFE as our Ist national sales medium because 


it seems to reach nearly all our prospects.” 
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1,011,687 


leaders are 
readers of 


“The Y) eg 


To more than one million mature men, The Elks is 
more than just another magazine to be read for enter- 
tainment alone. True, The Elks carries much editorial 
content of general interest to men .. . but in addition, 
it devotes many pages to the nationwide activities of 
Elks lodges in 1580 key trading areas. The 1,011,687 
substantial men who read and own The Elks Magazine 
take pride in its editorial content and give preference 
to products advertised in its pages. 


FCC Won't Review 


WBAL License Case 


WAsHINGTON, Sept. 18—The Fed- 
eral Communications Commission 
has refused to reconsider its de- 
cision renewing the license of 
WBAL, Baltimore. 

The frequency used by the sta- 
tion, owned by Hearst Radio, had 
been sought by Public Service 
Radio Corp., a new company dom- 
inated by newsmen Drew Pearson 
and Robert S. Allen. The case was 
an outgrowth of FCC’s “Blue 
Book,” which listed WBAL as an 
example of an over-commercial- 
ized station. 

In turning down the Pearson- 
Allen application, FCC said WBAL 
has improved vastly. Chairman 
Wayne Coy and Commissioner Ed- 
ward Webster dissented. 

Public Service Radio asked re- 
consideration on grounds that 
WBAL is newspaper-owned. In last 
week’s decision, FCC said newspa- 
per ownership is only one factor. 

“In one case, ownership of other 
facilities of mass communication 


may tip the balance against an 
applicant, in another it may not 
prevail against other important 
considerations,” the majority said. 


|Poulos Appointed Editor 


John G. Poulos, managing editor 
of the druggist editions of Chain 
Store Age, has been appointed 
editor, to succeed the late Frank 


|E. Landau. Mr. Poulos has been 
with the publication since 1944. 


— | Weed Adds Two Stations 


bo B.: 


ma York « Chicago - Los Angeles + Detroit + Seattle: 


| | been 


Santa 


Weed & Co., New York, has 
appointed to represent 
KGGM, Albuquerque, and KVSF, 
Fe. A. R. Hebenstreit is 
' president of both radio stations. 


as one its best : 


ri 


the United States today! 


Hector Lazo, public relations counsel for Sunshine Biscuits Inc., 
has been appointed adjunct professor of marketing in the New York 
University Graduate School of Business Administration. . .“City 
Fishing for Chicago Kids” is the title of a story in the October issue 
of The Fisherman, written by Charles Puffer, v.p. of Casler, Hemp- 
stead & Hanford. It’s about the program of stocking park lagoons 
to encourage fishing among the city’s youngsters. . . 

William M. Savitt, president of WCCC, Hartford, heads the radio 
and TV committee for his city’s celebration of Fire Prevention 
Week next month...There’s a new arrival in the family of Curtis 
LeWald, copy chief of August Dorr Advertising, Miami. His name 
is Barrett Crain LeWald; his birthday, Sept. 3. 

J. M. Mathes’ radio time buyer, Edna Cathcart, won the daily 
double among a group of New York ad people on WPTR’s weekly 
“A Day at the Races” at Saratoga Aug. 23. In the group that day 
were Dan Kane of Ellington; Betty Powell of Geyer, Newell & 
Ganger; John Marrow, Badger & Browning & Hersey; Betty Nasse 
of Dowd, Redfield & Johnstone; Ruth Jones, Benton & Bowles; 
and Fred Stoutland, BBDO... 


FISH STORY—Ed Von Tress, manager of Holiday (second from left); Phil Nutting, 
Boston representative; and Carl Biemiller, associate editor of the same magazine, 
show their cotch after a fishing trip in New Hampshire in connection with Holiday's 
New H hire issue (September). On the extreme left is Horry Perkins, “Mayor 

of Fisherville,”” a famous New Hampshire fishing guide. 


Ray Peterson, for the past 14 years ad manager of Stokely-Van 
Camp, Indianapolis, now has a business of his own—Ray Peterson 
Co., food brokerage, in Denver. Before joining Stokely he was an 
account exec at Erwin, Wasey in Chicago, and was previously with 
Minnesota Valley Canning Co. He'll handle the Stokely-Van Camp 
line in Colorado and Wyoming... 

Hugh M. Feltis, Seattle TV consultant (former president of BMB 
in New York), has been named chairman of the 1952 convention 
of the Advertising Assn. of the West, scheduled for Seattle next 
June... Casilda Atkinson Wyman, coordinator of research for 
Farm Journal and Pathfinder, Philadelphia, received a brief note 
from her husband, Carl O. Wyman, with the Marines in Korea, 
announcing his promotion to lieutenant colonel. . . 

L. F. McCarthy, head of L. F. McCarthy & Co., Cincinnati agency, 
and Mrs. McCarthy returned on the Queen Mary after a seven-week 
holiday in Europe. They visited England, France, Belgium, Germany, 
Switzerland and Italy. . . 

Copywriter Arthur Frederic Otis of Roche, Williams & Cleary, 
Chicago, who writes poetry in his spare time, went to town in Sep- 
tember magazines. One poem appeared in Country Gentleman; one 
in the Sept. 8 SEP; and three in Better Homes & Gardens. A volume 
of his poems will be published this fall, including several that ap- 
peared in AA a couple of years ago... 

Dorothy Wiswall Carlin, sixth youngster in the family of Tobin 
C. Carlin, v. p. of A. L. Perkins & Co., Indianapolis agency, arrived 
Aug. 12 at Methodist Hospital ...There’s double excitement at the 
home of Robert David of R. I. David & Co., Chicago. Twins, Donald 
and Martin, arrived Sept. 5. . . 

Leith Abbott, Pacific Northwest representative of Foote, Cone & 
Belding, has taken the chairmanship of the Portland Civic Theater’s 
membership campaign ... Handling public relations for the Seattle 
and King County Community Chest campaign is Trevor H. Evans, 
v. p., Pacific National Advertising Agency. . . 

After nearly two years of serious illness, Bob Hirschhorn is back 
in advertising as ad director of the newly reorganized Ribbonwriter 
Corp., Dania, Fla. Bob is the former president of Advertising Asso- 
ciates, Miami. . . 

Carleton B. Beckwith, ad manager of the New Departure division 
of General Motors, celebrated his 40th anniversary with GM on 
Sept. 23. He has been ad manager of New Departure since 1930... 
William S. Hedges, v.p. of National Broadcasting Co., has been 
named vice-chairman of the business and professional division of 
the YMCA Centennial campaign, which will be conducted this fall 
to raise money for the construction of new buildings and remodel- 
ing of present ones.. . 

Sidney Garfield, president of Sidney Garfield & Associates, San 
Francisco, won a cup for the best contribution to the recent Na- 
tional Advertising Agency Network convention in Highland Park, 
Ill. The speech that got the trophy was titled “Do We Have to Die 
at 57?”—and Mr. Garfield offered 13 suggestions that the admen 
found impressive. . 

BBDO prexy Ben Duffy has been appointed honorary deputy 
commissioner of commerce of the city of New York by Mayor Im- 
pellitteri. Mr. Duffy, who will serve as p.r. and advertising consult- 
ant to the local department of commerce, is the seventh person in 
the history of the city to be so chosen. . 
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t _ METROPOLITAN ARERS 
# VS. RURAL KANSAS-MISSOUR 


1. New Vork-N. E. New Jersey cece ees 

tance ew aaee ae aaasal Sia ns awcnngneiasscecbbdebeauthbe ves tentereenin 6,487,157,000 
3. Paitedclohie Se sh nn nds Sapien ¥ sos se beeeninens acensanienes 

RURAL KANSAS-MISSOURI RANKS RRR RIRURR eas aRBBRRRNEE A eananzoee 
I, oo en cgbawscsdennese sessathngees 

Ee nn. cc cuchabecess 0 seeueusdhanessdnaveeeneaes 2,473,932,000 

© | ~t Pitter 2106.25.00 

eee Ly Cleveland “mi ee HA AC SAAN ht Ai RTT: ini 

IN TOTAL RETAIL SALES a oa tanadaeeaiieaaal 1,631,634,000 


© Sas Cesk. 6. Clow Seoeny RAINE HARES | SLI Se a ty-4 ee 
RURAL KANSAS-MISSOURI RANKS 2 Les Ageia aa Seer cats ck an aes ae “"" Yynane.p00 5 
4. Philadelphia... ORR A Sah saticiicecihodel _.. YORA95.000 5 
TH lc ace wake Jovuihvekecedieewelen _..  6@A,135,000 baer: 
&, Sam Oremaiece Gatland .................0..csccsccccsscnccees 656,575,000 
10 T. Bete oven eessevnrecesecsces ceseeeennsennennnsenesen 654,010,000 
—— 2 Cleveland | CSG RL = <i eich aa Reade cance . 
IN FOOD SALES a... San, ae _ 
IE cs<ssnnsisscunsenchioesicecesessiioeaneancmest 377,204,000 . 
eS Ee -- -<Sea EMA: EERE ERIE , 
1. Mow Vert. E. New Jersey 0.00000... cccccccceceseceeees $ k . 
RURAL KANSAS-MISSOURI RANKS eae emer gee & 
@ Dew once eee eecc esc ecetiecteenieeetenee ee: MaaAtT ane ) 
TH & Piiledeiphie Ore sesteeeestensasesess } j 
j 5 ove Konses-Missouri pinnae ph enanhisunes 309.757 008 a4 
if Reston aeRO CG ROSOA SS. petisthc oe be? 
IN AUTOMOTIVE SALES os EE serssnossivhssosnnesin Sevesensnongurebatesenanss 263,724,000 : 
- * 
rR A 333,767,000 
RURAL KANSAS-MISSOURI RANKS —y ~ tana eat 
3. Les Angeles 
as acbolinbinensa cUcakaehbaabeceuassamsiae: Ga 
ND Rover oncassnsccesss LIAN WANS TR 200.468 000 
6. Philladetphl ene In oe .. 
RA AEE ta scencnieagats sausee eed xe 14 0 | 
IN BLDG.-MAT.-HDWE. SALES a Na ME es am ed some 77 a20.000 . 
Re a apna ease st aH 82,031,000 a 
4th in Filling Station Soles quam By. 
York-N. E. New Jersey . $ 390,549,000 


RURAL KANSAS-MISSOURI RANKS ae aie ssoserennesores ee 


41H —————— 3 


IN FILLING STATION SALES  SReereoree ; 


© These cities have been excluded in 
the computing of rural Kansas-Missouri: 


Kansas Kansas Missouri 


Kansas City Lawrence Cape Girardeau 
Topeka Pittsburg St. Charles 
Liberal Winfield Moberly 
Wichita Arkansas City Rolla 
Salina Concordia Sedalia 
Russell El Dorado Maryville 
Manhattan Fort Scott Hannibal 
Hatchinson Great Bend 
Pratt Atchison Joplin 
etn ville = St. Joseph ; me 
Coffey ¥ x 
Independence Missouri Carthage miyS 
McPherson Nevada I 
Leavenworth Sikeston Kansas City 
Parsons Marshall North Kansas City 
St. Louis ingfield 
Junction City Webster Grove inton 
Hays Overland Trenton 
Ottawa Cay Clayton ——— City 
Dodge Maplewood ennett 
Garden City University City Kirksville = 
Emporia Poplar Bluff Mexico 
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THE TREND 
| EVERYWOMAN'S 


Why. 


Everywoman’s has a unique advertising story to offer in the October issue. 
151 advertisers have an investment of almost 300,000 dollars in this issue. 


. 


1,500,000 copies of Everywoman’s, distributed through 45 of the fastest growing 
chains in the United States, Canada and the Hawaiian Islands, accounts for 
an amazing gain of 50% in a nine-month period. 


3,000 retail stores doing a yearly volume of approximately 2,000,000,000 
dollars have a tremendous potential for advertisers. These store customers 
are week-after-week buyers; they are presold because they are constantly 
exposed to national brands thru Everywoman's Magazine. 


Everywoman’s can also offer an advertiser whose budget is slim, or whose 
business is small, a sectional coverage in areas where the largest volume is 
done. (Ask for rate card 3S) 


Everywoman’s editorial staff offers the “tops” in the point-of-sales magazine 
field. Helen Greenwood, the editor, Mary Brooks Picken, Prudence Dorn, 
Phyllis Bosaits and J. Walter Flynn, the art director, are all names well known 
in the publishing field. 


Everywoman's is a big package of information for five cents, slanted directly to 


x KK KKK 


“you, the homemaker” and tailored — especially to help in her problems from day 
4 to day. Each month Everywoman's presents a star designer and an original design 
from his collection (complete with details of “how to make it yourself”). 
» Each month Everywoman’s photographs a room in a private hpme and tells the 
f homemaker exactly how to adapt it for her own use, economically. There are 
recipes galore and a special Community Cookbook feature, each month, 
highlighting tasty foods developed in different sections of the country. 
BELOW ARE LISTED THE STORES DISTRIBUTING EVERYWOMAN’S MAGAZINE 
masenecned ae See i ee oo ay fot PACIFIC 
Gristede Bros, Tne Hew York City, y The White Stores, inc. Knoivilie, Tenn. George W.' Martin & Co. Grand island, Neb. Aessnder’s super Sartcte: thomnens canal 
Loblaw, Inc., Buffalo, Worth Food Markets, Ft. Worth, Texas McAllister Dairy Farms, inc., Warren, Ohio Carty Bros., Los Angeles, Calif. 
Loblaw Groceterias Co., usa. Toronto, Canada B & B Cash Grocery Stores, Tampa, Florida Musk Whol Co. Coop Muskegon, Mich. Fitzsimmon’s Stores, Ltd., Los Angeles, Calif. 
“ Schaffer Stores Co. Inc., Schenectady, N. Y National Tea Co., Chicago, lil, Hagstrom’s Food Stores, inc., Oakland, Calif 


Thorofare Markets, Inc.. Pi r Parkview Markets. Cincinnati, Ohio 
ttsburgh, Pa. Piggly Wiggly Western Co., Denver, Colorado 
save-Way Super Markets, inc., Toledo, Ohio 
0. P Skaggs Food Stores, Sioux City, lowa 
gy th tores, Inc., Detroit, Mich. 
ulmer Co., Springfield, Ohio 
McClelland-Kennard, Barnesville, Ohio 


CENTRAL 


Benner Tea Company, Burlington, lowa 
Diamond Brothers, Cedar Falls, lowa 
Fisher Grocery Co., Springfield, III. 
Eisner Grocery Co., Champaign, til. 

The Fisher Bros. Co., Cleveland, Ohio 


Fred Meyer, Inc., Portiand, Oregon 

Purity Stores, Lta., San Francisco, Calif 
Ralph's Grocery Co., Los Angeles, Calif 
snapping, Bag Food Stores, Los Angeles, Calif 
Sigman Food Stores, Spokane, Washington 
Tradewell Stores, inc., Seattie, Wash 

Von's Grocery Co., Los Angeles, Calif 

D. D. Williams Stores, San Diego, Calif 


i BELOW IS A LIST OF ADVERTISED PRODUCTS USING EVERYWOMAN’S MAGAZINE 


SOUTHEAST 


Checker Front Stores, Inc., Austin, Texas 
Childs Grocery Co., Inc., Jacksonville, Texas 


maou 


, Brandywine Whole Button } "Mushrooms. 


NATIONAL 


ProoucT 
Aerowax .. 
Arm & Hammer and Cow Brana Baking Soda 
Armour Pantry-Shelf Mea 

Aunt Jemima’s Pancake mixes  ealeatee:d bee 
Baker's Premium #1 Chocolate 

Beech-Nut Gum .. : shee 
Bennett's Chili Sauce 

Betty Crocker Ginger Cake — Cooky Mix 
Borden's Chive Cream Chee 


Breast-O’-Chicken Tuna . 
Brer Rabbit Molasses 
B-V Beef Extract. 
SE Actaebdnedieescaceneceveseoneen 
Canada Ory Ginger Ale 

Cashmere Bouquet 


MANUFACTURER 

. Boyle-Midway, Inc. 
Church & Dwight Co., inc 
Armour & Company 
Quaker Oats Company 


.. General Foods 
- soos Nut Packing Co 


Recipe Foods, inc 


.. General Mills’ 

. The Borden Cheese Company 
. . Brandywine Mushroom Corp 
. . Westgate-Sun Harbor 


Penick & Ford, Ltd., Inc 


.. Wilson . eapety 


Calgon 
Canada } Ginger Ale, Inc 


Fab,--Vel, -Ajax........... \ ie eat .Colgate-Palmolive-Peet Co. 


Super Suds. . acahatteie ace 
Paimolive Soap........... } 


hes Candy. 

arge 

Chef Boy-Ar-Dee Spaghetti Dinner. . 
a "S the Sea Tuna and White 


Del Monte Fruit Cocktail. 
— Margarine 

y Barbecue and Steak Sauces... 
Diet Delight Dietetic Foods... . 
Drano & Windex 
Dromedary Corn Muffin Mix........ 
Duff's Devil's Food Mix. om 
Durkee-Mower Marshmallow Fluff. 
Everbest Black Raspberry Jam..... ae 
CEE ncnccssesecsukecdecseus 
Gerber Baby Foods.............. : 
Gravymaster 


Pickied Beets........ ‘ 


MANUFACTURER 


.... The Drackett Company 
.. American Home Foods, inc. 


Van Camp Sea Food 
American Home Foods, inc. 
Clorox Chemical Company 


..Comstock Canning Company 
. California Packing Corp 

... Cudahy Packing Corp 

. «» Glaser, Crandell Co 

. . Richmond-Chase Co. 

.. Drackett Chemical Co 


Hills Brothers 


_.. American Home Foods, Inc. 


Durkee-Mower, Inc. 
Glaser, Crandell Co 
Fashion Frocks, Inc. 
Gerber Products 
Gravymaster Co., inc 
Green Giant Company 


. . Homestyle Products 


PRODUCT 
G. Washington's instant Coffee............ 
Heart's Delight Fruit Nectars........_.. 
Heinz Cream of Tomato Soup 

Hot Dawg Relish. 

instant Chase & Sanborn Coffee 

instant Tender Leaf Tea. . 

Time Pop Corn 


= Soap t 
Sole & Span \ 


Kelle” s Shredded Wheat 
Kitchen Bouquet . 

Knox Gelatine . 

Kraft Salad Oil... 

Krem! Shampoo . : 
La Choy Chinese Foods. . 
ruit Cocktail 


McCormick & Schitlings Spices, Tea 
Vanilla Extract 


MANUFACTURER 
American Home Foods, Inc. 


. .Richmond-Chase Company 


H. J. Heinz Company 
Delta Packing Co 
Standard Brands 
Standard Brands 


. American Pop Corn Co. 


. Procter & Gamble Co. 


Corn Products Company 
The Kellogg Company 


. Grocery Store Products 
. Chas. B. Knox Gelatine Co. 


Kraft Foods Company 
R. B. Semier, inc 
Beatrice Foods 


... Libby, McNeil & Libby 
.. Thomas J. Lipton, inc. 


McCormick & Schillings, inc. 
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1S TO A WINNER 


MAGAZINE 


OCTOBER LINAGE OF 22,631 DEFINITELY 
SHOWS THE TREND IS UPWARD. 


ADVERTISING RATES: 


Black and White Two Colors 
l page ....$4125.00  % page....$1550.00 1 page... .$4950.0 
% page... .$2900.00 % page....$ 790.00 % page... .$3450.0 
Ye page. . . .$2300.00 Agate line ..$ 11.25 Y% page. .. .$2730.0 
%y page... .$1890.0 
Four Colors 
a $7000.00 Inside 4 Color Page... ... $5475.00 
2nd and 3rd Covers..... $5475.00 % Page—4 Colors....... $4320.00 
NEW YORK CHICAGO 
16 East 40th Street, New York, N. Y 35 East Wacker Drive, Chicago |, Ill. 
MU 9-4757 RANDOLPH 6-0802 
WEST COAST 
W. F. COLEMAN CO., INC. 
JANUARY ISSUE STARTED WITH AN IMPOSING a oer hy dren — - ape oe. 
: enry Building x ontgomery Street 5 est 6th Street 
FIGURE OF 13,299 LINES OF ADVERTISING. ELLIOTT 4315 EXBROOK 2-0159 TUCKER 1078 


CANADA: W. H. Austin Co., 67 Yonge St., Toronto, Canada 


ee 


Niblets Fresh Corn off t 
Nucoa Margarine ..... 
GOED cccccccecsccceces 
Ocean Spray Cranberries. meee 
BOD BRD ccccccsccccvccccccceses 
Old Dutch Cleanser... : 
Olson Rugs ue 
Pabst-ett Pasturized Process Cheese 
Peter Pan Peanut Butter. a 
Peter Paul Coconut Candy. . : ‘ 
Philip Morris yd chabnesent 
Pillsbury Mills Cake M 
Piastic-Chrome Royaledge eet 
Realemon 
Richar Greeting ntsennenncueud 
Roya! Gelatine Desserts. 
7-Minit Complete Ceconut Flavor Pie 
Sani-Flush 
Sew-At-Home Club Skirt Marker 
Shelart Studios Beginner's Kit. 
Snap-Tite Stoppers , . 
Sophie Mae Peanut Brittle........ 
Spratt’s Assorted Dog Biscuit 
Standard Brands Fleischmann’s Yeast 
CGE TD nactcraqnccsereses 
Stokely's Finest Green Peas and 

Van Camp's Pork & Beans. . vai 
Sunsweet California Prunes....... 
Guthortand Gorviest ... 2... scccccccccccces 
Sweetheart Soap ..........+ 


... Green Giant Company 

. Best Foods, inc 

. . Oakite Co. 

yey? geee Asso. 


0-Cel-0 


.. Cudahy len Corp. 


Olson Rug Co. 
Phenix Pabst-ett Co. 


a Derby Foods, inc. 


Peter Paul Co., Inc. 
Philip Morris & Co., Ltd 


we Pillsbury Mills 
Royal Lace Paper Works, Inc. 


Puritan Co. of America 
Richar Greetings, Inc 
Standard Brands 


National Selected Prods., Inc. 


The Hygienic Products Co 
Sew-At-Home Club 
Shelart Studios 

Moeller Mfg. Co. 

Sophie Mae Candy Co. 


.. Spratt’s Patent, Ltd. 
.. Standard Brands 
. French Sardine Co. 


. Stokely-Van Camp, Inc. 
.. Calif. Prune & Apricot Co. 


Sutherland Paper Co. 
Manhattan Soap Co. 


White Rack Beverages. e 
Wizard Green Wick... .. » 
Wright's Silver Cream... . 
Wrigley’s Spearmint Gum..... 
Wrisley’s Toilet soaps. . oa 
A Epilator ..... 


... White Rock Corp 
. . Boyle-Midway, inc. 


J. A. Wright & Co. 
Wm. Wrigley, Jr. Co 
Allen B. Wrisley Co. 


‘... Jean Jordeau, Inc 


Rustain Products, Inc 


SECTIONAL ADVERTISERS 


NORTHEAST 

Burry’s Cookies .... , 
Greenwood's Red Cabbage. wae 
Hudson Napkins ..... o< 
Martinson’s Coffee 

Tetley Tea Bags. . 


Wax-Seel ........ ST an daiubicaenmonanel 
CANADA 

Bright's Wine . 

Hershey's Chocolate Syrup . 

SE CED 0.00 cdcccrbsateescreses 
a, gtiewtiakhke ¢ 
Lawrason’s Snowflake Ammonia........... 
Tilbest Quick Mix Hot Rolls... .. 

a 


. Burry Biscuit Corp. 


Homestyle Products 


.. Hudson Pulp and Paper Co. 


J. Martinson & Co., Inc. 


.. Tetley Tea Company 


Munising Paper Co. 


....T. G. Bright & Co., Ltd 
.. S$. M. Screaton 


S. F. Lawrason & Co 


.. $. F. Lawrason & Co 


S. F. Lawrason & Co. 


. Tilbest Foods, Ltd. 


Western Beet 


.. Beltone Hearing 


Red mre ory Yeast 


Rutherford’s Hy-Power Chili and Tamales 


Southern Star Bonito 

Stuart Greeting Cards 

Tilbest Ange! Food Quick Cake Mix 

PACIFIC 

Adoiph’s Meat Tenderizer 

Beet a ‘ 

Canned Chopped Ripe Olives 

Gebhardt's Products 

Glorietta + mang Aspic 

Mait-0-Me 

MD Toliet. Tissue 

Sperry Pancake and Waffle Mix Le Tea 
Garden Syrups hee 

SOUTHEAST 

Contadina Congentouted Tomato Paste 

Gorton’s Sait Cod ; 

Durkee’s Grade rH Margarine 

FFV Cookies 

Foiger’s Coffee 

Gebhardt’s Products 


Sponge: 
Red Cheek pople juice 


Tetle a om... 
Wax-Seel ..... 


) it 
i 
{ prooucT MANUFACTURER PRODUCT MANUFAC PRODUCT MANUFACTURER 
; Marca! Kitchen Charm Waxed io Paper paremtvails Marcal Paper Mills Switzer’s Licorice .. Switzer’s Licorice Co Cheer on an Procter & Gamble Co. 
‘ {§ — Maid Orange Juice. ... Minute Maid Corp Tapertite Candies .. Will & Baumer Candie Co. Durkee’s Grade A Margarine . Durkee Famous Foods 
ED ocokduns ée<stssaneee ... Personal Products, inc Texcel Tape - .. Industrial Tape Gebhardt’s Chili Con Carne Gebhardt Chili Powder Co. 
‘ neneed jones Kitchen Cottons. . Morgan-jones, Inc. Titanium Rutile . ornare Continental Jewelry Co Hawthorn-Mellody Milk & Dairy Prods .. Hawthorn-Mellody Farms Dairy 
é SNE GHEE decceos cdnntenracoveccoonen Morton Sait Company T-N-T Popcorn .. ...... Barteldes Seed Co Products 
My-T-Fine Lemon Flavor Penick & Ford, Ltd., Inc. Uncle Ben's Converted Rice............... Converted Rice, inc Hoyt’s } nd a... Hoyt Bros 
\ Nescafe cece The Nestie Company Vanish .. ... Judson Dunaway Corp. Malt-0- Campbell Cereal Co. 
Niagara Starch Corn Products Company Vermont Maid Syrup. . cite emily ocn « skianielel Penick & Ford, Ltd., Inc 


| Millis, inc. 
tar Yeast & Prods. Co 


Rutherford Sales Corporation 


Wilbur E:lis Company 
Stuart Greetings 


... Tilbest Foods 


Adoiph’s Food Market 
Western Beet Sugar 


.. . Olive Advisory Board 


Gebhardt Chili Powder Co. 
Santa Clara Packing Co 
. Campbell Cereal Company 


... Pacific Coast Paper Milis 
.. Tea Garden Products 


Hershel Calif. Fruit Prods. 
. Gorton-Pew Fisheries 
Durkee Famous Foods 


... Southern Biscuit — 


. 4. A. Folger & Compan 

Gebhardt Chili Powder Co. 
Hoyt Bros 

tvano, Inc 


|| Berks-Lenigh Cooperative Fruit 


Growers, inc 


... Tetley Tea Company 


...++Munising Paper Company 
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Assets of Top 


1,000 Concerns 
Listed by FTC 


WASHINGTON, Sept. 20—lInsight 
into the corporate structure of the 
1,000 largest U.S. manufacturers 
is provided in a Federal Trade 
Commission report issued last 


|economic concentration of U. — 
| business must take into account 
| subsidiary interests of larger en-| 
terprises. 

The project was undertaken as 


result of requests of other govern- 
ment agencies, particularly those) 
connected with defense programs, | 
FTC decided to prevent duplica- 
tion of effort by making the re- 
port accessible to both federal and 


private organizations. 


Lever Bros. Expands 


Radio and Television 


Lever Bros. Co., New York, wil 
daytime serial, “Lone 
over ABC starting Oct. 
part of the commission’s study of, 1 at 11 a.m., EST. The contract 
economic concentration, but as a’ was signed through N. W. Ayer 


has 


sponsor the 
Journey,” 


Son. 
Meanwhile, Lever, 


Advertising Age, September 24, 1951 


move into the picture three days a 
week to share commercial time 
1 with Surf (Ayer) and Spry (Ruth- 
rauff & Ryan). On the other two 
days of the week Surf and Spry 
will continue to be featured. Ayer 
g handles production of “Hawkins 
Falls” for Lever. 


been carrying “Hawkins Falls” | ‘Appliance Digest’ Bows 


four afternoons a week over NBC- 


Business News Publishing Co., 


TV, will add another day to the Detroit, has begun publication of 
schedule and shift products fea- Appliance Digest, 4 1/8x6” pocket- 


tured on the series. Pepsodent di-| size trade publication, with the 
(McCann-Erickson ) 


vision 


with frequency discounts offered. 
Subscription price is $1 per year or 
10¢ per issue. 


Sumner Iron to Honig-Cooper 
Sumner Iron Works, Everett, 
Wash., has awarded its account to 
the Seattle office of Honig-Cooper 
Co. 
Ingraham to Parkinson 
Ingraham Research Division, 
Stroudsburg, Pa., has appointed 
C. V. Parkinson Associates, New 


will one-time page rate set at $600, York, to handle its advertising. 


week. 

Grouped under 21 industry head- 
ings, the companies are ranked 
according to their total assets as 
of 1948. Additional information is 
given concerning their 7,557 sub-| 
sidiaries and affiliates, the extent 
of control of these and the total 
assets of the parent concerns and 
companies they control. 

Standard Oil Co. of New Jersey 
had the largest family in 1948 with 
332 companies under its aegis. Al- 
though the average company of the 


*1,000 had 7% subsidiaries, slightly 


less than half of the total were 
controlled by the top 100 manufac- 


turers, with an average of 35 sub-| 


sidiaries each. 


@ The largest 200 concerns con- | 
(4,722) of the 7,557, 


trolled 62.5% 
and 82.1% (6,281) were directed 
y the top half of the thousand. 
nly 189 of the group of manu- 
acturers had no subsidiaries. 
Standard Oil of New Jersey also 
d in total assets, boasting $3,526,- 
2,000 in 1948, with Vanadium- 
lloys Steel Co., although last, 
orth a healthy $8,918,000. General 
otors Corp. followed Standard 
il with $2,957,770,000. 
Although confined to companies 
suing financial reports, the list 
pproximates complete accuracy, 
nce most manufacturers publish 
ch statements. The report identi- 
es each company and subsidiary 
to whether it is domestic or 
reign, active or inactive. 
“The grouping of these com- 
nies by industries reveals the 
ariations in practice among large 
mpanies in organizing or ac- 
ie subsidiaries and in seeking 
iversification through operations 
industries other than that in 
hich they are principally occu- 
Bea,” the commission states. 
i 
§ The report also is useful for 
atistical studies. The commission 
notes that studies of trends toward 


Layout and 


Its Cost and Its 


ont ot rate We 


@eeeeeeaeeeoeaeeeeeee 
COCA-COLA 
COMPANY 
Knows That 
Your advertising 
speaks loudest 


IN THE QUIET 
OF THE 
CLASSROOM 
That's why 
it advertises in. . . 


SCHOLASTIC 


MAGAZINES 


Reaching 1,000,000 Student 
Subscriberg;Weekly in the Jun. — 


y 


Adam Cook's Sons, Inc. 
Adam Electric Co., Frank 
Allen-Bradley Co. 
Allis-Chaimers Mfg. Co. 
Aluminum Company of 
America 
American Air Filter 
Company, Inc. 
American Blower 
Corporation 
American Chain & 
Cable Co. 
American District 
Steam Co. 
American Engineering Co. 
American Hoist & 
Derrick Co. 
American Monorail Co., 
The 


American Structural 
Products Co. 
Anderson Co., The V. D. 
Armstrong-Bray & Co. 
Armstrong Bros. Tool Co. 
Armstrong Machine Works 
Aurora Pump Company 
Barber-Coiman Co. 


Planning of 
Plant Ventilating Syste 


meets 


Maintenance 


Per Bee ue 


4 r ; 
s / 
_ Focused 100% 


Sa a comtrnsieg 
renner ang gue 


ANCE OF 
Roofs, Walls and Floors 


on Plant 


Ss pe 


Se eee Pees 


CTIO 

STEMS | PLANT ENGINEERING is madeo-order for 
the manufacturers of industrial equipment who want 
to pinpoint their sales and service messages on one 
of the key buying groups—the men with the plant 
engineering function. 
With a circulation of 32,100 (CCA) it is the only 
publication edited for and distributed exclusively for 
the men that provide a vast and profitable market 
covering these activities and products: 

Distribution and application of electricity. 

Illumination, communication, alarm, PA systems, 

Mechanical power transmission. 

Air conditioning, heating, cooling, ventilation, 

dust and fume control, refrigeration. 

Piping and accessories. 

Compressors, pumps, Diesels. 

Materials handling. 


CARE OF TOOLS 


SELECTION, USE AND 


General building and grounds maintenance. 
Installation, maintenance and layout of produc- 
tion equipment. 

Tools, welding, metallizing. 

Paints, protective coatings, errosion prevention. 


Safety, fire protection, sanitation, personnel 
service. 


Lubrication, lubricants, industrial fuels. 
Instruments, measurements and control. 


Ask Any of These 194 Advertisers How Plant Engineering's 


Barksdale Vaives 
Barrett Division, Allied 
Chemical & Dye Corp. 
Bassick Company, The 
Beaver Pipe Tools, Inc. 
Bell & Gossett Company 
Benjamin Electric Mfg. 
Company 
Blackhawk Mfg. Company 
Black, Sivalis & Bryson, 
Inc 


Boston Woven Hose & 
Rubber Co. ’ 
Bradley Washfountain Co. 
Breuer Electric Mfg. Co. 
Buda Company, The 
Buell Engineering Co. 
Bulldog Electric Products 


°. 
Butier Engineering Co., 


Bryon Jackson Co. 
Canton Stoker Corporation 
Carborundum Company, 


e 
Cash Co., A. W. 


Chatillon & Sons, John Di 
Chesterton Co., A. W. 


Chicago Bridge & tron Co. 


d Chain Company, Feedrail Corporation 
Fenestra Building 


Products 


Chiksan Company 
Clarage Fan Company 
Clark Bros. Co., Inc. 
Clark Equipment Co. 
Cleaver-Brooks Company 
Cleveland Crane & 
Engineering Co. 
Cochrane Corporation 
Colorado Fuel & tron 
Corp., The Wickwire 
Spencer Steel Div. 
Combustion Engineering- 
Superheater, inc. 
C-0-Two Fire Equipment 
Company 
Crane Co. 
Cullen-Friestedt Co. 
Bompney, Company, The 
Darling Vaive & 
Manufacturing Co. 
Dart Union Company 
Dayton Rubber Company 
Dempster Brothers 


Dodge Manufacturing 
Corp. 


Dollinger Corporation 

Douglas Fir Plywood 
Association 

ODracco Corporation 

Dunham Company, C. A. 

du Pont de Nemours & 
Co., E. |. 

Ourametatiic Corporation 

Oura-Tred Company 

Economy Engineering Co. 

Cigetrte Controller Mfg. 


. 
Elliott Compan 
a “eel lectric 

+ The 
Erie City tron Works 
Eriez Manufacturing 
Company 
Fairbanks-Morse & Co. 
Federated Metals Division, 
American Smeiting and 
Refining Co. 


Fiske Brothers Refinin 

Co., Lubriplate Division 
Flash-Stone Company 
Flexrock Company 
Fuller Company 
Gallaher Company, The 
Garlock Packing Co., The 
Capes Rubber Company, 

e 


General Electric Company 
Goodrich Co., The B. F. 
Goodyear Tire & Rubber 


0. 
Gould-National Batteries, 
nc 


Goulds Pumps, Inc. 
Greene, Tweed & Co. 
Greenlee Tool Co. 
Grinnell Company, Inc. 
Gulf Oil Corporation 
Hall Laboratories 
Hercules Powder Co. 
Hough Co., Frank G. 


PLANT ENGINEERING— America’s 
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Altshuler Joins Kaye-Halbert 

Ed Altshuler, active in radio and 
TV set advertising, has been ap-! 
pointed director of advertising and | 
public relations of Kaye-Halbert 
Corp., Los Angeles maker of TV 
receivers. 


Speidel Awarded City Post 

William Speidel, operator of his 
own public relations concern in 
Seattle, has been appointed execu- 
tive assistant to Mayor William F. 
Devin. 


ay. 
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‘NARTB’s Doherty 


Sees Profitable ‘51 
for Video Stations 


HIGHLAND Park, ILL., Sept. 18—)| 
The lean days are over for the! 
majority of the nation’s television | 
stations, according to Richard P.| 

Doherty, director of employer-em- 
ploye relations for the National 

Assn. of Radio & Television Broad- 

casters. 


Speaking at a meeting of the 
ninth district of the NARTB here 
today, Mr. Doherty said that the 
majority of the stations will wind 
up 1951 with a black balance for 
the year. In 1950, by contrast, 65% 
of the TV stations operated at a 
loss. 

Mr. Doherty's prediction was 
based on an analysis of the second 
lannual cost study made by the 
association. Despite increased costs 
resulting from higher wages, larger | 
staffs, an increased number of! 


hours on the air, higher cost of 
equipment and similar items, the 
financial health of the industry) 
has improved steadily. 


as in radio—was employe com- 
pensation, which accounted for be- 
tween 50% and 60% of the total. 


| Salaries for technicians topped the 


| list, with “program” salaries next. 


@ In 1950, he noted, the average) 
video station’s revenue (exclusive) 
of networks) was $441,000, while 
average operating expense was 
$532,000. Thus the 1950 ratio of 
expense to revenue was 121%, 
while the comparable figure in 
1949 was 197%. | 

The largest item of expense— | 


It’s the be Only Publication 


Engineering Function 


% 4,0 
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Gives Plant Engineers Their Own Publication 


Since its first issue in November 1947, PLANT ENGINEERING 
has recognized that the jab problems and product interests of this 
group are different from those of general business management, 
sales or labor relation men, financial executives and other well- 
defined groups in industry. It regards plant engineers and their 


associates as engineering executives. 


As will be noted from typical headlines on these pages, every 
article published in PLANT ENGINEERING gets right down to 
practical answers on everyday problems of heating, lighting, pump- 
ing, lubrication, and the many other services-to-production for 


which the plant engineer is responsible. 


To conserve the time of its busy readers, PLANT ENGINEERING 
also regularly publishes a Digest Section of extracts of significant 
articles in other publications and manufacturers’ house organs. 
A complete Catalog section Maintenance Department and Library 


are other features of this, “the plant engineer’s own paper.” 


Because PLANT ENGINEERING is focused 100% on a special- 


a) ats 
Ms tn gee 


Plant Engineering 


a. zase es 


194 Companies, who select Media with 


Care, Now Advertise Regularly in 
PLANT ENGINEERING 


Each month sees 


advertisers using 


more industrial 
PLANT ENGINEERING to deliver in one concen- 
trated audience the men which they formerly were 
able to reach only as fringe through 


bination of several magazines. 
Ask any of the 194 advertisers listed below about the 


—— values in coverage, visibility, 
and advertising rates they get in PLANT 


ING. 
One of our district 


wallop it can add t0 your 
sales program. 


ized function of industry, it eliminates extraneous material that 
dilutes reader interest; enjoys top reader acceptance as shown in 
many independently-made publication-preference studies avail- 


able for your inspection. 


Plant Engineering 


TECHNICAL PUBLISHING COMPANY 
110 S. DEARBORN ST., CHICAGO 3, ILL. 
Publishers also of POWER ENGINEERING 


manage! 
you more about PLANT 


ible results 
NGINEER- 


rs will also be glad to tell 
ENGINEERING and the = 
advertising and 


102 
PAGES 


Acceptance 


400% Gain in 3 years 
proves Advertiser 


W 


Concentrated Coverage Brings More Tangible Results 


ILG Electric Ventilating 


Insul-Mastic Corporation 
1-T-E Circuit Breaker Co. 
Jefferson Electric Co. 
Jeffrey Mfg. Co., The 
Jenkins Bros. 
Johns-Manville Corp. 
Joy Mfg. Company 
Keller Tool Company 
Kenco, Inc. 
Kentile, Inc 

Kirk & ‘Blum Mfg. 


mpany 

Koiled Kords, Inc. 

Koppers Co., Inc., Tar 
Products Division 

Korb-Pettit 

Kuljian Corporation 

Lewis-Shepard Products, 


Inc. 
Liquidometer Corporation, 
Lovejoy Flexible Coupling 
Maguire Co., Inc., Walter 


Martey Co., The 

MB Manufacturing Co., 
tnc., The 

Mercoid Corporation 

“Wate Engineering 


Micro Switch 

a + re 
Regulat 

Mortell to. J. Ww. 

Nagle Pumps, Inc. 

Niagara Blower ere 

Nicholson & Co., W. H. 

Norgren Co., C. A. 

Ohio Injector Co. 

Usborn Manufacturing 
Co., The 

Owatonna Tool Co. 

Pangborn Corporation 

Pittsburgh Coke & 
Chemical Co. 


Pittsburgh Plate Hace Co. 


Powell Co., The W: 
Powers Regulator Co. “ 
The 


Pritchard & Co., J. F. 
Proto Tools 


Pyramid Instrument Corp. 


Ramset Fasteners, inc. 
Read Standard 
Corporation 
Reeves Pulley omy y 
Remington Rand, 
Richards-Wilcox ‘mts. Co. 
Robbins & Myers, inc. 
Rohm & Haas Company 
Rome Cable Corporation 
Roper Corporation, Geo. D 
R lin Mfg. Comp 


Sarco Company, inc. 

Schneibie Co., Claude B. 

Sexauer Mfg. Co., J. A. 

Shepard Niles Crane & 
Hoist Corp. 

SKF —y ay 

Skinner Co., M. B. 

Sly Mfg. Co., The W. W. 

Smooth-On Mfg. Company 

Snap-On Tools 
Corporation 

Sonneborn Sons, tnc., L. 


Speer Carbon Company 
Spencer Turbine Co., The 
Standard Oil Co. (Indiana) 
Standard Pressed Steel Co. 
Sun Oi! Company 
Superior Combustion 
industries, Inc. 
Swartwout Company 
Taco Heaters, 
Incorporated 
Texas Company, The 
Thomas Truck & Caster 


Co. 
Tide Water Associated 
Oil Co. 


Trane Co. 


Tremco Manufacturing Co. 


be Engine & Machine 
Trumbull Electric Mfg. 
Co., The 


Tube Turns, Inc. 

Tubing Appliance Co. 

U.S. Electrical Motors, 
ne. 


United States Gasket Co. 
United States Gauge Co. 
Vacu-Biast Co., inc. 
Velocity Power Tool Co. 
Viking Pump Company 
Wagner Electric 
Corporation 
Walworth Company 
Warren ome & 
Compa 


Whitney Chain Company 

Wickwire Spencer Stee! 
Division of The ‘Colorado 
Fuel & tron Corp. 

Wing Mfg. Co., L. J. 

Worthington Pump & 
Machinery lo 

Wright-Austin Co. 

Yale & Towne Mfg. Co. 

Yarnall-Waring Co. 


Fastest Growing Industrial Magazine 


Smaller video stations had an 
average weekly payroll] last year 
of $2,000. A $16,000 weekly payroll 
was typical for stations with an- 
nual operating expenses totaling 
$800,000 or more. 


Hutmacher Joins Sound Inc. 


Ray R. Hutmacher, formerly 
sales manager of Permoflux Corp., 
Chicago, has been appointed v. p. 
in charge of the contract division 
of Sound Inc., Chicago, maker of 
magnetic tape recorders, tape 
players, amplifiers and other elec- 
tronic products. 


Minnelli Joins Yale & Towne 


Frank P. Minnelli, formerly as- 
sistant to Elmo Roper, opinion and 
market analyst, New York, has 
been appointed manager of a new- 
ly organized market research de- 
partment of the Philadelphia di- 
vision of Yale & Towne Mfg. Co. 


WowW-TV 


Gets the Call 
TV FOOTBALL 
Omaha-Plus Area! 


42 


great games schedul 


on WOW-TV 


Sunday Afternoo 
Professional Game 
(from Dumont) 


College Games 

] (NCAA) on Satur- 
day afternoons 
for Westinghouse 
(NBC) 


**Big-Seven-Game- 
of-the-Week'’ 
Games on Tuesday 
nights by Film for 
Phillips 66 


Nebraska U games 
1 by film. 


Il 


Plus the Rose Bowl Game 
and Pro Playoff Games 


Wise National Spot Buyers 
know that a schedule like 
this means WOW.-TV is the 
Station to buy, in this 
rich Market 


WOW-TV 


Insurance Bidg., Omaha 
Telephone WEbster 3400 
Frank P. Fogarty, Gen’! Mgr. 
Lyle DeMoss, Ass't Gen’! Mgr. 


or 
ANY JOHN BLAIR-TV OFFICE 
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Use of Newsprint 
Down Again; Supply 
Ample for 49 Days 


New York, Sept. 18—For the 
third consecutive month and the 
fourth time this year, newsprint 
consumption in August showed a 
decrease compared with the cor- 
responding month in 1950 

Daily newspapers reporting to 
the American Newspaper Pub- 
lishers Assn. consumed 344,470 
tons of newsprint in August, 1951, 
compared with 346,795 tons in 
August, 
August, 49. This was a decrease 
under August, ‘50, of 0.7% and an 
increase over August, ‘49, of 8.3%. 
There were four Sundays in Aug- 
ust in each of the three years. 

Newsprint consumption in June, 
July and August of this year was 
less than for the corresponding 
months of 1950. The first falling 
off in consumption figures re- 
corded this year by ANPA was in 
March. 


@ Stocks of newsprint on hand and 
in transit at the end of August 
were 49 days’ supply for the aver- 
age of all daily newspapers report- 
ing to ANPA. This was an increase 
of three days’ supply as compared 
with the end of July, and the 
ghest since the end of July, ‘49, 
hen there was 49 days’ supply. 
ere was 41 days’ supply at the 
d of August, '50. 

Total estimated newsprint con- 
mption in the U. S. for August 
as 450,288 tons, which includes 
kinds and uses of newsprint. 
r the first eight months of 1951 
is estimated at 3,834,898 tons. 
ring the first eight months of 
is year, reporting newspapers 
d 2,933,697 tons of newsprint, 
decrease of 0.2% under the first 
ht months of 1950, and an in- 
ase of 6.7% over the first eight 
nths of °49. 


Production of newsprint in 
mada during August, °51, ac- 
ding to the Newsprint Service 
reau, amounted to 484,563 tons, 
afid shipments were 480,581 tons. 
O@tput in the U.S. was 96,059 tons 
a shipments were 94,488 tons, 
king a total North American 
pfOduction of 580,622 tons and 
sipments of 575,069 tons. This 
pares with continental pro- 
duction of 559,320 tons and ship- 
ments of 510,539 tons in August, 


Al > 


Use retailers of ideas, as 
you do product retailers. Sell 

the people who write, edit, speak, 
teach, preach, manage and govern. 
These dealers in ideas have a 

trade paper... Harper's... which 
they read for facts and opinions 
they retail to millions. 

Ask for the facts 


50, and 318,046 tons in| 


1950. Total output in August, ’51, 
exceeded that of any August on 
record, 

Canadian mills, the bureau says, 
produced 188,434 tons more in the 
first eight months of '51 than in 
the corresponding period of °50, 
which was an increase of 5.4%. 
The output in the U.S. was 71,- 
316 tons or 10.7% more than that 
in the first eight months of 1950, 
making a total continental increase 
of 259,750 tons, or 6.2% more than 
in the comparable period of ‘50. 

Stocks of newsprint at the end 
of August were 148,957 tons at 
Canadian mills, and 10,191 tons at 
U.S. mills, making a combined 
total of 159,148 tons compared with 
153,595 tons on July 31, °51, and 
193,422 tons at the end of August, 
"50. 


Tide Water Helps 
Kick Off Bay Area 
Football Season 


San Francisco, Sept. 19—Bay 
Area football coaches, athletic di- 
rectors, sports writers and sports- 
casters, and 500 enthusiastic foot- 
ball fans helped the San Francisco 
Advertising Club officially open 
the season at the adclub’s grid- 
iron gathering today. 

The annual meeting, originated 
years ago by Harold R. Deal, man- 
ager of advertising.and sales pro- 
motion for Tide Water Associated 
Oil Co., when he presided over 
the adclub, was staged again this 
year by Mr. Deal. 

Mr. Deal disclosed that Tide 
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Water plans to sponsor more than 
80 football games over more than 
125 stations in the western states, 
Hawaii and Alaska this year—the 
26th consecutive season for the 
“Associated Football Sportscasts.” 

Facilities of the National Broad- 
casting Co., Don Lee Broadcast- 
ing System, Arizona Broadcasting 
System, Intermountain Network 
and many independents will be 
used to air the games. 


@ The °51 schedule includes live 
telecasts of the California-Santa 
Clara game on Sept. 22 and the 
Stanford-California “big game” on 
Nov. 24. A delayed telecast series 
of Stanford and California games 
also has been arranged with 
Sportsvision Inc. Station KGO-TV 
will carry the television series, 


which were “arranged in con- 
formity with the National Col- 
legiate Athletic Assn. test plan 
for the 1951 season.” 


Forms Mancuso Associates 

Mancuso Associates has been 
incorporated to represent national 
producers of sales promotion and 
allied materials in the Detroit 
area. The firm, headed by Tony 
Mancuso and John Gillespie, al- 
ready is representing Wetzel Bros., 
Milwaukee letterpress printer and 
lithographer. Headquarters are at 
2617 W. Grand Blvd. 


American Names Comtois 

George Comtois, formerly of the 
Mutual Broadcasting System, has 
joined the radio network sales 
staff of American Broadcasting 
Co., New York. 


This year, about a quarter of a billion dollars will 
be invested in business papers by companies with 
plenty to sell or nothing to sell . . 


Why business papers? Because, regardless of your 
immediate sales situation, business papers get your 
story across to the selected group of people who 
influence the lifé of your product or service— today 
and tomorrow. And they are more direct and 
economical than any other media you can use 
...and more resultful. 


Now there are more guides that take the guess-work 
out of telling your story . . . that help make every dollar 
you invest in sound business papers bring the greatest 
possible returns. The Advertising Research 
Foundation’s studies of business paper readers give 

dependable measurements of who reads business 
papers, how, how much, and why. 


Here’s what you 
asked for... to make 

$250,000,000 
pay off. . . bigger 


This penetrating research . . . sponsored by the 
Associated Business Publications and their ABC- 
audited, paid-circulation member papers . . . is your 
research . .. done the way you asked for it. .. 

to sharpen your techniques and help you with plans, 
copy, layout and selecting the right media. To put it 
to work, write for detailed reports on Automotive 
Industries, American Builder, American Machinist, 
and Chemical Engineering . . . and a showing of 
ABP’s film, “Research Looks at Business Paper 
Readership,” for your company, 
agency, ad group or club. 


In just about every field of business 
you'll find ABC papers are out in front 
in reader and advertiser preference. 


Look for these symbols when you build your list. 
More than $7,000,000 a yeor is paid for 
almost 2,000,000 subscriptions to 


the 115 ABC-audited publications 
that are members of ABP. 


. NOW. 


How many readers do you get in 


. business papers? 
Open the ABC statement of a sound business 
paper. The circulation figure, ARF research 
shows, is a close count not only of how many buy 


it but how many read it. 


oe grove’ {fs 
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What about position? 

* If you're growing grey fighting for position . . . 
note that the second-best-read advertisement in 
One issue was on pages 253 and 254. Many a left- 
hand page outpulled a right. Position can help— 
but can’t hold a candle to good ad quality. 


What's the best copy pitch? 

* In a typical issue, the best-read ad and best-read 
editorial feature were on the same subject. Like 
a good article, make your ad tell how, why, 
what's new, how to save, how to use your 
product. It will get read 


Tue Associaten Business 


205 East 42nd Street, New York 17, N. Y. 
MUrray Hill 6-4980 
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{ Cuicaco, Sept. 17—Hospital 
i Management has issued its second 
; annual readership study of adver- 
‘ tisements, based on field inter- 
views with administrators of hos- 
pitals with 75 beds or more in 
more than 25 cities. 

General comments on the sur- 
veys, which were made by C. C. 
Chapelle Co. of Chicago, include 
the following: 

1. Readership variations fre- 
quently may be attributed to vary- 
ing degrees of interest in the prod- 
uct itself, rather than to different 
copy techniques. 

2. Average ratings for a given 
classification usually indicate the 
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‘Hospital Management Issues 2nd Annual 
Report on Advertising Readership Survey 


ads which did include this infor-| black-and-red ad for the Sham-|the wide range in readership of 
mation attracted a relatively larger' paine Co. (62.8%); Ohio Chemical | fractional pages. 


| number of readers. 


& Surgical Equipment Co.’s two- 
color page (59.8%); Armour Lab- 


Copies are available from Hos- 


| pital Management, 200 E. Illinois 


degree of product interest at the @ Nine of the top 12 ads used one | oratories’ two-color spread (57.8% | St., Chicago 11. 
or more colors. The best-read ad| and 49.0% ); Seamless Rubber Co.'s | 
in the issue was a full-page full-| color page (57.8%); a two-color 


time of the survey. 


e 3. Color steps up readership 
substantially. The weighted aver- 
age of “saw anything on this page” 
was 53.3% for two-color page ads, 
vs. 40.8% for b&w ads. 

4. News of new products or im- 
provements or other product 
changes have a sure appeal to the 
interest of administrators. 

5. Testimonials are important 


to readership, whether they are) 


direct or implied. 

6. Although price information 
does not generally appear in ads 
addressed to the hospital field, the 


color insert featuring Simmons Co. 
equipment in a hospital room. It 
scored 76% readership. 


bleed page for Troy Laundry Ma- 
chinery civision (57.4%), and S. 
C. Johnson & Son’s two-color back 


Ethicon Suture Laboratories! cover (55.6%). 


scored 73.3% on the first page of 


Holds Contest for Spry 

| Lever Bros. Co., New York, pro- 
|moted Spry in Sept. 16 issues of 
Parade and This Week Magazine 
and in 67 newspapers with a 30- 
day contest for housewives who 


its two-page, four-color insert, # The three b&w ads which ap-| send in recipes of their husbands’ 


though readership on the second 
page dropped to 55.9%—an aver- 
age of 64.1%. 

Other leaders included a two- 
page, four-color insert of the Stu- 
art Co., with a readership of 54.4% 
and 51%; a two-page, three-color 
insert of the Carolina Absorbent 
Cotton Co. (56.4% and 54.9%); a 


peared in the list of the top 12 
were placed by the Wilmot Castle 
Co. (65.7%); Hausted Mfg. Co. 
(56.4%), and General Electric X- 
Ray Corp. (53.9%). 

Hospital Management's report 
also discusses top-rated ads by 
classification, readership of an ad 
using the mail order technique, and 
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2 How big should your ad be? 

* Size can pay off: In 61 advertisements studied in 
one magazine, 5 out of 7 spreads made the “first 
20” group..But a small ad will get read if it’s 
good. The ARF studies show you the readership 
of hundreds of ads—by size. 


ts color worth the cost? 

* Put it this way: 41 of the top 60 ads . . . those that 
got the highest readership ratings . . . were in 
color. The ARF studies give you the readershi 
record of scores of color ad’. . . and a compari- 
son with black-and-white results. 


Do big pictures help? 

* Illustrations consistently outpulled all other ele- 
ments in attention value, in every magazine studied. 
But good copy ran a fairly close second. In the 
ARF studies, you can check picture performance 
—find out how to get stronger picture impact. 


Do the readers have buying power? 

* Indeed they do: 77% of the readers of the four 
publications surveyed directly recommend or 
influence purchases... and, of these readers 
with buying power, 809; generally specify the 
make or brand. 


PUBLICATIONS esx sr 


The group of ABC- audited paid-circulation publications working 
cooperatively to improve further the service of business papers to their readers . . . 
and to help advertisers use the business press more effectively. 


Problems ¢ >> = helpful if 


Should copy be cut short? 

* Not if it has important help or information to 
give. Some long copy ads were much better read 
than short ones. From the readership ratings of 
actual ads, you can see just how much copy busi- 
ness paper readers will read . . . and what kind. 
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favorite cake and a Spry label. 
| Purchase of a can of Spry when 
| obtaining a contest entry label en- 
titles the buyer to a free coupon 
| for another pound can. Ruthrauff 
|& Ryan is the agency. 


Howard Chemical to McKim 


McKim Advertising, Toronto, 
has been appointed agency for A. 
H. Howard Chemical Co., Toronto 
manufacturer of livestock and 
poultry medicines and feed supple- 
ments. Initial campaign for How- 
ard, which also is Canadian sales 
agent for Ratkill, will promote 
Polymin mineral supplement in 
Ontario weeklies. 


W / 10 is the 


most influentia 


man in the U. 


You can't bracket him by edu 
| tion, income, social or econo: 

position, or any other ordi 
| yardstick. He's an. extensive re 

er, an independent thinker, a 

above all, a vigorously articul 

citizen. He usually has clear- 

opinions .. . his own . . . abe 
world and domestic proble 
He is quite naturally a small 
nority in the population . . . 
a vastly important minority 
impressed with your ideas 
your point of view, he can 
crease your voice and your au 
| ence a thousandfold. 

He includes top management 
in business, industry and labor— 
government officials, journalists, 
educators, army and navy brass. 
But whatever his occupation, be 
is never unimportant. 

It is no mere coincidence that 
a remarkable number of these 
remarkable people regularly read 
The Reporter-— The Magazine 
That Tells You WHY. 

If you want to place a mes- 
sage quickly and im good com- 
pany before this potent audience, 
look into The Reporter today! 


porter 


The Market Place of Ideas 
QD5E ot all good newsstands 


220 EAST 42nd STREET, NEW YORK 17, N. Y. 
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Harvester Export Runs ‘Security’ Ads 


Cuicaco, Sept. 19—International 
Harvester Export Co. will conduct 
an international advertising cam- 
paign based on the theme “IH 
Products—Source of Physical and 
Economic Security” during the re- 
mainder of this year and the early 
part of 1952. 

Eleven ads will be used in the 
series, and will appear in both two 
colors and b&w in approximately 
40 foreign publications, or domes- 
tic publications that are circu- 
lated overseas. 

The campaign is a followup of 
an earlier drive by IH Export in 
which it used the slogan “Builder 
of Essential Equipment for Essen- 


tial Work” to stress its position in 
world production and marketing 
of farm equipment, motor trucks, 
industrial tractors, and engines 
and refrigeration products. 


e The purpose of the “physical 
and economic security” campaign 
is to stress that certain machines 
constitute a vital source and force 
leading towards a state of security 
—‘“that well-being and progress 
are definitely related to advance- 
ments in mechanized agriculture, 
to construction and industrial 
achievements, and to sound trans- 
portation systems,” International 
Harvester Export says. 


; Population over 71,300 
Jubbe » Avalanche-Journal ’ 
; . ABC CIRCULATION OVER 46,000 | 


A 24-page brochure in which all newspaper, trade publication, mag- 


TEXAS 


UNTY OVER 


Nobi. tat 
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FOR EXPORT—This is one of the 11 

institutional ads that International Hor- 

vester Export Co. is running in some 40 

i circulated in foreign coun- 
tries. 


Advertising Age, September 24, 1951 


to 18 companies affiliated with IH, 
to resident representatives in stra- 
tegic locations, and to several hun- 
dred dealers throughout the world. 

Further application of the cam- 
paign and its theme will be made 
in 1952 by using illustrations and 
abridged copy from six of the ads 
as subjects for the company’s art 
calendar. 

McCann-Erickson is the agency. | 


Chicago Adwomen 
Are Certain That 
Theyre Necessary 


Cuicaco, Sept. 19—Members of 
the Women’s Advertising Club 
here are proud of their attendance 
record at the International Adver- 
tising Conference in London. Re- 
ports from delegates at the sea- 


Yale & Towne Boosts Two |son’s opening meeting last night 
Walter J. Cyr, assistant trade| revealed (to dinner guests not al- 


sales manager of the Stamford, 
Conn., division of Yale & Towne 
Mfg. Co., has been promoted to} 
assistant to the general sales man- | 


land sales representative of the 
division, succeeds Mr. Cyr. 


ager. Van A. Waldron, New the | 


ready in the know) that of the 
150 U. S. delegates at the confer- 
ence, nine were from Chicaso and 
seven of these were member; oi 
the women's group. 

They included Prudence Allured. 


| publisher, Manufacturing Confec- 


Trimtoot Appoints Warner 
Trimfoot Co., Farmington, Mo., 
manufacturer of children’s and 
women’s shoes, has appointed War- 
ner, Schulenburg, Todd & Asso- 
ciates, St. Louis, to handle its 


tioner; Mary Coffey, Guenther- 
Bradford & Co.; Martha Damron. 
Campbell-Mithun; Kath Fetter 
Fetter-Mayflower Warehouse; Ma- 
rie Nyhan, Homer J. Buckley & 
Associates; Genevieve Tippet. 
Montgomery Ward & Co.; and 


NE Oe 


th AO OLE I IO POE 


| 11 ads in the campaign are repro- ,azine and direct mail advertising.| Emily Williams, Dave Minor Co. 
; duced in two colors is being sent! Ads were previously placed direct. 


PRESS LEAGUE, INC. 


TEXAS DAILY 


| To the American women dele- 


—~, 
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AT LAST! 
PORTRAIT OF A 


markets . . 


Media Van 
of Distinction 


gates there seemed little question 
about women’s importance in ad- 
vertising; consequently they were 
intrigued and somewhat amused 
by the subject up for discussion at 
the session held by the Women’s 
| Advertising Club of London: “Are 
| Women Necessary in Advertising?” 
According to one of the daily 
bulletins published during the con- 
ference, “The ladies, with extreme 
ecandour [discussed the sub- 
ject]...” And it came out all right, 
too. “Miss G. G. Thomas said,” 
the bulletin continued, “ ‘I am sure 
our speakers this afternoon have 
shown that women are capable of 
carrying out their part of the job 
whenever it is necessary.’ ” 
| Featured speaker at last night's 
| meeting was Jean Wade Rindlaub, 
v. p. of Batten, Barton, Durstine & 
|Osborn and Advertising Woman 
of the Year. 


_ Miles Backs ‘Family’ on TV 


- : a In the course of an inspirational 
= message in which she urged a close 
a self inspection for advertising peo- 
> ple, Mrs. Rindlaub advocated even 
i ‘i ; further brand education than is 
ye Like King Farouk he shuns photographs. now being done, particularly in 
4 : Publicity he pouts, is somethi { lucts Ge Sas af See and wanting 
- ; esa 1 s, is something for products. apparel (see Page 54). 
fe | At last we have him pictured. “Perhaps some day we'll buy 
. dresses and hats in packages,” she 
| ot ~ , | 
fa. : He's the character who knows what cooks. He has | said, “and why not?” 
i % i ; his finger on the pulse. He has an eye on the 
. 
= 


Dress up the product for sales . 


and he has all the fiqures at his fingertips. 


.. but nowhere 


to go... until the media man lights the way. 
Acres of circulation claims, reams of research, 
miles of direct mail shower him with confusion. 
But turn that head? Never. 


We wish to proudly thank him. 


| Miles Laboratories, Elkhart, Ind., 
|has signed “One Man’s Family” 
|alternate Saturdays on NBC-TV 
‘beginning Sept. 29. Miles, which 
sponsors the radio version of “One 
Man’s Family,” will drop the 
“Quiz Kids” TV show on Oct. 19 
| after almost 12 years’ radio and 
TV sponsorship. Geoffrey Wade 
Advertising, Chicago, is the Miles 
agency. 


He and his confreres seem lo agree WEEKEND Plans NIAA Regional Meet 
$ PICTURE MAGAZINE is the biggest advance in The first in a series of regional 
? _— ‘ ’ meetings of chapter leaders of 
‘ years in Canadian Media. They realize the National Industrial Advertisers 
, » ade ” Assn. to be held during the coming 
& value of WEEKEND PICTURE seam s year will take place Oct. 29 at the 

concentrated urban markets. 80% of its Mark Hopkins Hotel, San Fran- ? 

. at : . ° isco. N i t John F. - 
868.000 circulation is pointed at Canada’s purse- pecogget ce Epes of Blank 
packed popula e@. WEEKEND PICTURE |& Decker Mfg. Co., will present 
ao F , | plans to West Coast members for 

MAGAZINE is in with over half of all the | regional chapter cooperation. 


In 1$* leading Canadian newspapers with 


*Effective Jon. 5, 1952 


a total circulation of 


Enalish speaking families. 


Facts and fiqures available from O'Mara & 
Ormsbee, New York: The John E. Lutz Co.. 


Chicago, and our offices in Toronto and Montreal. 


WEEKEND 


Fred Salditt Elected 


Fred Salditt, v.p. in charge of 
sales of Harnischfeger Corp., Mil- 
waukee, has been elected a director 
of the International Road Federa- 
tion, clearing house for highway 
information. 


Worrell Joins Sykes Agency 

_ Eugene N. Worrell, formerly 
with the News, Mt. Lebanon, Pa., 
has been appointed an assistant 
account executive with Sykes Ad- 
vertising, Pittsburgh 


Elects Green Exec V. P. 
George L. Green, v. p. in charge 
of sales of Spring Packing Corp.. 


i has been elected execu- 


tive v. p. 
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management 


man 


wealthy and wise 


If you asked businessmen all over the country to name their favorite 
U.S. newspaper, chances are most of them would say The New 
York ‘Times. 

This is not only because The Times prints more news than any 
other newspaper...nor because New York is everybody's biggest 
market. It goes deep into a reputation for accuracy and reliability 
... lifeblood of the executives who must know the facts, face the 
future. make decisions ...and be right most of the time. 


Sit yourself down with the Sunday Times, for instance...as 1,100,000 
like vou do once a week. Each and every section has its part and 
purpose in this unrivalled news service ... none more significant than 
the REVIEW OF THE WEEK. 


Here is a unique news review, a tightly-edited fast-reading summary 
of everything newsworthy that’s happened within the past 144 
hours, minus only the dozen it takes to lock up the type, roll it 


“2 =" Che New York Cimes, SST 


THE NEWS OF THE WEEK IN REVIEW 


Ane © Dew. om Oe cae Oe © 


Review of 


the newsreview you get every Sunday exclusively with The New York Times 


through the presses, put it on your doorstep. But more than mere 
summary, too... background that helps you understand the meaning 
of the news, interpretation that helps you evaluate the news. . . pro- 
duced by the biggest-of-all newspaper staff of reporters and corre- 
spondents strategically posted throughout the world ...all adding 
up to the most comprehensive and objective news review published. 
6 PM Saturday to 6 AM Sunday—late to bed, carly to rise... tightest 
closing of all newswecklies ...“fresh as the front page” of America’s 
busiest newspaper. Any wonder management men are far wealthier 
and wiser for reading it? 

This, in essence, is what makes the Review OF THE WEEK a potent 
advertising medium when one management man wants to sell 
another a machine, a service, a plant site, an idea...anything clse 
business eats up and thrives upon. 


What have you for sale? 


| the Week 


ae ae Aa ee a. ae os nr — , eS r ee? =o PSS ee a [oe + , hr See wee We ee, Se PP ’ 
Bes Ne Bea 5 a wa. oe — a tt — = tt as : mms 8 FN 
sae eee . ap = : Tete 
mane i, Sale ae 
7 SoS 
2 & 5 Sy 
i a 
: . a 
ae oe! 
- d ly to rise - 
a late to bed......ear re) ¥ 
% ' oS x 
& Sages 
i “a 
oe R % 
oo aaa 
©. — Re 
- * vine 
, ee oe ey . , ; a Gia See ete 
ae gle Pe ~ i gis Cocanged 
ee Bae eal a o Slee ge 
a ~* \ S ae 
ae . Y ‘ 7 i 
wa i - Be Ten, yo i . 
: = © — me 
en Sipe 
| ah — 4 ial 
e ; . ~ ee 
, ye 
. : ‘ x * 
\ a 
: a: 
: are 
. ae 3 ne 
a SP Ss 
| Fe es 
4 ee 
: ¥ 
f re: 
: as 
‘ > ue 
f = 
Pe ; = 
" Bae ,.'y 
oa 
, ze 4 
Saat 
) 2e 
ei 1s 
aes: ~~ 
ae 
ip ee 
Q : “te 
aa 
i ; “% igi 
a. 
ge 
Seah. 
* at 
ait 
es 
i . ee 
a 
L ae 
y Ps Be 
hin 
; a3 
f y “eae 
A f Phe 
ag 
. st 
if I | ‘ a 
| § es 7 | Ps 
- r os 
eee Bee 
if L > a 
= ~ 3S < . ey 
t : ' , ‘ att 
f 4 i 
~ ; 2 oar Mere 
I : tn ~ ; 4 ese: 
: : * - ; y = He 
r ? ae 
» 4 . s 2 > ae 
: } : ir cial em 
rp “3 veh OR pag 

‘ * 
. = . . ee 
_ = | a 
’ pia 
i Me 
R | 2 
, | a Its 
' rt patie 
1 @ ie 
i y ae 
a Es 
Eee 
ug : - = . . a sf er, q .? 
a ‘ . i et 


38 


Weiler to D’Evelyn Agency 
Baerwith Weiler, San Francisco 
toy retailer, has named D’Evelyn 
& Wadsworth, San Francisco, to 
handle its advertising. Newspa- 
pers, regional magazines and spot 
radio will be used this fall. 


San Francisco Office Opened 

Story, Brooks & Finley, pub- 
lishers’ representative, has opened 
a San Francisco office at 607 
Market St. Arthur J. Mott has 
been named manager. 


Nickel Shortage 
May Force Cut in 


Tube Output: RTMA 


WASHINGTON, Sept. 18—The Ra- 
dio-Television Manufacturers 
Assn. warned last week that the 
shortage of nickel may force a 
sharp drop in tube production be- 
ginning in mid-October. 

Unless there are changes in the 


method of allocating nickel, associ- 
ation spokesmen said, the industry 
may be down to 50% of its present 
operating rate by Dec. 1. 

At the present time, RTMA re- 
ported, the industry is using con- 
servation methods which enabled 
it to produce 229,000,000 tubes 
during the first seven months of 
1951 with only two-thirds of the 
nickel it used for 191,000,000 tubes 
in the corresponding period of 
1950. 

“This conservation of nickel is 
remarkable, but further substitu- 


Advertising Age, September 24, 1951 


Winco Associates, Chicago dis- 
tributor of Diane Windsor cos- 
metics, for publicity, merchandis- 
ing, business and national adver- 
tising of Twirl, a new hair spray 
cosmetic preparation. Beauty field 
promotion will start in November, 
and consumer advertising is ex- 
pected to begin early next year. 


Promotes Canadian Bonds 
The Bank of Canada has in- 


| Laboratories has 


Miles Laboratories 
Swings into Fall 
Advertising Drive 


Sept. 19—Miles 
485 additional 
radio stations on the schedule as it 
swings into its fall promotion of 
| Alka-Seltzer, One-A-Day vita- 


ELKHART, IND., 


creased the fall ad budget for|™#ns, Bactine and Tabcin. 


its Canada Savings Bonds cam- 


Most of them were added this 


paign employing several media. | Summer when Miles took on the 
MacLaren Advertising Co., Otta- | Curt Massey-Martha Tilton show 


m |}LET WOODWIN HOOKUPS 


LIGHT YOUR DISPLAYS! 


tion and conservation can scarcely 
be expected to achieve substantial 
further reductions,” the RTMA 
spokesman said. 


wa, is the bank’s agency. 


Sherman Joins Segall 

Benson M. Sherman, formerly 
with Lockwood-Shackelford Co., 
San Francisco, has been appointed 


for the purpose of reaching the 
|areas where coverage had been 
| thin since it dropped “Queen for a 
Day,” and areas not reached by 
television. 

All of thc company’s products 


Colonial Adds Robert Brown, 


Sn ONT TE TE TE LN A I 


ABRs SPECIALISTS IN an account executive with Theo-| yj : 
SIMPLE Aghia ~ FLASHERS AND Gets New Cosmetic Account = dore H. Segall Advertising, lig Ege la ™ 
: ECONOMICAL (igo aah Robert S. Brown, formerly with Francisco. the Waorka” ssacee et *- 
oa CORD SETS IN Sterling Advertising, has joined the World” on NBC; “One Man’s 
DEPENDABLE QUANTITY Galeeih Aeneetetes, Hew Yaak. an | Bietimen Med V.P. | Family” on NBC; “Hilltop House 


an account executive. Achille R. 
Pelizzari, formerly assistant art 
director, has been named art di- 


Sauls 3. Malteen formeriy | on CBS, and “Quiz Kids” on NBC- 


business manager of the St. Louis 
Star-Times, has been appointed | 


Cc. D. WOOD ELECTRIC CO., INC. 
70-17 83RD ST... GLENDALE, a ® N. Y. rector at the agency. v.p. of Central States Paper & Bag | s Most important change in the 
Colonial has been appointed by Co., St. Louis. magazine campaign (all of Miles’ 


— | magazine ads boost Alka-Seltzer 
: , exclusively) is the increased size 
of the copy in magazines which 
|earry a large number of ads and 
many insertions in color. 

Heretofore, Miles had run copy 
}in such publications on a small- 
| size, high-frequency basis. This 
fall, copy will appear less fre- 
| quently and in larger size. The 
| change-over still is in the exper- 
|imental stage, however, and a 
| final decision to adopt or reject 
| the idea is not expected until next 
year. 

Publications on the schedule in- 
clude American Magazine, Amer- 
ican Home, American Legion, The 
American Weekly, Better Homes & 
Gardens, Collier’s, Cosmopolitan, 
Country Gentleman, Ebony, Ex- 
| tension, Family Circle, Farm 
Journal, Good Housekeeping and 
Household. 


ATLANTA REALLY 


=e <=. THATBIG? 
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s Also, Ladies’ Home Journal, 
| Life, Modern Romances, News- 
| week, Parents’ Magazine, the Pop- 
ular Fiction Group, Redbook, The 
Saturday Evening Post, Sunset, 
Time, Today’s Woman, True, True 
Confessions, True Story Woman’s 
Group, Woman's Day and Wom- 
an’s Home Companion 

In addition, the media list in- 
cludes Our Sunday Visitor & 
Register, the First Three Markets 
Group, This Week Magazine, lo- 
cally edited Sunday magazines 
and the Toledo Blade. 

Geoffrey Wade Advertising, 
Chicago, is the agency. 
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DO YOU HAVE THIS BOOK? 


Opens Harwood Whisky Drive 

Harwood’s Canadian blended 
whisky has opened its fall cam- 
paign in 35 dailies in 28 cities, 
using the theme “For drinks that 
really sing—go light, choose 
right.” In addition to 200- and 
300-line insertions in these news- 
papers, copy will run in 11 Negro 
newspapers, and Cue, Ebony, Na- 
tion’s Business, Newsweek and 
The New Yorker. Kaufman- 
Strouse Advertising. Baltimore, 
handles the account for H. Har- 
vey & Co., Baltimore, U. S. distrib- 
utor of Harwood 


area of the eight southeastern states— 
first in population, first in income, and 
first in retail sales. 


j You folks who work on urban market- 

: ing problems are undoubtedly familiar 
with “distort maps.” And that’s what 
the map above is—-showing the eco- 
nomic rather than the geographical 
relationship between Metropolitan 
Auanta and the state. 


This 32-page book, in full- 
color gravure, summarizes the 
For advertisers, Atlanta and Georgia 
offer a unique opportunity. As an 
entity, they are large enough to pro- 
vide the economy of mass marketing 
... yet not so large as to require an 
excessive cut of an advertiser's budget. 


striking ten-year growth of 
Atlanta for advertisers and 
advertising agencies. If you 
have not received your copy, 
there's one waiting for you. 


Address: The Atlanta Journal 


In population, Metropolitan Atlanta 
contains one of slightly more than 


: vin aaa : Interstate Press Formed 
every five people who live in Georgia. Lew Wetmore and Douglas C. 
Price, who formerly operated his 
own printing business in Portland, 
Ore., have become partners in In- 
terstate Press, Portland, a new 
offset and letterpress printing con- 
cern. 


and Constitution, Atlanta, 
Georgia. 


nearest Kelly-Smith Office. 


To spend your promotion budget 
wisely in the Southeast... fo sell 
Atlanta, buy 


The Atlanta Journal 
‘THE ATLANTA CONSTITUTION 


ig Daily, combined: 428,676 Sunday: 457,147 
National Representatives: Kelly-Smith Company 


Or, of course, the 
It receives a dollar of every $3.58 of 
the State’s effective buying income. 


And it lays out practically every third 
dollar spent for retail purchases in 
Georgia. Lynn Baker Names Ford 

Frank Ford, formerly sales pro- 
motion manager of National Dis- 
tillers Corp., has joined the staff 
of Lynn Baker Inc.. New York 
agency. 


More than that, Metropolitan At- 
Bris. ianta is the Number One metropolitan 


ee eee 


ante 


Walter Teich Joins KOEL 

Walter J. Teich has resigned as 
general manager of KROS, Clin- 
ton, Ia. to accept the general 
managership of KOEL, Oelwein, 
la., effective Oct. 1 f 
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active... 

(Top dealer in his (Deals with many = 


sales district) people every day) &s 


It took long hours and hard work for Nat Fischler to 
become the Esso dealer with the highest sales volume in 
the New York district. And it takes a lot of day-by-day 
planning to stay on top in this highly competitive business. 
} Mr. Fischler says: Ap 


6¢ With little spare time, I depend on Quick to keep 
up with the news. Whether I spend 2 or 20 minutes 
with Quick, I always come away with a clear, 
sharp idea of the news I’ve read. It’s convenient, too, 
and I often keep Quick on hand to quote when 
talking to customers. It’s the only magazine ! 3 
I read from cover to cover.99 


rae 


} 
More than 1,100,000 busy, alert people turn to Quick each ' { 
week for complete, concise coverage of the news. And more "a 

and more advertisers are finding that it pays to tell their Spree 
product stories to this growing and responsive Quick 

audience. In Quick, advertisers get high frequency and : 
full-page impact at modest cost—at by far the i 
lowest cost per thousand in the weekly field. Se 


GARDNER COWLES, EDITOR 


—— 


The pocket news magazine 
busy, people depend on 


; | CIRCULATION—MORE THAN 1,100,000 
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Don't Confuse Advertising with Selling, 
Beard Says; Hits Boom-Bust Scheduling 


SHAWNEE ON DELAWARE, PaA., 
Sept. 18-——“Advertising’s main pur- 
pose isn't to sell. Selling is the 
salesman’s job. 

“Advertising’s basic 
William K. Beard Jr., president 
of Associated Business Publica- 
tions, told the Insurance Advertis- 
ing Conference here today, “is to 


function,” 


serve as a ve- 
hicle of mass 
communication— 
to convey from 
source to se- 
lected target 
whatever infor- 


mation we may 
think it is worth 
the cost to trans- 
mit. 
“Most 


of us,” 
he said, “are 
familiar with 
advertising as applied to the sell- 
ing process. That is its most con- 
spicuous and probably most pro- 
ductive use. But even here, ad- 
vertising’s real purpose is to lub- 
ricate the work of the firing line 
salesman, not to displace him. 


Wr. Beard 


e “Advertising serves the sales- 
man just as a machine tool or con- 
veyor line serves the workman in 
e plant. Advertising saves a 
ieleeets time, his most valuable 
d expensive asset. It takes part 
the load off his back, and moves 
1 more quickly toward a sale. 
vertising mechanizes his opera- 
nm. It cuts the cost of manufac- 
ing an order, just as labor-sav- 
machinery cuts the cost of 
nufacturing a product. 
“We don't need advertising to 
| goods. We can keep on adding 
esmen to push up sales volume. 
e joker is the vicious impact of 
st 
“This may sound like a dose of 
de school mash,” Mr. Beard 
d, “but before we turn away 
m it, let's face a painful truth. 
e long record of advertising 
formance is a shocking deria] 


the fact, or assumption, that 
rertising does cut the cost of 
ing 


eri the decision makers of busi- 
ne really believed that,” he said, 
“a@vertising effort would not go 
ug and down with the barometers 
tee activity 

“We should advertise most when 
sales are hardest to get, when we 


X= YOU, TOO 


= 
eA «= CAIN BE THE 


i HERO! 


lots of admen tohe a bow for solving 
present day illustration budgetitis. It's easy 
when you hove the K & F Photo Catalog on 


hond .. . it's the short cut to getting stock 
photoes with illustrative quality of prices 
thet ore only © fraction of their real worth. 
Nudge over into the limelight, get your 


MORE THAN 
$86,000 STOCK PHOTOS 
im OUR FILES 


Keufmann & Fabry Co. 
DEPT. AAIS, 425 5. WABASH AVE., CHICAGO 5 


need business most, and when we 
most need the economy of lower 
cost order production. That's the 
logic of it. But look at the prac- 
tice. 

“Too many companies adver- 
tise most in the high periods of 
the business cycle; this contributes 
to booms. They advertise least in 


the low swings, and boost the busts | 


—which hurts the economy and 
sins against the rules of common 
sense. 

“It would be comforting to be- 


lieve,” Mr. Beard continued, “that | 


the day is coming when the lead- 
ers of American business will be 
measured and rated by their ad- 
vertising savvy—along with their 
talents for organization, finance 
and manufacturing. 

“Meantime, I suspect that you 
and I will be smart to figure it’s 
still our job to create a sound com- 
pany advertising performance; it’s 


our job, and perhaps our finest op- 
portunity, to seek and earn a 
stronger voice for advertising at 
the management table. 

“We who earn our beans and 
bread in the vineyard of adver- 
tising,” Mr. Beard declared, 
“should look first within ourselves 


and make a little surer of our’ 


own belief in the force we call 
advertising. How much of our own 
dough would we put on the line? 

“Are we honestly convinced that 
advertising will do the wonderful 
things we boast for it in our buoy- 
ant, extraverted way? I might in- 
terject that many of those who live 
on advertising aren’t conspicuous 
users of their own devices. 


@ “Also, we must document the 
results of our adveriising perform- 
ances better than we ordinarily do. 
We can't get over-saturated in 
methods of testing our own work— 
our copy, media selection, inquiry 
response, market impact, etc. 

“IT can tell you this from 25 years 
of media selling,” Mr. Beard said. 
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“Not one advertiser in 10 makes 
a serious or continuing effort to 
demonstrate the value of his in- 
vestment. Too many of us are 
satisfied to coast smugly, relying 
on somebody else to prove the case 
for advertising. 

“We can put this in the book for 
sure. The best case history of ad- 
vertising performance and usually 
the only one worth a damn is a 
case history of our own advertis- 
ing. 


es “Marion Harper Jr., president of 
McCann-Erickson, in a speech a 
couple of years ago, urged that 
we spend 5% of our advertising 
budgets each year to find out how 
to advertise and 95% on advertis- 
ing. If that idea were followed by 
more advertisers, it would perform 
a miracle. 

“So, let’s take facts to the boss— 
facts about our own advertising, 
data he can digest along with the 
dollar commitments—rational 
things, that he can say ‘yes’ to.” 

Mr. Beard also suggested that 


advertising men should do better 
jobs in merchandising their ad- 
vertising programs, and that they 
should make sure the salesmen are 
informed and behind the advertis- 
ing program all the way. 

“Two things are of standout 
importance in selling salesmen,” 
Mr. Beard said. “One, translate 
coverage and responsiveness into 
terms of his own backyard. Sec- 
ond, put emphasis on the effects 
advertising has on his own indi- 
vidual productivity. Picture the 
salesman functioning without ad- 
vertising about as productively as 
he would without his automobile 
or telephone.” 


@ Speaking on the effectiveness of 
modern business paper advertis- 
ing and coverage, Mr. Beard said 
the business press has an esti- 
mated 60,000,000 readers. This 
year it will carry more than a 
quarter billion dollars worth of 
advertising for about 35,000 ad- 
vertisers, compared with about 
15,000 advertisers in national con- 
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sumer media, he said. 

Business papers, he pointed out, 
offer “two hefty advantages to ad- 
vertisers: the peculiarly effective 
sales strategy of talking to a pros- 
pect in the atmosphere and lan- 
guage of his job interest, and the 
ability to concentrate advertising 
effort where concentration is war- 
ranted by the characteristics of 
a specific field.” 


NYU Ofters 10-Week Course 


The National Assn. of Magazine 
Publishers and Associated Busi- 
ness Publications, in association 
with New York University, are of- 
fering a ten-week night course in 
magazine circulation sales and pro- 
motion. Classes will be held at the 
Barbizon-Plaza, New York, from 
Oct. 2 to Dec. 11. The registration 
fee is $20. 


Ring Campaign Begins 

Levy Bros., Hamilton, Ont., 
maker of Bridal Bell rings, will 
run its first national campaign in 
Canada this fall. Facing half-page 
ads in five magazines, one for 
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Sachaurona (<nbewrial 


100 YEARS—This ad, to run in Life Oct. | 
15, is one of several full-page ads the 
lackowenna will use in a three-month 
centennial promotion. (Story on Page 20.) 


Bridal Bell and the other for 
Bridal Wreath diamonds, have 
been scheduled by Ferres Adver- 
tising Service, Hamilton, the com- 
pany’s agency. 


DuPont Starts Campaign for Orlon Curtains 


WILMINGTON, DEL., Sept. 19—An 
intensive four-week promotion for 
window curtains made of Orlon 
acrylic fiber will be launched this 
week by E. I. duPont de Nemours 


| & Co. 


The saturation campaign calls 
for commercials on the company’s 
radio program on NBC and its two 
television programs—one on ABC 
and one on CBS. 

The three network shows that 
will plug Orlon curtains (DuPont 
makes only the basic fiber, not the 
curtains) are (1) The Garry 
Moore Show on Tuesday mornings 
(CBS-TV); (2) The Don Ameche 
and Frances Langford Show on 
Friday afternoons (ABC-TV), and 
(3) “Cavalcade of America” radio 
program on Tuesday evenings 
(NBC). 


@ In addition to the radio and TV 
promotion, DuPont is supplying 
stores with promotion kits and is 
encouraging retailers to tie in their 
newspaper advertising with the 


network promotion. 

Commercials and copy will stress 
the lovely appearance, sunlight and 
exposure resistance, long life, di- 
mensional stability, washing ease 
and ease of care of curtains made 
of Orlon. 

Batten, Barton, Durstine & Os- 
born is the agency. 


-WQXR Drive Planned 


Starting Oct. 1 Park & Tilford 
Distillers Corp., New York, will 
use radio for the first time to ad- 
vertise one of its imported lines 
of “honor roll” wines. A 13-week 
series of announcements will be 
scheduled over WQXR, New York, 
for Harvey’s sherries and ports. 
Storm & Klein is the agency. 


Graham to Louttit Agency 

T. Robert Louttit Inc., Provi- 
dence, R. I., has been appointed 
agency for Graham Mfg. Co., East 
Greenwich, R. 1., manufacturer of 
plumbing equipment for electronic 
work. Direct mail and trade pub- 
lications will be used. 


On that basis alone, Better Homes & Gardens 
: is right up with the biggest man-woman 


Of the 3 biggest man-woman magazines, only BH&G 


screens its readers for the BUY on their minds! 


+ 3'2-million families have to live some- 
where. eat, sleep, brush their teeth and 
' exchange money for the world’s goods. 


magazines you can buy. 


But that’s just where BH&G begins! 


days easier! 


that make life fuller, families happier, busy 


When these husbands and wives pore over 
BH&G, they mean business! They're on a 
guided tour through their favorite market 


place to see whai’s new, what's better, what's 
for THEM—and when and where to buy it! 


BH&G's carefully planned editorial content 
actually screens out fiction fans, sensation 
seekers, those who doze over general news, 
those with inadequate incomes. 

BH&G is edited for the BUY-minded! Those 
better-income families who take a keen in- 
terest in the myriad products and services 


Serving a SCREENED MAR 


That’s why BH&G families are your best 
prospects for anything that can be sold. 
That's why we'd like to tell you more about 
these 3!2-million better-income families — 
screened for the BLY on their minds! 


Ws 
Sex) 


%-Miilion Better Families 


41 


Goodren Products Names Two 

Sherman Hirsch, formerly of 
Pitman-Dreitzer & Co., New York, 
has been appointed sales manager 
of Goodren Products Corp., New 
York. 


Johnson Joins Aubrey. Moore 

Marilyn Johnson, formerly of 
Hoskinson & Rohloff & Associates, 
Chicago, has joined the art staff 
of Aubrey, Moore & Wallace, Chi- 
cago. 


THE REPRODUCTION 

COST OF BOTH THE 
DRAWINGS IS 

EXACTLY THE SAME 


Cost-wise, the addition of tone 
does not result in increased 
reproduction cost when art is 
prepared on Craftint Double- 
tone paper. Finished Double- 
tone art, although containing 
two distinct and mechanical- 
ly perfect shading tones, still 
reproduces as straight line 
work is means an 
appreciable savings in en- 
graving costs and cleaner, 
sharper illustrations. 


CRAFIINT 


DOUBLETONE 
DRAWING PAPERS 


is a patented drawing paper 
containing two separate tones 
or patterns invisibly processed 
into the paper itself. The 
artist “brings up” these tones 
instantly with a quick flick 
of the brush. Doubletone art 
is both economical and dif- 
ferent, and is quicker to do 
than an ordinary wash draw- 
ing. See Figure 2. 

Write today for Pattern Chart and 

ssid at} - Sp - Geol. 


THE CRAFTINT MANUFACTURING CO 


1227 bast 152nd Street © Cleveland 10, Otwo 
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TV Puts Show on Ice Rural Area Best |ranty cards. Principal reason why 
‘ “Frosty Frolics,” a one-hour consumers purchase electric water 
s musical variety show on ice, is heaters, it was learned, was the 


@ 


being presented weekly over ABC- 

TV by American Vitamin Asso- 

ciates, Hollywood. Time, Wednes- 

days from 8 to 9 p.m., EDT, was 

bought through Schwimmer & 

Seott. The program is being filmed 
Holiywood 


Takes Lotspeich Name 

Knoxville Publishing Co., pub- 
lisher of the Journal, Knoxville, 
Tenn., has filed an amendment to 
the company charter to change 
the name to Roy N. Lotspeich Pub- 
lishing Co. The name change con- 
Stitutes a tribute to the late Mr. 
Lotspeich, president and publisher 
from 1936 to 1951. 


Columbia Names Schmidt 


Market for Water 
Heaters: Hotpoint 


Cuicaco, Sept. 19—A long series 
of detailed interviews with users 
of electric water heaters has con- 
vinced Hotpoint Inc. that the ap- 
pliances have their strongest ap- 
peal in the rural and farm market. 

The interviews, conducted by 
the research department of the 
company, turned up information 
on the replacement market, rea- 
sons for buying, type of outlet 
making the sale, brand competi- 
tion, dealer influence, customers’ 
knowledge of the product, size and 
type of heater preferred, product 


desire for a more convenient meth- 
od of heating water. 


e@ Only 21% of the buyers were 
influenced by features. Of this 
group, 11% cited appearance, style, 
size and construction. Only 5% 
indicated that design of the heat- 
ing element or heating unit influ- 
enced their purchase. 

The replacement market, under- 
standably, is larger in metropolitan 
areas than in village and farm sec- 
tions. In cities of 50,000 and more, 
78% of the sales are replacements. 
In rural areas, 55% of the cus- 
tomers were first-time purchasers. 

Of the heaters replaced, 29% 


FOOTBALL SCHEDULE MAPPED—A map outlining regional network radio-TV cover- atisfacti vice, and were gas fired, 22% coal, 13% 

Dan Schmidt III, formerly of age of college, high school 5 vv Satisfaction, service, and general gas |! ’ ~ com, x 

. » for! , high school and pro football sponsored by Atlantic Refining Co. aracteristics f . and 12% 1. Onl 

WOR, New York, has joined CBS this fall is studied by Norton Cotterill (left), N. W. Ayer & Son, Philadelphia, the ore aay — : : om af =, oo re hone een 
Radio Sales, New York, the com- Distribution of the interviews 0 Oe ee eee Se ae 


pany’s spot sales department, as 
an account executive. 


company’s agency, and Richard Borden, Atlantic's advertising manager. The sched- 
ule has been arranged to cover 119 college, 39 high school and 31 pro football 
games, using 101 radio stations. Fifteen pro games will be televised. 


paralleled population, and the con- 
tacts were based on returned war- 


anid me 


She’s older 


She’s spending 


than you think 


She’s open-minded .—"<— 


yy 
That Young Woman in Her Teens 


SHE’S SPENDING ... in 1950 she spent $3,700,000,000 of her own money. And what 


she spends of Dad's takes higher mathematics. 


SHE’S OPEN- MINDED... Today’s newest and most active consumer, she is still 
forming brand preferences. Her loyalty to your product can be easily won. And, as 
wise advertisers know, the customer of 17 is a likely lifetime customer. 


SHE'S OLDER THAN YOU THINK... She is, for example, more likely to marry at 18 
than in any other year. She buys for herself, for her folks, and for her future! 


Just one magazine reaches the spending power and molds the buying 
habits of the 7,400,000 young women in their teens. 


electric. One of the more interest- 
ing items learned through the 
study was the fact that only 10% 
of the customers replaced heaters 
that did not work. Thus, 90% of 
the users did not have to buy a 
new heater. 


@ More than 60% of the pur- 
chasers shopped at one store only 
and considered one brand. And al- 
most one-third of the users buy 
a water heater without seeing it. 
This, coupled with the fact that 
features have little bearing on the 
sale, suggests to Hotpoint that 
{heaters are purchased primarily 
because ef the manufacturer's and 
dealer's reputations. 

The company also concluded 
from the survey that both manu- 
facturers and dealers may prof- 
itably switch from the practice 
|of merchandising water heaters 
| as an isolated appliance to one that 
complements an ensemble of mod- 
ern appliances. It is probable that 
Hotpoint’s future advertising will 
| accent the all-electric kitchen and 
home laundry theme. 


|@ The prime factor influencing 
sales to farm users is economy, 
while city users cited the safety 
factor most frequently. 

In the country as a whole, ap- 
pliance dealers were responsible 
for 57% of the sales; utilities for 
| 14%; plumbing and heating shops, 
|8%, and the remainder was di- 
vided among department, hard- 
ware, furniture stores and other 
| outlets. However, in the South, 
appliance dealers made 72% of 
| the sales, while such outlets were 
| responsible for only 51% in the 
north central area. Utilities made 
| their best showing in the north 
central region (with 30% of sales), 
| but did not exceed 6% elsewhere 
|}in the country. 

As a group, retail outlets did 
little to reach the customer. In 
lonly 13% of the cases was there 
a house call prior to the sale. How- 
ever, 51% of the sales made by 
electric utilities were preceded by 
a house call. 


| HOTPOINT SPONSORS 
| TEEN-AGE TV SHOW 

Cuicaco, Sept. 20—Hotpoint Inc. 
and its 300 dealers in this area 
will sponsor a new teen-age quiz 
panel show entitled “Today’s 
Teens” over Station WENR-TV 
(9:30-10 p.m. CDT) stariing to- 
morrow. 

“Today's Teens” is described as 
“a program for parents who want 
to know what their teen-age sons 
and daughters are thinking about.” 
Each week it will feature four 
teen-agers as pane] members; two 
visiting teen-agers who will pre- 
sent various problems to the panel, 
and Don Gallagher, veteran TV 
and radio actor, as moderator. 

This is Hotpoint’s second ven- 
ture into TV, the appliance maker 
having sponsored “Homemakers 


seventeen sells! 


NEW ENGLAND OFFICE PACIFIC COAST OFFICE 
9126 Sunset Boulevard 
Hollywood 46, California 


WESTERN OFFICE 
400 North Michigan Avenue 
Chicago 11, Illinois 


WEW YORK OFFICE 
‘- 488 Madison Avenue 
: New York 22, New York 


Exchange” over 26 CBS stations 
last year. There are several TV 
programs being sponsored locally 
by Hotpoint distributors. 

Maxon Inc. is the agency. 


Statler Building 
Boston 16, Massachusetts 


Rhodes-Haverty Building 
Atlanta, Georgia 
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Going Nature One Better 


The coconut tree does an excellent job of packaging. So does Amer- 
ica’s packaging industry, which provides materials and containers’ 
for crating and packaging the products of commerce. And, going 
Nature one better, packaging manufacturers know how to sell their 
products. They do it with a minimum of cost by using the pages of 
Business Week. 


Minimum cost because: Business Week is read by a highly concentrated 
audience of Management-men, executives of business and industry 
who make or influence buying decisions. Advertisers who sell to busi- 
ness and industry reach more buyers per advertising dollar invested 
in Business Week. 


That's why Business Week regularly carries more packaging adver- 
tising than any other general business or news magazine... less waste 
circulation, and — 


YOU ADVERTISE IN BUSINESS WEEK WHEN 
YOU WANT TO INFLUENCE MANAGEMENT-MEN 


BUSINESS WEEK 


330 WEST 42ND STREET, NEW YORK 18, N. Y. 


These packaging advertisers 
Regularly Reach New Markets, 
Reduce Sales Costs, by 
Consistent Advertising in Business Week 


Acme Steel Co. 


Action Bag & Envelope 
Co., Inc, 


American Can Co. 
Angier Corp. 
Central Paper Co. 


Chicago Rawhide 
Manufacturing Co. 


Container Corp. of America 
Continental Can Co., Inc. 


Crown Cork & Seal Co., Inc. 


(Crown Can Co.) 
Dearborn Chemical Co. 


Fort Wayne Corrugated 
Paper Co. 


Gaylord Container Corp. 
General Box Co. 

Glas-Kraft, Inc. 

Hinde and Dauch Paper Co. 
Kimberly-Clark Corp. 


Minnesota Mining & 
Manufacturing Co. 


Paterson Parchment Paper Co. 
Reynolds Metals Co. 

Shellmar Products Corp. 
Signode Steel Strapping Co. 
Trostel, Albert & Sons, Inc. 


Van Leer Metal Products 
Co., Inc. 


Source: Publishers’ Information Bureau Analysis, 1951 


A McGRAW-HILL PUBLICATION 
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Yours for 27c a line ® ee 


GOING ‘NATIONAL’? 


Then you'll find the Fabulous South- 
west and its key city, El Paso, are 
a must in every scheme of national 
distribution, merchandising and 
advertising. This $587,330,000* 
market is covered only by the El 
Paso Herald-Post and The El Paso 
Times—two separate newspapers. 
One low rate—27c a line—buys 
both! 


*Soles 
Power 


Monegement s Survey of Buying 


The nation's 


The El Paso Cimes 


AN INDEPENDENT NEWSPAPER 
MORNING ANT SUNDAY 


E] Paso Herald-Post 


& SCRIPPS HOWARD NEWSPAPER 
EVENING 


LARGEST 


trade territory 


p y by Scripps-Howard General 
Advertising Department and Texas Daily Press League 
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Advertising Age, September 24, 1951 


New Thor Washer Gets Big Chicago Kickoff; 
Will Be Displayed by 123 A&P Supermarkets 


Cuicaco, Sept. 19—Thor Corp. 
will introduce its new automatic 
washer in Chicago this Sunday 
with an extensive ad campaign 
and a big promotional tie-up with 
123 Great Atlantic & Pacific Tea 
Co. supermarkets in this area. 

During the first four weeks that 
the new washer is on the Chicago 
market it will be backed by a pro- 
motional expenditure estimated at 
about $100,000. 

First public announcement of the 
machine will be in a four-color 
page in the Chicago Sunday Trib- 
une. Thor’s second ad will be a 
page b&w insertion in the Tribune 
on Oct. 7. 

During the four weeks of the 
promotion, the 123 A&P supermar- 
kets will display the new washer, 
and each week four washers will 
be awarded to persons submitting 
the best answers to the contest 
question “What I like best about 


= 
TT 


The wisdom of the ages, the commerce 
ol today, the hopes lor the future—all 
live and breathe on paper, the supreme 
vehicle of our world’s communication. 
f * 

From Sulphite Bond to Cast Coated Cover 


Stock—There’s a Champion Paper to Meet 
Every Need. 


MEL 


= 


Whatever Your Paper Putlem... Fts a Challenge te Champion [ 


THE CHAMPION PAPER AND FIBRE COMPANY 


HAMILTON, OHIO 


District Sales Offices in New York, Chicago, Philadelphia, 


Detroit, St. Louis, Cincinnati, 


Atlanta, 


Dallas and San 


Francisco. Distributors in every major city. 


the new Thor automatic washer.” 


@ In addition to displaying the 
unit, A&P also has announced its 
intention to place the full weight 
of its own large sales promotional 
facilities behind the contest. 

For example: As Thor announces 
the washer in the Sept. 23 Tribune, 
A&P will carry a full-page ad in 
the same issue, in which a sub- 
stantial portion of the space will 
be devoted to the contest. 

A&P will continue heavy contest 
promotion, Thor announced, in its 
advertising in metropolitan dailies 
and neighborhood papers. 

Thor will use Imogene Coca, TV 
comedienne, as the star of a series 
of Thor TV film spot commercials 
which will appear 60-100 times 
over local TV stations during the 
four weeks, according to John J. 
Hayes, Thor's Chicago branch 
manager. 


s Backing up the TV spots will 
be a host of dealer promotional 
material, all bearing Miss Coca’s 
photograph and endorsement. Ma- 
terial will include window stream- 
ers, wall banners, store pennants 
and special bands for the washers. 

While Thor runs its factory-paid 
newspaper ads and TV spots, lead- 
ing department stores and furni- 
ture and appliance stores will 
maintain a steady flow of tie-in 
ads, Mr. Hayes announced. Still 
turther support will come from 
tie-in ads published over the 
names of individual dealers and 
paid for on a cooperative basis. 

The net effect of the four-week 
program, Mr. Hayes said, “will be 
to expose the washer repeatedly 
to *very Chicagoan who reads a 
newspaper, turns on his television 
set or walks down the street in 
any shopping area.” 


Henri, Hurst & McDonald is 
Thor's agency. 
ABC-TV Signs Sponsors 


In November Hazel Bishop Inc., 
New York (Raymond Spector Co.), 
and Toni division, Chicago (Foote, 
Cone & Belding), will move in as 
alternate week sponsors of the first 
half-hour of “Stop the Music” on 
ABC-TV. This portion of the pro- 
gram currently is aired by Admiral 
Corp. P. Lorillard Co. will con- 
tinue to present the last half 
of the telecast. Toni will use the 
time to promote Prom, its new 
permanent, and White Rain sham- 
poo. 


Keystone Earnings Drop 

Despite a 38% increase in sales 
over the previous year, net earn- 
ings of Keystone Steel & Wire Co., 
Peoria, Ill., for the fiscal year 
ended June 30, dipped from $8,- 
487,114 to $7,257,116. Earnings per 
share were $3.87, compared with 
$4.53 for the year before. Sales 
increased from $66,381,076 to $91,- 
451,112 this year 


Names Stevenson & Scott 
Stevenson & Scott, Montreal, 
has been appointed to handle ad- 
vertising and promotion for Lee- 
tham, Simpson, Montreal manage- 
ment consultant. Financial section 
ads and direct mail to business 
executives will be used. 


H-R Truck to Atherton 

H-R Truck & Equipment Co., 
Los Angeles, has appointed Ather- 
ton Advertising Agency, Los An- 
geles, to handle its trade publica- 
tion and direct mail advertising. 


Princeton Film to United 

United Advertising Agency, 
Newark, has been appointed agen- 
cy for Princeton Film Center. Me- 
dia plans call for trade publica- 
tions and direct mail. 


Arthur Church Jr. to KMBC 

Arthur B. Church Jr., formerly 
in the sales department of WBBM, 
Chicago, has joined the program 
sales staff of KMBC, Kansas City, 
operated by his father. 
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Advertising Age, September 24, 1951 


Study Indicates 40% 
of Homes in Market 


for Floor Covering 


New York, Sept. 17—A new na- 
tionwide survey shows that 39.9% 
of American families are in the 
market now for soft floor cover- 
ings. 

The average retail store in 1950 
spent slightly less, percentage- 
wise, on floor covering advertising 
in newspapers than in 1949, but 
stores which had better-than-aver- 
age floor covering volume in- 
creases last year reported higher 
newspaper advertising expendi- 
tures. 

These and other facts relating to 
successful carpet selling are con- 
tained in a recently published 
study on successful soft floor cov- 
ering operations, conducted by 
Amos Parrish & Co. for the Carpet 
Institute. The report is the second 
in a continuing series. 

The survey shows that there 
are approximately 25,000 soft floor 
covering dealers in the U.S. They 
did a total retail volume of nearly 
$1 billion in 1950. 


@ Floor covering sections’ net 
operating profits in top department 
stores averaged 9.7% in the five 
years from 1946 through 1950. To- 
tal store net operating profit aver- 
aged 7.0% for the same period, 
the survey shows. 

Of the 43,000 column inches of 
top sales-getting floor covering 
promotions submitted by the se- 
lected department, furniture and 
specialty stores in this study, 
58.7% featured fashion and ap- 
pearance; 32.5% featured special 
price; 6.3% featured weave; and 
2.5% featured material. ‘ 

All of these stores used tie-in 
window displays and floor dis- 
plays concurrently with their 
newspaper advertising, and 32.1% 
used color in some of their carpet 
fashion ads. 

A comparison of newspaper 
space costs for 1950 and 1949, as 
a per cent of retail sales, showed 
a slight drop for all types of stores 
surveyed. 


es Newspaper space cost as a per- 
centage of retail sales for depart- 
ment stores in 1949 is reported as 
2.2%, against 2.0% in 1950. Furni- 
ture stores showed 1.7% in °49, 
against 14% in ‘50. Specialty 
stores showed 3.0% in ‘49, against 
2.9% in ’50. 

Other points highlighted in the 
survey include the following: 

A majority of merchants and 
customers are sold on carpet 
rayon, but almost twice as many 
salespeople have to be convinced 
of the advantages of carpet rayon 
as do customers. 

Incentive compensation plans 
help stores increase average gross 
sale while minimizing employe 
turnover. 

Stores with better-than-average 
volume increases make better- 
than-average use of all types of 
organized sales training programs. 

The most successful carpet mer- 
chants keep complete stock and 
sales records and know what sells 
best by classification, price line, 
color and pattern. 

Distribution of the survey will 
be made by the Fred Eldean Or- 
ganization, New York, through 
mass meetings of retailers in six 
major market areas and also by 
manufacturers and distributors to 
their customers. 


Whidden Named ‘Times’ A. M. 

Albert S. Whidden, formerly 
with Curtis Publishing Co., Phil- 
adelphia, has been appointed na- 
tional advertising manager of the 
Tampa Times. 


Parke, Davis Boosts Nelden 


Frank H. Nelden has been pro- 
moted to manager of medical sales 


| Art Clubs Affiliated 


The Art Directors Club of San 
Francisco and Artists Club of San 
Francisco have affiliated as the 


| Society of Artists and Art Direc- 


|tors of San Francisco. The clubs 
will hold separate functions as 
well as joint activities. 


Canadian Goodrich to Foster 

| Harry E. Foster Advertising, 
Toronto, has been appointed by 
. F. Goodrich —— Co. of 
int., 


Canada, Kitchener, effec- 


| tive Jan. 1. 


Fox Joins Northwest Sports 


Hector Fox, formerly in the pub- 
lic relations department of Hyster 
Co., Portland, Ore., moving equip- 
ment manufacturer, has been 
named advertising and public re- 
lations manager of Northwest 
Sports Inc., Portland. 


| Appoints Harrington Agency 


Don Harrington Associates, New 
York, has been appointed agency 
for Design-Technics, New York, 
maker of ceramic lamp bases and 


| accessories. 


me E 
Sil 


Grove Buys CBS-TV Show 


Grove Laboratories, St. Louis, 
will alternate with General Mills 
(Knox Reeves Advertising) as 
sponsor of “Live Like a Million- 
aire” starting Sept. 21 over CBS- 
TV. Time—Fridays at 10 p.m., 


| EDT—was bought through Gard- 


ner Advertising Co., St. Louis. 


AAAN Elects Wilson Agency 
Thomas C. Wilson Advertising 
Agency, Reno, has been elected to 
membership in the Affiliated Ad- 
vertising Agencies Network. 
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Opens Parkinson Branch 

Cc. V. Parkinson Associates, 
Manhasset, N. Y., has opened a 
New York office in the Empire 
State Bldg. 


OF LONG LIFE’ 
FOR QUANTITY BUYERS 
THE ARTKRAFT: SIGH co. 


Orteten 
</ py Ray ag my Srv 
900 Kibby %. Ume. vba 


i — TY 


Li 


NATIONAL 


education for Parke, Davis & vies 


Detroit. 


5 "| 


e Almost 23 billion dollars per year, more 
than 10 per cent of the U. S. total, now is the 
income buying power generated in the pros- 
perous Lake Michigan States area. 

Per capita income buying power is 13 per 
cent above the national average in this area 
where population has increased 13.5 per cent 
in the past 10 years . . . where retail sales in- 
creased 632 per cent in dollar volume in the 


past 10 years... where home building is 19 


per cent above 10 years ago . . . where indus- 


trial growth is the firstin the nation . . . where 


more people listen daily to WMAQ than to 


any other radio station. 
Contact WMAQ, Merchandise Mart, Chi- 
cago, or your nearest NBC Spot Sales Office 


sage to this rich market. 


BMB Study No. 2. 


= 


Sources: Stondord Rate and Data, 
U. S. Bureau of Census, Rand McNally 
1951 Commercial Atlas, Chicago Asso- 
ciation of Commerce and industry, 


NOW for help in directing your sales mes- 


MAQ 
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Along the Media Path 


e American Builder this year is 
expanding its unusually successful | 
National Home Week promotion 
through the addition of a contest 
for individual lumber dealers lo- 
cated outside cities in which the 
National Assn. of Home Builders 
has a chapter. 

The National Home Week this 
year is the fourth in the annual 
series. Last year a total of 12,000 | 
model homes were opened to the} 
public during the event—1,000 in 
Detroit alone. Details of the new 
contests—one for the NAHB chap- 
ters and one for lumber dealers— 
are available from the publication. | 


| ure carrying a sandwich sign with | 


e A special 50-page home and 
home furnishing supplement in the 
Sept. 16 Chicago Sunday Tribune 
opened the Chicago area’s largest 
Home and Home Furnishings Fes- 
tival. About 85 new homes—35 
completely furnished—will be 
opened for public inspection. The 
three-week promotion is sponsored | 
jointly by the Tribune and the 
Home and Home Furnishings 
Council of Chicagoland. 


e The Hartford Times has en- 

livened its series of weekly free 
notion picture and lecture pro- 
rams at the Times’ Radio Center 
his year with brilliant scenic 
\urals and theatrical talent, which 
ill appear on each program. 


7V Guide has published a new 
ight-page folder which discusses 
he effect of video on the Ameri- 
an family and the place of TV) 
uide in the scheme. } 


The 5,000 Independent Grocers 
lliance outlets have scheduled 
nother advertised-in-Life promo- 
ion for the first two weeks of 
ovember, 


A total of 14,000 Seattle moppets 
ammed six movie houses on Aug. 
0 for a special morning show fea- 

ring a movie starring Rex Allen, 

ho also paid a visit to each thea- 

r decked out in cowboy garb. 
he back-to-school promotion was 

onsored jointly by the Seattle 

imes and nine downtown retail 


Stores. 

® The Oil & Gas Journal has pub- 
“RESULT-PRODUCING 
INQUIRIES”— 


says Finnell Systems, Inc. 


Monvfacturers of 


FLOOR MAINTENANCE 
EQUIPMENT 


That's understandable. 

Of the 285,000 subscribers to 
The Rotarian magazine, 
71.7% buy or approve 
purchases of materials, 
equipment, supplies and 
services. 


These men are also active in 
civic and municipal affairs and 
exert a tremendous influence 
in purchases for church, school, 
hospital and institutional use. 


These are the men who can 
say “YES”... and they have 
what it takes to buy 

what you sell. 


Want to reach them? Ask us. 


Rotarian 


WACKER OR... CHICAGO 1, tht 


The 
@ 
os € 


lished an elaborate new brochure 
titled “Men and Markets Served 
by the Oil & Gas Journal.” The 
50-page booklet discusses the en- 
tire industry, its equipment ex- 
penditures; the locations of opera- 
ting companies; drilling equipment 


| markets; oil operators—listed ac- 


cording to size; processors; refin- 
eries; transportation organizations, 
and the place of the publication in 
the over-all picture. 


e Philadelphians at last 
found out what the letters ““WLCS” 
stand for. On Aug. 20, a 100-line 
ad appeared showing a small fig- 


the letters in bold face. Each day 
the figure in the ad grew larger 
until, on Sept. 1, he occupied a full 
page. 

Thousands of letters poured in 


asking what the letters meant and 

| Station WLCS, in Baton Rouge, 
|La., protested that it had first 
| claim on the letters. The problem 
| was solved Sept. 2, when the Bul- 
| letin announced that the letters 
stood for “World's largest comics 
section.” The newspaper now of- 
fers between 49 and 54 comics 
every Sunday. 


e@ Canadian Home Journal has 

scheduled its second annual “Port- 
| folio of Interiors” for the January, 

1952, issue. The portfolio will be 
| a book-within-a-book, covering 36 
} pages or more in the January issue. 
| Participating retailers will distrib- 
| ute reprints. 


have 


e@ Chain Store Age changed the 
name of its New Ethical Products 
section to New Rx Pharmaceuti- 
cals with the September issue. 


e@ On Sept. 18 and 19, the New 
Haven Register presented its 
first annual Front Page Fashion 
Revue in the mammoth New Ha- 
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ven Sports Arena. The Maybelle 
F. Hall Co., New York, handled 
production. 


e My Baby, monthly publication 
for expectant and new mothers, 
set a new record with its 64-page 
October issue. The store-distrib- 
uted monthly is carrying almost 
94 columns of advertising in the 
issue. 


e Crosley Broadcasting Corp. is 
setting some kind of a precedent 
during the first week of October. 
This is National Newspaper Week, 
and Crosley promises that it will 
air ten TV and AM programs dur- 
ing the week, paying tribute to 
both the newspaper industry and 
outstanding newspaper men. 


e Chatelaine reports that its Octo- 
ber issue carries more advertising 
linage than any Canadian maga- 
zine has ever before published. 
The November issue, incidentally, 
is expected to top the record. 


e@ Maclean's Magazine also carries 


more advertising in its October 
issue than in any previous issue. 


e Christian Herald’s October issue 
carries the largest advertising dol- 
lar volume in the publication's 72- 
year history. 


e@ Seventeen sets a new film ad- 
vertising record with its October 
issue. 


e@ Subscribers to Wallaces’ Farmer 
& Iowa Homestead on Sept. 15 re- 
ceived an issue with more than 
100 pages. The issue doesn’t quite 
set a record, but the last time the 
publication carried 100 pages was 
back in the 1920s. According to 
officials of the publication, linage 
increases reflect an _ increasing 
awareness that readers are con- 
sumers, not just users of farm im- 
plements. 


@ Woman's Home Companion ad- 
vanced the sales date of its Octo- 
ber issue from Sept. 21 to Sept. 18 
because of “unprecedented de- 


When it's 


q frequency 


aca 


When is 5,000 watts more than 5,000 watts? 


kilocycles, 
equal to twenty umes the power at double ¢ 


first on the dial! Operaung at 560 
WFIL’s 5,000 watts provide Sage a 
c 


100,000 watts at 1120 kilocycles. 


R.L. BURKE, Shipbuilder 


MYER PRESSMAN, Clorhier— 


He heads 
Sun Shipbuilding and Drydock Co., 
one of 80 Chester industries which 
Pay $27,000,000 in annual wages. 


ray 6. 


" Ap ELSIE C. Q. JONES, Housewife 
parel is a $1 2.000.000 business for 
Chester clothing stores like Mur 


He tunes regularly to WFIL 


Hers is one of 19,000 Chester homes 
where radio is standard equipment, 
where WFIL can sell your product. 


You ll “Strike Oil” in CHESTER 


4 ~ 
oe \ > j 
DOR. PHILIP GERBER, Optometrist 
—He knows prosperous tolks care 


for their health. Chester's $1,557 per 
capita in: om * is far above normal 
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PARODIES—These newspaper 


ods will be 
Dog Food Co., Burbank, Cal., in a campaign to include car 
cards and animated TV spots in Los Angeles, and space in 
Sunset Magazine. All ads will be parodies based on themes of 


| ad 


well known poigns. Plans are to expand dis- 
tribution, with the San Francisco-Ockland area to follow, then 
the Northwest. Abbott Kimboll Co. of California, Los Angeles, 
is the agency. 


used by Sturdy 


mand” (the September issue was 
sold out in most areas, according 
to the publication). 


e “Want to serve yourself more 
Kansas sales?” asks WIBW, Tope- 
ka. In one of the most unusual 
mailings in recent months, the sta- 


Idaho State Journal classified ad 
users a treat during the week of 
Oct. 1-8. The Journal decided that 
the best way to celebrate the open- 
ing of its new building and Na- 
e@ Two attractive young Pocatello, iional Newspaper Week would be 
Ida., models, decked out in abbrevi- to offer curb service promoting 
ated white uniforms, will give the “the average man’s best advertis- 


tion sent time buyers a plastic 
snack tray replete with a brief 
pitch on “serving yourself to sales” 
via WIBW. 


| oldest 


ing medium—the nation's classi- 
tied columns.” 


@ The Seattle Times iniroduced its 
new colorgravure pictorial section 
last Sunday, Sept. 16, featuring 
pictures of contestants in the 
newspaper’s annual Salmon Derby. 
The locally edited colorgravure 
picture section is the only one in 
the Pacific Northwest, Harry Ca- 


| hill, general manager, points out. 


e Capt. Will Judy of Judy Pub- 
lishing Co., Chicago, checked over 
the list of advertisers in Dog World 
recently and found that 257 ad- 
vertisers have had an ad in every 
issue for ten years or more. The 
continuous advertiser is 
Perfection & Standard Kennel| 
Foods Co., Battle Creek, Mich., 
now in its 27th year. 

Of the 257 “regulars,” 133 are | 
display advertisers and 124 run) 
classified ads. Incidentally, of the) 
2,061 ads which appear, on the | 
average, in every issue, 1,846 are} 
on yearly contracts. 


...and Riches in ALL of 


adelphia 


... Americas 3rd Market 


Get Ahead in Chester... 


‘What Chester Makes Makes Chester,” says Pennsylvania's oldest town. 
Today, for all America, Chester makes ships, textiles, paper, steel, refined 
oil and a hundred other products. What does this make Chester? A high 
income city, with better than 55 per cent owner-occupied homes... a 
thriving market town of 65,000 with retail sales of $82 million, family 
income 30 per cent above national average. And in Chester, more people 
listen regularly to WFIL than to any other: station, says BMB. Make 
Chester yours. Schedule WFIL. 


... Lead in All 14 Counties 


Chester is just one city but it represents the quality of the entire 14- 


County Philadelphia Retail 
tration is strongest. Here, in 


people . . . $6 billion in purchasing power. Here, two out of three families 
are consistent WFIL listeners. And WFIL takes you into a vast bonus 
zone, far beyond the 14 counties. Total coverage: an area with 6,800,000 
people, more than $9 billion in buying power. To capture this market, 


schedule WFIL. 


Trading Area ... where WFIL’s signal pene- 
the nation’s third largest market, are 4,400,000 


HERMAN S. FELOMAN, Wholesaler 
— Manager of the Chester Whole- 
sale Grocery Co., he hel sueply 
353 city grocers. He is a WFIL 


CHARLES J. NOLAN, Contractor— 
Chester's still a-building, Mr. Nolan 
can testify. New industry, new 
homes . . . new customers for you. 
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Felso’s Magazine 
Campaign for Fall 
Quadruples Budget 


PHILADELPHIA, Sept. 18—Fels & 
Co. has opened what is probably 
its largest seasonal campaign to 
date, a national campaign for Fel- 
so powdered detergent. It is under- 
stood that the campaign, concen- 
trated almost entirely in maga- 
zines, will quadruple Felso’s previ- 
ous ad budget. 

The opening ad, in green, red 
and white, stresses the trade name 
and package, with copy dwelling 
on Felso’s fragrance and its superi- 
ority for general household and 
laundry work. 

The schedule calls for full pages 
in American Home, Cosmopolitan, 
Country Gentleman, Dell Modern 
Group, Ebony, Fawcett Women’s 
Group, Good Housekeeping, Grit, 
Ladies’ Home Journal, Macfadden 
Women's Group, McCall's, Parents’ 
Magazine, The Saturday Evening 
Post, Tan Confessions, Today’s 
Woman and Woman's Home Com- 
panion. 

H. H. DuBois Inc., Philadelphia, 
handles the account. 


CBS-TV Appoints Dawson 


Thomas H. Dawson has been 
named general sales manager of 
| the newly established CBS televi- 
sion spot sales department in New 
| York. CBS video spot sales 
;merly were handled by 
Sales. Mr. Dawson will retu 
CBS-TV from Edward Pe 
Co., radio-TV station repres 
tive, where he has been di 
of television. 


RR Offers Safety Game 

The New York Central 
department, New York, is off 
ja free safe.y game, played 
cheesi-style, to adults and chil 
as part of its program to “ 
| safety fun.” 


| 

|WAFB Signs Adam You 
| Adam J. Young Jr. 
been named national repres 
| tive for WAFB, Baton Rouge. 
Mutual affiliate operates on 
watts daytime and 1,000 
nighttime. 


Decler-Reoders have 65% of the buy- 
ing power of this 3% billion market. 


Ads have average life of 120 days. 

4.7 readers per copy. 

4. Sells the Dealers ond the Dealers’ Cus- 
tomers. 

CF Big king-sized page gives dominance 
to your sales message. 


The big beautiful magazine with the 
4-color cover. 


Olaest national magazine serving the 
better Home Furnishings stores in 
America. 


FURNITURE AGE 


4753 NORTH BROADWAY 
"CHICAGO 40, ILLINOIS 
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Circulation Managers ‘Tell All’ 


in Discussion of Direct Mail 


New York, Sept. 18—The first 
fall meeting of the Hundred Mil- 
lion Club, direct mail organization, 
vas marked by unusual frankness 
by some of the panel members in- 
volved in a discussion on “The 
strategy and tactics of sale by 
mail.” 

Presided over by Lester Suhler 
of Cowles Magazines, the panel in- 
cluded A. Gardner Gibbs, circula- 
tion manager, McGraw-Hill Pub- 
lishing Co.; John T. McKenzie, in 
charge of advertising for Standard 


& Poor's Corp.; Robert P. Fisler, | 
circulation promotion manager, 
Time, and Edith Walker, direct | 
mail manager, Book-of-the-Month | 
Club. 

Panel members answered ques-| 
tions in advance as well as from 
the floor—including those of the| 
competition. 


| 


e Mr. McKenzie explained in de-| 
tail the use to which responses to 
Standard & Poor's $1 introductory 
offer for “The Outlook” are put. 


, S&P salesmen have 90 days 


| vestment 


in 
which to convert an introductory 
subscription to a regular subscrip- 
tion in order to receive commis- 
sion. 

Once a name gets on an S&P 
| mailing list, it’s a long time be- 


fore there’s respite from the direct 
mail barrage, regardless of the 
prospect’s response. When a pros- 
pect bites at the $1 introductory 
offer, his name is placed on an 


active mailing list for five years, | 


during which time he receives a 
monthly communique from the in- 
consultant house, 
cording to Mr. McKenzie. 


The name is then shunted to a} 
| “retired” list for a minimum pe- 


riod of two years; such a person 
gets a semi-annual direct mail 


ac- | 


Advertising Age, September 24, 1951 


compiled from the active category. 

In answer to a question as to 
what kind of envelopes produce 
the best returns, Edith Walker re- 
vealed that a pictorial] envelope— 
if it doesn’t tell too much of what 
is inside—produces twice as many 
returns for the Book-of-the-Month 
Club as a regular envelope. 


Most of the club’s members come | 


from the white collar group earn- 


ing between $7,500 and $10,000 a) 


year, who live in towns of under 
10,000 population, Miss Walker 
said. Seventy-five per cent have a 
college degree or some college 
training. 

Bad debts are so small as to be 
practically insignificant, according 


to Miss Walker. Random-list sub- | 
cribers may have up to three un-| 


this offer,’ more returns are re- 
ceived than from the initial mail- 
ing. 

U.S. and Canadian McGraw- 
Hill subscribers receive renewal 
notices 60 days before expiration; 
Latin-American and European 
readers, 120 days before, and sub- 
scribers the rest of the world over 
are notified 180 days before ex- 
piration, he said. 

On a $1 offer, McGraw-Hill— 
like Standard & Poor’s—requests a 
cash remittance with the return. 
| On higher priced subscription of- 
fers, tests have resulted in nothing 
better than conflicting results, ac- 
| cording to Mr. Gibbs. Other speak- 
ers confirmed his view that there 
is no cut-and-dried inducement— 
be it cash, credit, cash or credit, 


or credit with a bonus for cash— 
that will result in higher returns. 


piece from S&P. The “retired” list} paid-for books before they are 
, is also used for trading purposes | “black-checked.” 

in fields not directly connected) 

with S&P’s market. |@ A. Gardner Gibbs disclosed that 


THE WAY-TO-DO-IT 


i i ke a profit even 
BUSINESS MAGAZINE FOR TODAY'S ALERT CHURCH LEADERS @ Time tries to make a p 


|very often, when McGraw-Hill| on an _ initial subscription order 

NET PAID CIRCULATION 56,968 — may, 1951 e Mr. McKenzie pointed out that) sends out a second direct mail pro-| but doesn’t always succeed, ac- 

434 $. Wabash Avenve, 20.49% Church Officers in the investment consultant field,| motion consisting of a carbon of} cording to Robert rg ~y + 
Chicago 5, tilinols 9.39%, Sunday Schoo! Superintendents the lists are exchanged (some-|the first mailing with an over-| specialized subscription lists do 


° 40.51% Sunday Schoo! Teachers 
eeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeee 


_ Heres Why 

€ (our Advertising Dollar 
= 5 Goes farther inthe 

South Yakota Dailies 


IT BUYS: 
1 


result in a profit on the first year’s 
subscription, but others of a more 
general nature fall short, he said. 
More than nine out of ten Time 
subscribers pay their bills, Mr. 
Fisler told the group. Tests, which 
showed that the poorest returns 
are received from late March 
through July, made the promotion 
department decide to do no pros- 
pect mailings during this period. 
In answer to a question as to 
whether direct mail groups steal 
from each other, Mr. Fisler an- 
swered with a grin—echoed by the 
direct mail audience—“We never 
stole a comma, or a dot, or a pe- 
riod from anyone, nor do I believe 
any competitor does from us.” 


thing unusual in itself) and are! print reading, “We are repeating 


joss 


24 


etc bac 


i 

sR Se / ae Sa, a ee @ Most of the panel agreed that 
z “- “rifle shooting’ was the best 
i, method of direct mail promotion, 


although Mr. Fisler made the ob- 
servation that Time does “rifle 
shooting with a machine gun.” 

The panel could come up with 
no rule as to the best ratio between 
cost and selling price on a direct 
mail item because among the fac- 
tors to be considered are initial 
acceptance, market area and re- 
peat orders. 

Mailing lists outlive themselves 
in three years, in the opinion of 
some. Telephone lists were gen- 
erally considered useless, except 
for the acquisition of new names. 

The panel was in disagreement 
over the effects of the virtually 
certain postal increases on direct 
mail. Some felt there would be 
a tremendous drop in direct mail 
volume, no matter how small the 
increase, and others thought it 
would only mean harder, more 
specialized selling. 


| 
| | 
| 


Effective dealer tie-in service and merchandising helps right at 
the local level... where sales are made. 


85% coverage of all homes, both rural and urban, in the rich, 
responsive South Dakota market. 


3 Lowest combined line rate and greatest circulation of any paper 
or combination of papers claiming South Dakota circulation. 

4 One of America’s GREAT markets—where 1950 family retail 

expenditures were 22% more than the national average. 


AN D— the South Dakota Dailies give you that immeasurable 
extra that adds real impact to your advertising message . . «the 
sincere welcome given only to locally edited, locally managed 
newspapers. 


Tooke Bros. Campaigns 

Tooke Bros., Montreal, will 
open a brand identification cam- 
paign this fall for its women’s 
white shirts with 1,000-line news- 
paper ads. Also on the schedule 
are magazines and rotogravure 
sections of weekend papers. Har- 
old F. Stanfield Ltd., Montreal, 
is the agency. 


Yankee Net Signs Football 

A radio-TV lineup of profes- 
sional and Ivy League football 
|games has been signed by the 
| Yankee Network this fall. Miller 
| Brewing Co., Milwaukee, (Math- 
isson & Associates) will sponsor 
1l pro games and Atlantic Re- 
| fining Co. (N. W. Ayer & Son) 
will sponsor 13 Ivy League games. 


| Joins ‘National Geographic’ 
| Raymond H. Barnes, for the 
past two years advertising man- 
ager of Kiwanis Magazine, has 
joined the Chicago ad staff of 
National Geographic Magazine. 


WHBC Names Two 


Marian Muckley Zwallen has 
been appointed promotion man- 


Now, add the facts. The SDailies give you MORE circulation at a 
line rate approximately 25% below any other paper or combination 
of papers claiming South Dakota Circulation. You get locally 
sparked tie-in and merchandising help that multiplies the value 
of your advertising dollar. You reach a rich, responsive market 
that is in the top 8% in national retail expenditures. 


Any way you look at it... your advertising dollar buys 
MORE in the South Dakota Dailies. 


Comprise Six Locally Managed and Locally 
Edited Newspapers Serving The Six Primary 
Markets of South Dakota... Rural and Urban. 


FOR COMPLETE, HELPFUL INFORMATION, 


: csiiutamnas ania ager of WHBC and WHBC-FM, 
; ' BOX 1278 HURON, SOUTH DAKOTA Canton, O. Elizabeth J. Malicord 


has been named continuity editor. 
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|I., has been stubbornly refusing to 
2 make public its payroll, purchases, 
sales of bonds or tax abatements 
granted. 

Where no verbatim legislative 
record is kept in Illinois, Alabama 
and Washington, Massachusetts is- 
sues a daily transcript and Michi- 

|gan has a wire-recording system. 
The Missouri senate prohibits 
| spectators from making notes. 

| If industrialists and business 
| men were to pay attention to such 


nonsense (a reference to the 
armed forces and National Security 
Council rules on business and 
scientific news), he argues, every 
technical and scientific magazine 
in the nation would be put out of 
business. 


Koehl Gets Hotel Account 

Intercontinental Hotels Corp., 
New York, has appointed Koehl, 
Landis & Landan, New York, to 
handle its advertising. 


Lloyd Maritz Names Two 

Lloyd Maritz Enterprises, St. 
Louis, has appointed Armand 
Winfield, formerly in the sales 
promotion department of Sey- 
mour-Wallas Co., St. Louis, as 
sales manager, and Jim Eubanks 
as art department head. 


Scholastic Names Doriss 

John B. Doriss has been ap- 
pointed assistant advertising man- 
ager of Scholastic Magazines, New 
York. 
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Two Join Hollingbery 

William C. Brearley, formerly 
of WOR, New York, and Jack 
Peterson, previously radio-TV di- 
rector of Barnes Chase Co., San 
Diego, have been added to the 
New York sales staff of George P. 
Hollingbery Co., radio-TV station 
representative. 


Blair Moves in St. Louis 

John Blair & Co., station repre- 
sentative, has moved its St. Louis 
office to 434-435 Paul Brown Bldg. 


: SCREEN ACTION—Kling Studios Inc. has 
designed this ted dealer counter 

display for Timken Roller Bearing Co., | 

Canton, O. Attention to the product is 

gained by movement of wrestlers pro- 
truded from TV screen. 


"| Secrecy Is Major 
| Threat to Press 
Freedom: Raymond 


} New York, Sept. 18—Bureau-| 
: crats who don't want the public] 
to know what they’re doing rep-| 

resent a major threat to freedom 

j of the press, Allen Raymond, one-| 
time Tokyo bureau chief of the 

New York Herald Tribune, writes | 

in the current issue of The Re-| 
porter. | 

Mr. Raymond lists four major 
methods by which the public’s| 

right to information is violated: | 

The practice of holding legislative, | 

court and board meetings in secret; 

the increasing contro] of informa- 

tion by use of press releases and 

gags on underlings; the sealing, | 

“4 impounding, or failure to keep! 
records of public concern; and the 
extension of military security into} 

| fields having little or no hearing | 
upon the national safety. | 

He lists five states in which| 
newsmen have encountered gov- | 

1 ernmental interference or lack of | 
cooperation, and 16 cities—ranging 

in size from Chicago to Columbia, | 

Mo. | 


largest circulation 


s He notes that state governments 
have been contradictory in their 
handling of the problem—where 
New Mexico requires each munic- 
ipality to furnish all county news- 
papers with monthly statements of 
business transacted, Pawtucket, R. 


HE CAN HELP YOU 


If you're looking for 
national distribution 


UO See 


— 


BARNEY KINGSTON, 


@ If you're a manufacturer, distrib- 


may be the most important message 
you ever read. 

ay You'd be surprised to know how 
an easy it is to put your product or 
| service in every city, town and ham- 
let in the U.S. Also many foreign 
countries. 

The service of our experienced 
} merchandising staff is available at 
} no cost. They'll analyze your product, 


BOSTON © 140 Federal St. « 


i, Barmey 
( 4 chandising Director, Dept. 
, portunity Magazine, 28 East Jackson 
' Bivd., Checago 4, Illinois. 


XY 


circulation 


Rates based on 850,000 ABC guarantee. The 


sportsmen’s market at the lowest cost per 
thousand. Each dollar of advertising in the 
new Hunting & Fishing “buys” 308 active, 
money-spending sportsmen in a constantly 
growing 5 billion dollar market. 


editorial 
format 


Aimed at the “new” sportsmen’s market, rep- 
resented by an increase of 15 million hunting 
and fishing licenses during the years 1945 to 
1950. Technical information is presented in 
interesting, non-technical language. Plenty of 
pictures and “how to” articles. 


terrific reader loyalty, increased 
number of readers, greater. 
pulling power for advertisers ! 


CHICAGO © 612 N. Michigan Ave. © SU 7-1585 
NEW YORK © 55 W. 42nd St. © CH 4-3740 


SAN FRANCISCO © 57 Post St. © SU 1-5568 
; LOS ANGELES © 2330 W. Third St. © DU 7-4388 
MIAMI BEACH © 420 Lincoln Road © 58-0269 


of any magazine in the 


HA 6-1913 


advertising 
results 


617 advertisers in 13 classifications during the 
first six months of 1951. Advertising pages 
far in excess of previous years. Reader re- 
sponse immediate and tremendous because of 
intense interest in editorial and advertising 


material. 


reader 


acceptance 


“New” sportsmen recognize and appreciate a 
magazine that shows them how to get more 
out of the sport of their selection. Reader sug- 
gestions on editorial matter prove the loyalty 
and intensity of readership. 


MOUNTING 
€F/SHING 


COMBINED WITH OUTDOORSMAN | 


Guarantee: 850,000 A. B. C. 
now delivering a substantial bonus! 
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Ohio State Lines Up Speakers for Eighth 
Annual Ad and Sales Promotion Conference 


CoLtumsus, O., Sept. 18—“Ad- 
justing Advertising to Today's 
Conditions” will be the theme of 
the eighth annual Ohio State Uni- 
versity Advertising and Sales Pro- 
motion Conference, to be held at 
the Fort Hayes Hotel here Oct. 
19 and 20 

Highlight of the conference will 
be a luncheon address by Charles 
Sawyer, Secretary of Commerce, 
on current economic conditions 
and prospects. The sessions before 
and after the luncheon will be de- 
voted to clinics on newspaper, ra- 
dio, television, retail and industrial 


Save with $1.0° art 


$1 buys the prestige of top 
= agency art for your ad under 
our repro plan. Select from 4000 

\A subjects pay only $1 for those you 

use. Recognized agencies, Natl. Ad Mgrs 

write for free brochure & “use” agreement 


STIVERS sTUDIO 
L llal 


* SAN PRANCISCO 5. CALIF 


advertising and advertising agen- 
cy management. 

Allen B. Sikes of the Bureau of 
Advertising, American Newspaper 
Publishers Assn., will keynote the 
newspaper clinic with an analysis 
of what kind of people read what 
kind of ads. An address on ad- 
justing radio advertising to today’s 
conditions by John Karol, v. p. in 
charge of sales for CBS Radio Di- 
vision, will feature the radio ad- 
vertising clinic. 


ws Charles Nichols, president of 
G. M. McKelvey Co., Youngs- 
town, O., will address the retail 
advertising clinic on challenges to 
retail advertising in the coming 
six months. Robert Reuschle, man- 
ager of the time buyer’s depart- 
ment at McCann-Erickson, will 
keynote the TV advertising clinic 
with an address on “How to Buy 
Television Advertising Today.” 
“Adjusting Agency Operations 


to Today’s Conditions” will be the 
topic of a keynote address at the 
advertising agency clinic, to be 
given by a speaker who will be 
announced later. The industrial ad 
clinic will feature an address on 
“Industrial Advertising Today and 
Tomorrow” by Wilmer H. Cordes, 
general staff manager of Ameri- 
can Steel & Wire Co., Cleveland. 


s Principal sponsor of the confer- 
ence is the college of commerce of 
the university; co-sponsors are 
Fifth District, Advertising Federa- 
tion of America, with its member 
adclubs, and Ohio trade and pro- 
fessional associations, including 
Ohio Assn. of Broadcasters, Ohio 
Newspaper Assn., Ohio Council of 
Retail Merchants; industrial ad- 
vertising chapters in Ohio and 
Ohio chapters of American Assn. 
of Advertising Agencies. 

Franklyn Hawkins, ad manager 
of Libbey-Owens-Ford and Fifth 
District, AFA, governor, and Elon 
G. Borton, AFA national presi- 
dent, will address the conference 
on behalf of AFA. 


Advertising Age, September 24, 1951 


Ecusta Forms Two Divisions 


Norman H. Collisson, a v.p., 
has been named general mana- 
ger of the new Olin cellophane 
division of Ecusta Paper Corp., 
Pisgah Forest, N. C., and Law- 
rence F. Dixon has been given 
a similar post with the new Ecusta 
paper division. John Wesley 
Hanes, president of Ecusta and 
v. p. of the parent Olin Industries, 
has been appointed administrator 
of the new divisions. James L. 
Spencer has been named sales 
manager of the cellophane divi- 
sion and R. E. Matthews of the 
paper division. 


Six Appoint Vick Knight 

Vick Knight Inc., Los Angeles, 
has been named agency for the 
following accounts: California 
Hollyvogue Tie Co.; Joe Kaufman 
Productions, for the Joan Crawford 
movie, “Sudden Fear”; Reuben 
Barker Co., for Miracle Massager; 
Held & Gustafson, for M-G oil and 
M-G Thorobred race horse oil, 
California Projects Inc., for Bing 
Crosby Research Foundation’s cof- 
fee can opener, and Pollock Co., 
for Peekaboots plastic rain boots. 


~ 


Samples 
WHO 


Dear Mr. Shelley: 

I received a copy of news mention of 
my husband, Marine Lieutenant Donald 
Houge's survival of his fourth plane 
accident as reported on your 10:15 news 
broadcast on April 6th. 

I'm sure that in instituting this service 
from your station you fully appreciate 
the great kindness you are performing to 
many war-burdened people. 

In this instance [| had three days of 
mental anguish trying to trace a report 
appearing in an Omaha paper on April 
3rd. And to this date | have never had 
any acknowledgment of a wire | sent to 
this paper requesting information. 

There are times when civilian re- 
serves, such as my husband was up to 
\ugust 1, 1950, have occasion to feel 
embittered by the turn of their lives and 
fortunes, but such actions as this from 
your station makes things much easier 
to face knowing that there are persons 
concerned with the welfare of affected 

tamiles 

Thank you for your kindness. 

Sincerely, 
Mrs. Don Houce 
Aberdeen, S. D. 


Editor’s Note: Shortly after the out- 
break of the Korean War, WHO began 
making copies of all broadcast news 
items concerning lowa-l’lus personnel in 
Korea. We mail these copies to the 
l’ostmaster in the serviceman’s home 
town with the request that they be de- 
liwered to his nearest relatives. 


Dear Mr. Loyet: 

Please accept the thanks of the Na- 
tional Safety Council for the cooperation 
of your station and Messrs. Kenneth 

(feller, Del Donahoo, and Jack Ker- 
rigan in connection with a “Green Cross 
Song Festival” broadcast from your city 
on April 21 

The National Safety Council has long 
since learned that it can depend upon 
WHO for full-hearted public interest 
support of its nation-wide campaign to 
prevent accidents. Your cooperation in 
connection with the Festival series is 
just another example of this continuing 
service to safety. 

Very truly yours, 
, 
Nep H. DEARBORN 
President 
National Safety Council 
Chicago 


Dear Sir 
1 appreciate your 8:00 a.m. Weather 


Report. Believe it is best report on air. 
A real help to farmers. Keep it on the 
air, 


Yours truly, 
Joun C, CAMERON 
Wayland, Mo 


Gentlemen: 


On behalf of the local American Le-* 


gion post and all posts in Greene County, 
we wish to extend to all concerned our 
thanks and appreciation for the an- 
nouncing of our meeting postponed. We 


realize how powerful you are and the | 


value of time allowed for us. 

We received great results; only two 
families showed up out of a possible 500. 
Very truly yours, 

Bit PEARCE 
County Commander 
United Food Markets 


Jefferson, lowa 


Dear Mr. Shelley: 

The Overseas ‘Affairs Branch, Depart- 
ment of the Army, is very appreciative 
of the public service time given by your 
station in aiding our recruitment of 
civilians for overseas service. 

Please accept my personal thanks and 
that of the Department for your co- 
operation and assistance. 

Sincerely yours, 
Joun H. PLatrrensurc 
Representative 
Overseas Affairs Branch 
Department of the Army 
Civilian Personnel Division 
Chicago 


To the News Staff of Radio WHO: 
Just a few lines of “fan mail” in ap- 

preciation of the way the news men at 

WHO compile and present the news 


| We are a farm family, and having little 


time to read much in the summer 
months, especially, we really enjoy the 
concise accounts of the news, and try to 
hear the 7:30 am. and 12:30 p.m. 
periods, particularly. 

Somehow, you have a secret for in- 
jecting into the news a live spark that 
makes the news so meaningful and 
easily understood We have often 
agreed that the same news heard within 
the hour on other broadcasts (other 
stations) just doesn't sound like the 
same news—and often sounds as if the 
newsmen were bored, or tired of reading. 

On one of Jack Shelley’s noon broad- 
casts, he stopped midway to say, “Now, 
Clay Rusk”—Our 3 year old, Glenn, who 
was sitting at the dinner table and who 
has often been cautioned about playing 
too hard and rough, reached over and 
patted his mother’s shoulder and _ said, 

“Mom, the man said ‘Now, play rough!’” 

Our thanks again. 

Regular listeners, 
Mr. & Mrs. Racpu SCHULTZ 


Kiron, lowa 


Fa professional advertising men, we suppose, have 
ever written a personal letter to a radio station. There- 
fore it may be difficult for you to realize why WHO 
gets mailbags of personal letters—to understand the 
feelings of friendship and inter-dependence that exist 
between WHO and its listeners. . . . 


Read these few typical letters, and we believe you'll get 
some new ideas of what WHO means in Iowa Plus— 
what WHO can mean to advertisers, too... . 


WiilO© 


+ for lowa PLUS + 


Des Moines . . . 50,000 Watts 


Col. B. J. Palmer, President 
P. A. Loyet, Resident Manager 


FREE & PETERS, INC., National Representatives 


Davenport Papers 
Agree to Merger 
and Morning Daily 


Davenport, Ia., Sept. 17—Stock- 
holders of the Times Co., pub- 
lisher of the Davenport Times, and 
the Democrat Publishing Co., 
which issues the Davenport Dem- 
ocrat, have approved plans to 
merge the two evening newspa- 
pers and to issue the Democrat as 
a morning paper, beginning Oct. 
2. 


The new company will be known 
as Davenport Newspapers Inc., 
and will eliminate duplicated 
mechanical facilities, meanwhile 
retaining separate editcrial staffs 
on the two papers. 

According to P. D. Adler, pub- 
lisher of the Times, the move was 
a direct result of a “ruinous rise 
in newspaper operating costs in 
recent years.” 

“Canadian newsprint,” he con- 
tinued, “in 1941 was laid down in 
Davenport at $50 a ton; today this 
same ton of Canadian paper costs 
$117 a ton, and every publisher 
faced with mill rationing has to 
supplement his paper supply with 
some cars of paper bought on the 
‘open’ market at $280 to $320 a 
ton delivered. 


e “The Times and Democrat con- 
sume over 4,000 tons of newsprint 
a year,” he said, “so paper costs 
have added $268,000 to $300,000 a 
year to publishing costs in ten 
years’ time.” 

Rehabilitation and remodeling 
of the four-story Perry St. build- 
ing will begin Oct. 1, in the hope 
that it can be completed by next 
February. 

The first issue of the lew morn- 
ing Democrat will appear Oct. 2. 
The Sunday Democrat will become 
the Sunday Democrat & Times 
and will feature an expanded 
comics section and added features. 

Officers of the corporation are 
Lee P. Loomis of Mason City, Ia., 
president; Philip D. Adler, present 
publisher of the Times, and David 
Richardson, v. p.s; L. M. Turnbull, 
present publisher of the Democrat, 
secretary-treasurer; Dave K. Gott- 
lieb, assistant treasurer, and Ellen 
Thompson, assistant secretary. Mr. 
Adler continues as publisher of the 
Times and Mr. Turnbull continues 
as publisher of the morning Demo- 
crat and Sunday Democrat & 
Times. 


Don Lee Retains KFI People 


Don Lee Broadcasting System, 
Los Angeles, has retained most of 
the personnel of KFI-TV, Los 
Angeles, which it recently pur- 
chased and is operating as KHJ- 
TV. Included is George Whitney, 
formerly general manager of KFI- 
TV, who has been named Don Lee 
v.p. in charge of TV sales. Don 
Lee employes transferred to KHJ- 
TV include Ward Ingrim, execu- 
tive v.p.; Tony LaFrano, director 
of operations; Herb Smith, produc- 
tion business manager, and Jim 
Parsons, who has moved from pub- 
lic relations director of the radio 
net to PR chief for TV. 


To Honor Alberto Gainza Paz 
A testimonial dinner honoring 
Dr. Alberto Gainza Paz, editor and 
publisher of La Prensa, Buenos 
Aires, Argentina, will be held Sept. 
28 in the Stevens Hotel, Chicago. 
Sponsors are the Chicago News- 
paper Publishers Assn.; American 
Newspaper Publishers Assn.; Chi- 
cago Press Club; Chicago Press 
Veterans Assn.; Inland Daily Press 
Assn.; Headline Club, and mid- 
western members of the American 
Society of Newspaper Editors. 


Snedaker to Roberts Agency 

Frank C. Snedaker & Co., Phila- 
delphia maker of kitchen cabinets, 
has switched its account from 
Gray & Rogers to Wil Roberts Ad- 
vertising, Philadelphia. Fidelity 
Productions, Philadelphia tran- 
scriber of radio programs, also has 
appointed Roberts. 
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Greatest coverage where most of 
your best retailers operate 


e@ Most of your best dealers are bound to be located where 
the best sales opportunities exist—in places where more 
and better customers are concentrated. Good dealers search 
out this combination and thrive on it. And more than half 
the dealers of America must count heavily on rural 
customers. 


Choose your own yardstick—gross farm income, net 
farm income, ownership of cars, trucks and tractors or, 
level of farm family living. The Bureau of the Census and 
the Bureau of Agricultural Economics will tell you which 
states and which counties are above average in farm pros- 
perity. You'll find your best dealers are located where 
farming is best. 


Then examine the circulation statements and the county 
counts of the leading farm magazines. You'll find that 
FARM JOURNAL is biggest where most of your best dealers 
operate. 


Just one more reason why you get more out of your 
advertising dollar in FARM JOURNAL. * 


FARM JOURNAL DOES WHAT 
~ NO OTHER MAGAZINE CAN DC 


Here’s what 


FARM JOURNAL 


alone gives 


READERS + ADVERTISERS 


1. 
2. 


3. 


4. 


- 


* RETAILERS 


The only farm magazine printed 
on news magazine presses 


Only Farm Journal contains The 
Farmer’s Wife — THE complete 
women’s service magazine written 
expressly for rural homemakers 


Most merchandisable magazine 
in Rural America 


First choice of the people 
of Rural America 


Preferred by County Agents and 
Home Demonstration Agents 


Largest on-the-farm circulation 
of any farm publication 


The magazine farm families 
depend upon 


Largest selling magazine among 
the millions of families who live 
beyond TV 


The only national farm magazine 
reader-checked every issue by Starch 
Advertisement Readership Service 


Lowest cost per delivered reader 
of any farm magazine 


First with advertisers who count 
results 


Covers more subjects of interest 
to everyone on the farm 


Greatest circulation of any 
magazine in Rural America 


Covers more of the best farms 


Greatest coverage where most of 
your best retailers operate 


Largest on-location, in-the-fie!d, 
full time editorial staff 


aa 


— 


NO WONDER FARM JOURNAL 
1S THE LARGEST SELLING 
MAGAZINE OF ALL WHERE 
A VERY IMPORTANT HALF OF THE 
CONSUMERS OF AMERICA LIVE! 
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O advertisers of consumer 

goods and services, the better 
half is the feminine half...and 
the feminine halves of more thar. 
700,000 New York families read 
and shop the Journal-American. 

Carried home in the evening 
to 43 of every 100 homes where 
a metropolitan evening paper is 
read, the Journal-American reaches 


es YORK 


43 of every 100 


families who read a New York 
evening newspaper read the 
home-going Journal-American 


an immense audience of women... 
places your sales messages in 
position to influence the family 
purchasing agent. 

For family selling effectiveness, 
you can't find a better medium than 
a home-going newspaper...and in 
New York, the largest home-going 


newspaper by far is the evening 
Journal-American. 
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Advertisers Doing a Better Job of Selling 
Their Products to Women: Mrs. Rindlaub 


PHILADELPHIA, Sept. 18—Adver- 
tisers are doing an increasingly 
intelligent job of selling their con- 


sumer products to women, Jean 
Wade Rindlaub, v.p. of Batten, 
tarton, Durstine & Osborn, told 


he Philadelphia Club of Advertis- 
ing Women last Thursday 
Food advertisers have been espe- 


= |'M LOOKING for 
A SPECIAL JOB.. 


oe in an agency, 
radio, TV, retail 
odv., industrial 
adv., etc., where | 
can place any num- 
ber of top odvertis- 
ing men who hove 
with me for relocation. Write for 
my free ‘Availability Bulletin’. Numbers 
will represent applicants’ names. Please 
use your company letterhead. Confidential. 
Jeanne, Advertising Personnel 
Placement Div 
1309 S. Detroit, Tulsa, Oklahoma 


filed 


5.9449 


cially outstanding in this respect, 
she said. “Food advertisers have 
found out that women don’t want 
to see raw food about to be cvoked. 
They have found out that women 
never get tired of looking at reci-| 
pes.” 

Household goods manufacturers 
were also singled out for doing a 
“pretty simple, direct and practical | 
job of helping the woman be ; 
better housekeeper.” Fashion ad- 
vertisers, on the other hand, were 
criticized for being of little help | 
in letting women know where they 
can buy other than high fashion | 
clothes | 


e Mrs. Rindlaub, who was named 
Advertising Woman of the Year 
by the Advertising Federation of 
America last June, also suggested 
that advertising women take a 
close look at themselves as adver- 


being distributed 


tude toward her job and herself; 
(2) ask herself if she is warm and 
human in her professional rela- 
tionships; (3) find out how mature 
she is; (4) ask herself whether she 
thinks things through properly, 
and (5) consider whether she be- 
lieves in herself. 

As a new club program feature 
this year, a special monthly award 


| was presented to the “PCAW Man 


of the Month”’—in this case to 
Graham Patterson, publisher of 
Farm Journal and Pathfinder. 


‘| Adds Mountain Edition 


Western Family, Los Angeles, 
has added a Mountain edition, now 
through De- 
pendable Wholesale stores, Boise, 
Ida.; Associated Food stores, Salt 
Lake City, and U. R. M. stores, 
Spokane, Wash. Circulation in- 


crease for the combined editions 
is expected to be 75,000. 


Supports Newspaper Week 


Kiwanis International, Chicago, 


Advertising Age, September 24, 1951 


IN PANAMA—Mrs. Val Feely, v.p. of 
Grant Advertising, who stopped off in 
| Panama during a recent tour of Central 
| America, is shown here with Raul Gaste- 
| ezoro, manager of Grant’s Panama of- 
| fice, at the new resort hotel El Panama. 


has mailed kits to aid observance | The kit contains background infor- 
| of National Newspaper Week, Oct. mation on the week, program sug- 


tising people. Each adwoman, she | |-8, to 3,325 Kiwanis clubs in the gestions and research material for 
said, should (1) analyze her atti-| U. S., Canada, Alaska and Hawaii. speeches. 


IT'S EASY WITH 
THE 


RIGHT COMBINATION! 


Fall sales will ‘rise and shine” for the advertiser who puts 
@ good combination to work. In the two billion dollar 
Memphis Market, South's greatest trade area, we sug- 
gest the advertising columns of BOTH Memphis News- 
papers as the RIGHT COMBINATION for a wide-awake 
selling job every season of the year. Take advantage of 


the combined daily circulation of your Memphis Press- 
Scimitar and The Commercial Appeal, today reaching 
more than 337,883* families in 76 counties of four states, 
at an optional daily combination rate saving to you. It's 
easy to get results with the Right Combination! 


*ABC Audit, March 31, 195! 
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THE COMMERCIAL APPEAL 
MEMPHIS PRESS-SCIMITAR 


SCRIPPS-HOWARD NEWSPAPERS 


"Mrs. Philadelphia’ 
Contest on TV Helps 
Boost NO-IF Sales 


PHILADELPHIA, Sept. 18—A tele- 
vision contest to select Mrs. Phila- 
delphia of 1952 has succeeded in 
booming sales of NO-IF, a new 
spray for athlete’s foot that was 
placed on the market here six 
weeks ago by Pure Drug & Chemi- 
cal Corp. 

The NO-IF test campaign started 
with a half-hour TV show on Aug. 
3. A voting coupon was printed in 
the Philadelphia Daily News and 
viewers were invited to select the 
housewife with the most beauty 
and homemaking ability. 

In the final two weeks that the 
program was on, 5,000 packages of 
NO-IF were sold at $1.89, Pure 
Drug reports. 


@ The company and its agency, 
Lohmeyer-Adleman, decided to 
concentrate the budget on televi- 
sion for launching NO-IF because 
a once-a-week TV show costs “less 
than 1,000 lines of newspaper space 
in either of Philadelphia’s two 
largest dailies.” 

The Mrs. Philadelphia show was 
the major item in Pure Drug’s 
initial budget for NO-IF, costing 
about $1,020 for each half hour. 
The TV show was supplemented 
by small ads in each of the city’s 
three newspapers and a one-min- 
ute participating sponsorship on 
the KYW radio show entitled 
“Feature Drugs.” 

Plans for future promotion of 
NO-IF call for small space news- 
paper ads, car cards on main trol- 
ley lines, radio and television pro- 
grams, and general publicity. 


Fuller to Keynote DMAA 

Walter D. Fuller, chairman of 
the board of Curtis Publishing 
Co., will be the keynote speaker 
at the 34th annual conference of 
the Direct Mail Advertising Assn., 
to be held at the Hotel Schroeder, 
Milwaukee, Oct. 17-19. Conference 
program chairman Arthur A. Wet- 
zel, president of Wetzel Bros., Mil- 
waukee creative printer, has not 
yet announced the rest of the 
speakers. 


Holeproof Hosiery Promotes 

Holeproof Hosiery Co. of Can- 
ada, London, Ont., will tie in with 
the royal visit to Canada this fall 
with a campaign centered around 
its Your Highness shade, especially 
created for the event. Newspapers 
and trade publications will be used. 
The company also will promote its 
new Candy Stripe heel panel. 
Walsh Advertising Co., Toronto, is 
the agency. 


Sears Signs First TV Show 


Sears, Roebuck & Co., Los An- 
geles, has signed the new “Dude 
Martin Show” on KTTV, Los An- 
geles. The western variety hour 
is the first TV program sponsored 
by Sears and coincides with the 
opening of a new store in the San 
Fernando Valley area. Mayers Co., 
Los Angeles, is the agency. 


Commences Book Drive 

Book Presentations, Owen 
Sound, Ont., is opening its fall 
campaign with four-color pages in 
Canadian weekend papers for the 
Popular Mechanics’ “Mr. Fix-It” 
book. Walsh Advertising Co., To- 
ronto, is the agency 


Superior Cloak Campaigns 

Fall and winter advertising for 
Superior Cloak Co., maker of Pos- 
luns suits and coats, will include 
600-line ads in Canadian dailies. 
Walsh Advertising Co., Toronto, 
is the agency. 


JUST ASK FOR MARIE: 

Call WAbash 2-8655 and ask for 
Marie Maize on your next multi- 
graph, mimeograph, addressing or 
mailing job + pick-up and de- 
livery, fast and accurate work. plenty 
of experienced rsonnel, cha 

always in line ThE LETTER SHOP. 
Inc., 431 S. Dearborn St., Chicago 5 
(Now in our 23rd su 1 year.) 
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one moment, 


please! Advertising revenue for October 1951 issues of Dell Modern 
Group is the highest in five years. 


Circulation for the first half 1951 is up 250,000 a month, for an 
average of 2,720,000. 


There are lots of reasons for this: Chief one is quality. 
Thanks for your time. 


Modert Romences 


America’s Youngest America's Top America’s Only 
Married Woman Audience Screen Magazine Screen Fiction Magazine 
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Post Cereals Buys Radio, 
TV Rights to Roy Rogers 

Post Cereals Division, New 
York, has signed a_ three-year 
contract for exclusive radio-TV 
services of Roy Rogers, his wife 
Dale Evans, and his horse “Trig- 


ger.” 
The agreement, through Ben- 

ton & Bowles, covers live and 

taped radio programs, live and agency 


filmed TV programs and guest ap- Francisco. 


pearances on other General Foods 
radio and video shows and is can- 
celable in the event of Roy Rogers 
movies being shown on television. 
A radio show is set for fall, and 
TV will follow in late December— 
both on NBC. 


Parsons Opens Agency 


John B. Parsons has opened an 
at 450 Sutter 


Contest Launched 


for Magazine Rack 


New York, Sept. 17—The Na- 
tional Assn. of Magazine Pub- 
lishers’ contest for better maga- 
zine rack design got under way 
this week as a booklet outlining the 
rules of competition went out to 
architects, industrial designers and 
store fixture designers. 


St., San 


Home Heating — Commercial — Industrial 
FUELOIL & OL HEAT ¢ 232 Madison Ave. 
NEW YORK 16, N.Y, Phone LExington 2-4566 


The contest, first broached at 
the NAMP convention in Septem- 
ber, 1950, is held in collaboration 
with Magazine of Building, which 
announced the contest in its July 
issue. 

The contest offers more than 
$6,500 in prizes, with entries 
judged in four classifications—de- 
signs for drug stores; hotels, of- 
fice lobbies and terminals; super- 


cigar and stationery stores. 

It represents a new effort by 
magazine publishers to 
architects and designers in in- 


stallations which not only will be 


| Products, 


markets; and department stores, 
| Ampion to Richard Agency 


interest | 


attractive but which also will de- 
velop maximum sales potential for 
the space allocated to magazines. 
Prizes will be awarded to coop- 
erating distributors in each classi- 
fication. 


Forms Parker's Products 


Don Parker, formerly a partner 
in the old Butler, Parker & New- 
lin Advertising Agency, Portland, 
Ore., is now heading Parker's 
Portland, producing a 
new Swing Horse toy. Schultz & 
Associates, Portland, has been ap- 
pointed agency. 


Seiden Joins Roberts Paint 

Henry Seiden, formerly with 
Ben Sackheim Inc., New York 
agency, has been appointed adver- 
tising and sales promotion man- 
ager of Roberts Paint Corp., New 
York. 


Ampion Corp., Long Island City 
manufacturer of sanitary chem- 
icals, has appointed Richard- 
Lewis, New York, as its agency. 


_ wrens! 
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Only LIFE International has such impact 


on the world’s influential citizens 


Opera Patron John Christie and pet 
pug relax... and the entertaining picture- 
and-word story of Christie's British Mozart 
Festival is carried to influential readers 
around the world in the international edi- 


tion of LIFE. 


With a circulation of over 300,000 and 
an average of 10 readers per copy, LIFE 
International's picture impact on the world 


PRs Re wy tin 


C. F. Rork, export sales manager of The 
Electric Auto-Lite Company says: “We use 
LIFE International because of the high buying 
power of its readers, 57% of whom are car 


owners.” 


EXPORT ADVERTISERS APPRAISE LIFE INTERNATIONAL 


every other week is unmatched by any 
other magazine. 92% of circulation goes 
to those in business, government, and the 


professic ns. 


can be used. 


LIFE International’s single world-wide 
edition has the largest page size and low- 
est cost per thousand circulation among Eng- 
lish language consumer and trade maga- 
zines overseas. The quality of four color 


J. C. Speirs of Standard Brands Interna- 
tional comments: “We like LIFE Interna- 
tional’s 10 readers per copy and its coverage 
of the top economic groups that influence food 
buying.” 


Plan to attend the Third International Advertising Convention, 
The Plaza Hotel, New York City—October 4th and 5th. 


reproduction is outstanding; and, of course, 
advertising plates from the U.S. edition 


Overseas advertisers are investing an 
ever increasing number of dollars-for- 
selling-abroad in LIFE International. In 
fact. total advertising linage for the first 
eight months of 1951 is up 75° over the 
same period in 1950. 


EDITION 


9 Rockefeller Plaza, New York 20, N. Y. 


Conventions 


Sept. 23-26. Western States Classified 
Conference, Hotel Santa Rosa, Santa 
Rosa, Cal 

Sept. 23-28. Advertising Specialty Na- 


tional Assn., annual convention and Spe- 
cialty Fair, Palmer House, Chicago 
Sept. 24-26. Southern Newspaper Pub- 


lishers Assn., Arlington Hotel, Hot 
Springs, Ark 
Sept. 24-26. Assn. of National Adver- 


tisers, annual meeting, Hotel Plaza, New 
York 

Oct. 4-5. Continental Advertising Agen- 
cy Network, 19th annual meeting, Phila- 
deiphia 

Oct. 4-5. Export Advertising Assn., 3rd 
annual international convention, Hotel 
Plaza, New York 

Oct. 5-6. Pennsylvania Newspaper Pub- 


lishers’ Assn., annual convention, Penn 
Harris Hotel, Harrisburg 
Oct. 5-7. Second District, Advertising 


Federation of America, 
Wilkes Barre, Pa 

Oct. 7-9. Tenth District, Advertising 
Federation of America, Washington-You- 
ree Hotel, Shreveport, La 

Oct. 11. National Assn 
Publishers, fall meeting, 
Country Club, Rye, N. ¥ 

Oct. 13-16. Mail Advertising Service 
Assn., 30th annual convention, Schroeder 
Hotel, Milwaukee 

Oct. 15-16. Boston Conference on Dis- 
tribution, 23rd annual forum, Hotel Stat- 
ler, Boston 


Sterling Hotel, 


of Magazine 
Westchester 


Oct. 15-16. Inland Daily Press Assn., 
67th annual meeting, Congress Hotel, 
Chicago. 


Oct. 16-19. Affiliated Advertising Agen- 
cies Network, annual meeting, Sheraton 
Hotel, St. Louis 

Oct. 17-19. Direct 
Assn., 34th annual 
Schroeder, Milwaukee 

Oct. 18-20. Pacific Council, 


Mail Advertising 
conference, Hotel 


American 


Assn. of Advertising Agencies, Coronado, 
Cal 

Oct. 19-20. Fifth District, Advertising 
Federation of America, Fort Hayes Hotel, 
Columbus, O. 

Oct 22-23 Agricultural Publishers 
Assn., annual meeting, Chicago. 


Oct. 24-25. Ohio Assn. of Broadcasters, 


fall meeting, Hotel Carter, Cleveland. 

Oct. 24-27. Printing Industry of Amer- 
ica, annual convention, Hotel Statler, 
Boston 

Oct. 25-26. Audit Bureau of Circula- 
tions, annual meeting, Congress Hotel, 
Chicago 

Oct. 25-27. Advertising Typographers of 


America, 25th annual convention, 
Nacional, Havana, Cuba 
Oct. 25-26. Central Council, American 
Assn. of Advertising Agencies, Chicago 
Oct. 27-28. Intercity Conference of 
Women's Advertising Clubs, AFA, Tole- 


Hotel 


Oct. 28-31. Life Insurance Advertisers 
» annual meeting, Williamsburg, Va 

Oct. 30-31. New York, New England 
and Atlantic Councils, American Assn 
of Advertising Agencies, New York. 


Nov. 12-13. First District, Advertising 
Federation of America, Boston. 

Nov. 12-15. Financial Public Relations 
Assn., annual convention, Hollywood 
Beach Hotel, Hollywood, Fla 

Nov. 13. Michigan Council, American 
Assn. of Advertising Agencies, Detroit. 

Nov. 18-19. National Business Publica- 


tions, annual meeting, Drake Hotel, Chi- 
cago. 

Nov. 18-20. National Newspaper Pro- 
motion Assn., central region meeting, 
Edgewater Beach Hotel, Chicago 

Nov. 20. Controlled Circulation Audit, 
annual meeting, Drake Hotel, Chicago 

Dec. 27-29. American Marketing Assn., 
winter conference, Hotel Kenmore, Bos- 
ton. 

Jan. 20-23, 1952. Newspaper Advertis- 
ing Executives Assn., Edgewater Beach 
Hotel, Chicago. 


Jan. 24-26, 1952. Advertising Assn. of 
the West, midwinter conference, Oak- 
land, Cal. 


Jan. 25-26, 1952. Assn. of Railroad Ad- 
vertising Managers, St. Louis. 

June 8-11, 1952. Advertising Federation 
of America, 48th annual convention and 
exhibit, Waldorf-Astoria Hotel, New York 

June 22-26, 1952. Advertising Assn. of 


the West, annual convention, Olympic 
Hotel, Seattle 
June 29-July 2, 1952. National Indus- 


trial Advertisers Assn., annual conference, 
Palmer House, Chicago 


Needham, Louis Names Two 

_ John Dennison, formerly v.p. 
in charge of copy of Klau-Van 
Pietersom-Dunlap Associates, 
Milwaukee, and Joseph Stodola, 
previously copy director of Jim 
Baker Associates, Milwaukee, 
have joined the copy staff of 
Needham, Louis & Brorby, 
Chicago. 


Bruck Regains Croton Watch 

Croton Watch Co., New York, 
has reappointed Franklin Bruck 
Advertising Corp., New York, as 
its agency. A new campaign will 
feature Croton Aquamatic and 
other waterproof models. Doyle 
Dane Bernbach, New York, is the 
previous agency. 
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August Advertising Pages and Linage in National Magazines 


1381 


Weeklies, Bi-Weeklies, Semi-Monthlies 


*Capper's Weekly .......... 3.0 
*Christian Advocate ........ 16.2 
a 100.6 
—— Sr 59.0 
Grit .. 13.3 
life .. 246.8 
Look . 98.9 
New Yorker 1715 
Newsweek .. 197.5 
Pathfinder .. 39.9 
#8 * Quick 27.0 
Saturday Evening Post ..... 258.2 
"Saturday Review of 
ES 31.3 
qeoertion BED. ccecsceceses 26.3 
WED wnncdcscvecese 252.0 
ir S. News & World 
dbbebakttehincned 128.5 
ber Group 1,643.0 


Official Figures as Compiled by Publishers’ Information Bureau 


Publications with an * report directly to ApvERTISING AGE 


A i a. =: @© = “ue oe 
n, -Aug. jan. -Aug. . q in. -Aug. 
1980 1951 1950 1954 1950 asi" 
3.4 6.6 36. 6,789 7.650 82.053 82,343 
66 1753 1435 6717 6920 72519 59.479 | 
118.9 1,088.0 1,019. ‘358 © 80.820 712.406 «42 «692.845 
70.1 659.2 6730 25.291 30.029 282692 288.737 
181 1232 1544 14003 19.042 129.377 162.141 
2389 25021 2.3727 167.744 162305 1.700653 1,612. 
1381 10190 "9552 67.241 93883 692.758 649.270 
166.3 2,028.8 1,961.7 73531 71302 870158 841.024 
163.2 18656 1.6263 8&2. 68.450 783.589 "306 
352 326.7 3539 16.747 15141 1371349 151914 
1102180 24.0 need pose oe 
273.0 2,749.7 2,740.1 175,454 185,557 1,868,889 1,862,519 
27.6 387.0 3923 13,144 11581 165,582 168,036 
300 2184 2344 28 32580 237.071 254, 
1922 24187 2,358 105.773 80.693 1,015,382 896.581 
74.0 1,015.2 730.4 54,000 31.078 426,145 + —-298,097 
15656 165735 155298 906214 897,031 5176422 &701,958 


tTwo issues in August 1951; three issues in August 1950. #Not ay in totals. ines qenating advertising in April 


1950; only full-page units accepted. 
Women’s 


*American Family .......... 9.6 
Better Living ....... 214 
*Everywoman’s .......... 27.6 
.  ) _=aeeuere 46.8 
Good Housekeeping ...... 95.2 
*Holland’s Magazine ...... 10.0 
END ccccosccesccccs 29.2 
Ladies’ Home Journal ..... 711 
McCall's Magazine .......... 66.3 
Parents’ Magazine 55.0 
MED wecceccecccs 206.8 
oday’s Woman ........ 44.1 


*Western Family: 
Southwest Edition ...... . 28.4 


4ZNo. Calif. Edition ... 27.1 
Northwest Edition ...... 27.9 
SE GE acewccccncce 48.8 
Woman's Home Companion . . 610 
Total Group .......... 772.3 


Not included in totals. “Started oetetiee with 4 1951 —_, 


note at end of linage tabulation. “Started 


General 


*American Forests .. 115 
American Legion .......... 12.9 
American Magazine . 20.8 
SE Siiinenieue 14.0 
Atlantic Monthly ..... 42.2 
*Christian Herald . . 23.5 
SED. wenceccsersen 3.2 
ll tetihietknapir erase 17.0 
Cosmopolitan ...... 33.2 
t*Eagle Magazine ........ 5.1 
CE .645.0600606 0000000 49.4 
Elks Magazine 6.3 
SEE ceccceseseses yeas s 33.4 
LO 15.7 
SE heiihésceneuswess 20.5 
Harper's Magazine ...... 13.4 
eee 33.9 
*Improvement Era ......... 24.5 
*Motor Boating baie 61.3 
National Geographic sae aenarae 215 
Cy MEE sescveccessoces 23.1 
0 ‘ 12.8 
Redbook Magazine ......... 23.1 
t* Rotarian EE ee 54 
c Sy 10.4 
be 7.8 
51.0 

15.9 

_ 611 


Total Group “628.4 


Not included in totals. tJuly-August issues combined. 


{Five issues in 


August 1951; 


75.1 
8 


Renee 
BOSESRED 


PVN WOVRWAYVIOUNOOBYONWOMANACUN 


POR aS ePORESRIR SSB ata sn 


BSruubuRSs BRS 
CONYRKVOAUse Ores 


BBES S & 
owro fo Ww 


Home 
American Home ........... 46.9 
Better Homes & & Gardens 87.2 
House Beautiful .... 53.3 
House & Garden .......... 36.4 
eS eee 15.5 
Sunset Magazine ........... 66.2 
Total Group ...... 290.0 
Not included in totals. “{No “January 1950 issue. 
Fashion 
eae 93.3 
Glamour 118.6 
Harper's |S 110.0 
Mademoiselle ........... 270.9 
| 185.6 
Se GD se cccsecncees 778.4 
Movie-Romance-Radio 
De!l Modern Group: 
Modern Romances ........ 30.1 
Modern Screen ........ 30.8 
Screen Stories .......... 29.2 
Fawcett Women's Group 
Motion Picture .......... 27.8 
True Confessions ...... 32.6 
Hillman Women's Group .... 10.6 
Hillman Movie Group ....... 41 
Ideal Women’s Group ....... 14.3 
Ideal Mevie Group ....... 6.2 
Ideal Romance Group 8.3 
Personal Romances ....... 0.7 
Screeniand Unit .......... 24.0 
*Secrets Romance Group: 
de omens svee 13.0 
18.5 
0.8 
22.0 
22.1 
22.5 
22.6 
47.2 


Total Group 385. 
Not included in totals. tChanged from bi-monthly to monthly effective February 1951; 
NOTE: Figures for each 
as a whole PLUS additional advertising carried by each individual publicat: 


Modern Industry 


Total Group 


ee ak a OO 


494.0 


saeRaeeen 
couCOnwreo 


496.1 


August 


59.0 4,123 3,125 32,235 25,350 
— 9,183 — 056 _ 
— 11,848 —— 85.994 
381.1 20,068 721 3,996 163,500 
1,095.4 40,797 42,072 451,980 465,580 
162.9 4,292 6,647 63,402 69,879 
357.1 12,494 5,626 145,259 155,890 
900.9 48,337 53,070 024 612,468 
527.3 45,072 5,503 375,960 358,841 
490.5 23,565 22,538 196,705 209,988 
840.1 140,568 30,962 555,690 571,295 
372.2 18,904 15,390 202,131 159,551 
31L5 12,203 13,418 8. 134,448 
— 11,631 — 111,491 — 
272.0 11,961 11,888 122,1 116,673 
433.7 20,888 19,219 214,835 186,066 
586.7 41,487 379 408,451 398,896 
6,518.4 432,798 415,670 3,541,506 3,511,752 
*Started publication with January 1951 issue. °See 
issue. 
110.8 4,830 6,580 48.636 46,522 
119.5 5,419 6,106 576 50,328 
272.8 8,750 9211 7,224 114,518 
110.9 6,012 4,538 135 47,551 
48.8 5,110 5,957 58,833 62,412 
285.6 10,090 10,116 120482 122/524 
50.7 2,156 4,130 26.899 34,497 
1410 3,094 2,730 28,756 25,662 
395.3 14,207 16,870 137,402 169,533 
38.9 2,145 2,768 14,261 16,271 
308.1 33,603 23,800 273,828 209,400 
75.4 2,720 3,738 30,342 32,324 
429.7 22,723 20,009 323,640 292,885 
178.6 10,786 13,703 114,241 122,919 
1 8,791 8,517 99,053 88,275 
2 5,616 7,036 55,337 69,676 
497.6 23,038 25,509 335,703 338,105 
235.3 10,503 11,162 97,833 100,931 
730.9 015 40,989 163 429,743 
307.5 5,119 5,896 68,757 73,139 
200.9 15,711 14,806 133,397 136,545 
161.0 5,470 5,719 71,081 69,079 
178.3 9,898 9,319 79,338 76,478 
518 2,282 1,865 23,026 22,249 
43.6 7,002 6,720 30,908 29,298 
59.5 3,325 2,712 5,756 25,543 
444.1 34,279 31,241 333,140 298,078 
242.6 6,822 8,459 98,251 104,141 
710.1 35,927 41,983 375,050 417,538 
6,819.1 332,296 342,701 3,556,873 3,580,595 
page size (429 lines) in 1950. 
457.2 29.639 24,121 1,04 288,935 
088.2 55,084 57,039 172 687,86 
748.3 33,660 37,048 472,153 472,472 
640.6 22.969 22,901 387,833 400,243 
156.0 9,746 7,310 169, 98,514 
559.6 27,815 24,065 279,257 235,016 
3,493.9 169,167 165,174 = 2,107,464 2,084,529 
493.9 40,007 30,244 261,936 211,937 
743.2 50,865 60.486 316,427 18, 
732.3 69.522 68.817 095 683 
794.6 116,224 260 359,917 341,015 
1,029.7 117,296 04,551 08.838 650,472 
3,793.7 393,914 359,358 2,145,213 1,985,009 
279.3 12,925 13,055 113,318 119,749 
288.1 13,181 15,078 115, 123,581 
257.9 12,499 12,848 100,209 110,625 
248.7 11,957 14,346 99,258 106,7 
317.3 14,030 16,095 127,648 136,137 
94.7 4,589 5,481 40,944 40,902 
52.4 1,779 3,12) 16,605 22,507 
98.1 6.144 5,195 48,742 239 
518 2,650 2,247 17,507 22,242 
60.6 3,563 2,462 29,710 26,031 
27.5 282 1,250 3,602 1,816 
165.7 10,291 8,583 88,526 71,127 
a 5.561 cae 44,158 — 
150.1 7,935 6.674 70,519 64,427 
327.7 13,201 17,427 129,228 140,563 
220.2 9.427 12,899 86,981 94.493 
232.7 9,485 13,345 89.895 99, 
226.3 9.643 B48 91,549 97,139 
245.1 9,716 13,338 95,383 105,193 
465.7 20,227 23,734 176,318 199,729 
3,659.8 165,589 193,352 1,470,743 1,570,605 


244.6 
32 


3,427.7 


not published during 1950. 


publication in the Dell, Fawcett and True Story ouse include all advertising carried by the groups 


2,410.6 143,362 7 1 1,011,534 
306.8 17,205 13,512 148,734 128,668 
242.6 7,938 9,051 114,390 101.884 
718.3 62.252 43,450 32,460 453,934 
616.8 55.055 47,201 417,956 79.5. 
247.7 7,468 9.606 77 101,741 

542.8 293,280 225,469 2,570,159 2,177,279 


57 


ae -- — - ines . 
Aug. A dan. -Aug. dan. -Aug. Aug. Aug dan.-Aug. Jan -Aug. 
1981 1 1951 1950 195. 1950 1951 1950 
Youth 
*The American Girl ....... 24.7 16.5 Mul 106.9 605 08S 60.881 45.854 
Boys’ Life occes 119 9.5 117.0 107.8 8.107 6,403 79.624 73,317 
='*Compact . 24.9 -—— 24.9 _ 532 4,532 —_ 
2 ~ Road -—— 5 55.5 62.5 —_ 1,074 23,773 26.790 
2"* ae 15.4 — _ 154 ae 2.803 —— _ 2,803 _— 
dl Group 6 “89 ~ 2147 Wwe 7i2 13, 140,505 “Tis. 
#Not included in totals. ‘Started publication in “July 1951; July- August issues combined. "No August 1951 issue. *Started 
publication in August 1951; August-September issues combined. 
Outdoor & Sports 
*American Rifleman ...... 4g9 49.0 356.2 375.6 20,994 21,016 152.816 161, 
Field & Stream 39.6 41.3 4516 517.6 16.969 17,728 193,752 222,042 
*Fur-Fish- iD. canepeenee 17.0 16.3 1515 165.1 7,294 6,971 64,913 70.698 
#t*Hunting & Fishing 23.9 a 218.4 — 10,234 — 93,664 
EE MN caecus see 39.7 34.6 424.5 453.8 16,996 14,868 182,160 194,697 
*Qutdoor Sportsman ........ 10.3 84 98.2 85.2 44% 3.605 054 %. 
Sports Afield ........ 37.3 399 4019 478.3 16,000 17,111 _ 172,385 _ 205,093 
Total Group ............ 192.8 189.5 1883.9 2,075.6 82.689 81,299 808.080 $90,175 
Not included in totals. {Combined with Outdoorsman effective February 1951. 
. . 
Magazine Linage Trend Fiowres in thousands 
WEEKLIES GENERAL 
1951 1951 
aus. [906 . auc (332 __] 
1950 1950 


— | 
Neue. — 


WOMEN'S 
1951 


Science & Mechanics 
Mechanix Illustrated .... 50.4 
Popular Mechanics ........ 97.8 
*Popular Science .......... 91. 
WS GED cccceccecccs 239.2 
Detective & Fiction 
Dell Men's Group . . 
#§*Mactadden Men's Group . 21.2 
*Popular Fiction Group .... 10.2 
*Thrilling Fiction Group .... 9.8 


BUSINESS 
1951 


nve (295) 
JULY 


1950 


Total Group 32.7 30.4 
Not included in totals. §Group contained three magazines in August 1951; 


Farm 
Capper's Farmer ..... 414 
Country — et ; 67.1 
Farm Journal ....... 66.1 
tFarm & Ranch with Southern 
Agriculturist ........... 28.5 
tProgressive Farmer . 57.6 
Successful Farming ... 68.3 
. fh . merrerrrrrer 329.0 
tSee note at end of linage tabulation. 
Newspaper Sections (1) 
(Nationally distributed 
with Sunday 


American Weekly 
arade 


2 ayw 
FiyNnr 
wlaow 


Newspaper Sections (II) 
(All other newspaper sections) 
First 3 Markets Group ..... 
WN. Y. Herald Tribune- 

This Week - . 24.4 


52.7 531.4 554.3 
104.2 990.5 1,086.4 
_ 96.1 892.4 1,007.4 
2530 24143 east 
12.7 146.7 149.4 
— 156.5 — 
9.3 134.5 102.4 
84 90.8 —a 
372.0 3486 
42.7 377.4 412.3 
65.2 726.1 769.3 
68.5 709.1 760.2 
30.7 283.1 323.0 
54.5 609.6 630.5 
74.3 714.3 756.0 
3359 S496 Fesisd 
48.5 370.7 474.3 
27.9 299.2 294.7 
49.0 493.4 489.6 
1254 Liess T28e 
20.8 199.2 238.8 
28.1 288.4 256.2 
315 328.0 356 4 
1194 11238 1,148.0 
12.0 120.1 122.3 
218 #20595 Zi2i7 


1951 


ave [394 —] 


sucy []67 


1950 


11,296 11,806 119,037 
21,896 23,331 221,863 
20,384 21,521 199,903 
53,576 56 658 540,803 
5.444 5,472 3, 
9,105 — 67,146 
2,289 2,103 Bt 
2,198 1,876 20,326 
9931 451 113,519 
two magazines in August . 
28,123 29,031 6 
45.649 44,358 493,915 
28,323 29,380 304.0 
19.478 20,961 192,509 
39.177 37,088 414.681 
30,713 33,401 321,426 
191,463 94.219 1,983,235 
1,362 \ 369,668 
22,970 23,763 254,016 
38,937 41,653 419,083 
93,269 113,812 = 1,042,767 
18,875 20,700 198,950 
20.684 23,811 244,711 
30,381 31,421 327,535 
115,723 101,429 955,245 
24.439 22, 229,783 
210,102 200.211 1,956,224 


All figures in the following groups were compiled by Advertising Age 


WN. Y. Mirror Magazine - 30.4 
New York Times Magazine 136.1 
Puck-the Comic Weekly _ 2s 
Total Group . 222.5 
Comics Magazines 


‘g American Comics Group: 


(Total 2 Units) 8&5 45 40.8 16.0 3,213 1,701 15,425 
*ZUnit A .. 45 —— 20.0 — 1,701 a 7,560 
*zZUnit B 40 — 20.8 —— 1,512 — 7.865 
'gArchie Comics 7.5 8&5 24.5 28.0 2,835 3,213 9,261 
Fawcett Comics Group 40 5.5 32.3 49.5 1,512 2,079 12,215 
‘gtMarvey Comics Group 5.5 7.0 24.7 27.6 2,079 2.646 9,355 
Lev Gleason Publications 117 7 94.9 77.2 4410 4415 35,832 
Marvel Comics Group: 
(Total 3 Units) 30.0 3.0 129.0 117.6 11,430 11,430 48,960 
Red Unit . 10.0 10.0 43.0 39.0 3.810 3,810 16,320 
Blue Unit . 10.0 10.0 43.0 39.3 3,810 3.810 16,320 
Yellow Unit ‘ 10.0 10.0 43.0 39.3 3,810 3,810 16,320 
National Comics Group: 
(Total 2 Units) ... 117 7.5 90.2 98.0 4410 2.835 34,083 
Red Unit 6.3 45 48.3 54.0 2.394 1,701 18,270 
ZBlue Unit 5.3 3.0 418 445 2,016 11M 15.813 
Quality Comic Group ‘ 3.0 3.0 28.0 30.0 11M 11M 10,404 
Standard Comics Group 3.5 —_ 25 0.8 26.5 1,323 945 11,655 
Total Group 339 ~ 2 276.2 212 12,789 “Ti 408 104,189 
Not included in totals. ijuly- August issues combined. "Units A and 6 were combined during 1950. 
Canadian National Weekend | Nowapapers (Rotogravure Linage) 
La Patrie ..... 747 375,069 
La Presse sahdbbua sae He see , he] 3559 3 ses 189 
Standard 369 35.3 417.8 353.9 36,873 35.347 417,714 
Star Weekly 53.6 56.8 580.1 518.5 50.918 53,918 551.242, 
Total Group . 161.7 158.4 1,759.2 15226 158,932 155.597 1.730.214 
Canadian 
Canadian Home Journal .... 32.1 27.5 340.5 283.8 21.845 18,716 231,567 
{Canadian Homes s cates 33.0 30.6 365.8 343.0 21,473 20,581 247,873 
Chatelaine : 26.6 24.2 327.4 280.3 18.086 16,458 222.623 
Maclean's “49 39.5 467.2 424.9 0.516 26,856 317,797 
CEE Seccceccceescusy 40.1 434 416.0 409.0 27,277 29,479 282 888 
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58 ‘a Advertising Age, September 24, 1951 
i . ', Au ae Ere Ee A “inde oan 
Aug. Aug = Jan.-Aug. = Jan.-Aug. =» Aug. Aug dan.-A Jan. -Aug. Aug. in. - Aug. n.- Aug ug. ug. jan. - Aug. q 
1951 1950 951 1951 1 iss)" 1950 1951 1 1951 ~ 1951 1950 195. 1950 
Reader's Digest French (Swiss) 21.0 24.0 211.0 192.0 3.675 4,200 36,92 33,600 
English Edition 53.0 44.5 497.0 443.5 9.646 8,099 90.448 80,717 German (Germany) 30.0 20.0 227.0 191.0 5,460 3,640 41,314 34,762 
French Edition 51.5 45.5 496.0 456.0 9,373 8,281 90,272 82,992 German (Swiss) 20.0 22.0 206.0 180.0 3,640 4,004 37,492 760 
Revue Moderne 18.4 16.6 212.3 7 12,492 11,290 144,359 128,3 Italian 42.0 28.5 292.5 191.5 7,224 4,902 296 35,845 
Revue Populaire, La 13.7 20.0 227.6 9 9,555 3,968 159,256 146,132 Japanese .... 18.5 12.0 126.5 74.0 3,108 2,016 21,252 12,572 
Samedi . 22.0 17.2 261.3 228.9 5,386 12,024 182,9 160,194 =’ Japanese Troop 32.0 22.0 180.0 81.0 5,824 4,004 32,760 16,322 
Saturday Night 50.7 69.6 629.8 6719 34,477 47,294 428,210 456,909 Mexican .... 67.5 49.5 478.0 365.0 12,285 9,009 86. 682 
Time-Canadian 100.0 91.3 1,046.2 814.6 42,000 38,360 439, 342,160 z‘New Zealand bo 7 ae us Px 74 iiss Py 6283 
f 9 i : 352.1; 1.406 2837506 2576.33" Norwegian q ; . ‘ . . ; 
st Ome ieee | 9 12871 47535 252,126 251.406 2837596 2,576,333 — ry a Cay 0 "462 
; , South African 60.0 40.0 390.0 296.0 10,740 7,160 69,790 52,967 
f F Southern Hemisphere 51.0 42.5 340.5 358.0 9,282 7,735 61,971 65.336 
oreign Spanish (Argentine) 77.0 78.0 $93.0 01.0 14.014 14.196 108.928 91.091 
ae : 7, ; . : , | Swedish ....... 20.0 8. 235. ; : ’ : : 
pe 3S 257 «ead 331 te 590 10.780 «LAR S08 — ‘ar.one | Time-Atlantic 627 402 ©4617 BOL -29260 16870 195.830 128-210 
. i ime-Latin American t i . . k . \ 
eae 78.3 60.0 602.5 481.3 32,900 25.200 253,030 202.160 Time. Pacific 462 29.5 348 _ 2327 19'390 _12'530 __ 140.630 x 98 000 
Australian 44.0 28.0 276.0 195.0 8,008 5,096 50,232 35,490 Total Group 1.170.9 871.8 9,048.4 6,975.8 309.659 223,073 2,370,819 1,853,188 
= ‘British 40.0 26.0 287.5 95.5 7,440 4,836 53,460 17,763 
Caribbean 79.0 52.5 474.5 368.0 14,378 9,555 97,825 7,228 | Not included in totals. ‘Started publication with May 1950 issue. “The 1950 figures for Caribbean, Mexican and Southern 
Danish 19.0 8.0 131.0 64.0 3,230 1,360 22,262 10,878 | Hemisphere editions are prior to the Spanish-split, when these three editions were incorporated in Spanish =2. ‘Started 
Finnish 5.0 4.0 43.0 37.0 930 744 7,936 6.825 | publication with March 1 issue. ‘New Zealand edition not published in August 1950. 
French (Belgium) . 37.0 28.0 386.0 280.0 6,475 4,900 67,550 49,000 NOTE: All sectional advertising of Family Circle, Woman's Day, Progressive Farmer and Farm & Ranch-Southern Agriculturist 
French (Intercontinental) 33.0 28.0 275.0 256.0 5,775 4,900 67,550 49,000 is reduced by application of a ratio figure to each advertisement; this ratio is the circulation of the particular edition carrying 
French (Paris) 41.0 32.0 496.0 384.0 7,175 5,600 87,150 67,200 the advertisement to the total circulation ef the magazine. For example, if a page advertisement appears in an edition repre- 
French (Provincial) 45.0 32.0 494.0 416.0 7,875 5,600 450 72,800 senting 15% of the total circulation of the magazine, it is counted in the totals as .15 pages. 
‘ Longines Expands Video The 15-minute program, placed gin-American gift premiums, in Jowa Press Assn. Elects ‘Scholastic’ Finds 


through Victor A. Bennett Co., 


Longines-Wittnauer Watch Co., 
New York, which has been spon- 
soring “Chonoscope,” a video 
discussion of world history, once 


will continue to be aired at 11 
p.m., EDT 


order to push September and Octo- 
ber sales of its 35mm _ cameras. 
For each camera sold, salesmen 
can fill out a warranty card and 


L. O. Brewer, publisher of the 
Newton News, has been elected 
president of the lowa Daily Press 
Assn., Des Moines. Joseph Hladky 


weekly over CBS-TV since June, 
present 
weekly 


will 
times 


the 


program three 
starting Sept. 24. 


Bolsey Ofters Sales Premiums 
Bolsey Corp. of America, New 
York, is offering its salesmen El- 


return it to the company, which 
will redeem it for an Elgin-Ameri- 
can gift coupon. 


Jr.. v.p. and secretary of the 
Cedar Rapids Gazette, has been 
elected v. p. 


“Who Says There Are N 0 


can uncover these markets—and suggest ways of 
developing them without adding a dollar to your 
selling costs. 


First, Salesography shows that having distribu- 
tion in all the major markets—and parallel ad- 


ndeveloped Markets? 


proves that advertising directed primarily at city 
readers fails to reach the small town customers 
whose purchases are counted in city store sales. 


That is why PATHFINDER is a key medium on a 
well planned national advertising schedule. 


Watches Preferred 
Gifts of Graduates 


New York, Sept. 18—Watches 
are the presents which both boy 
and girl high schoo] graduates de- 
sire most, according to a new pref- 
erence report published by Scho- 
lastic Magazines. 

Senior Scholastic on May 16 
published a coupon and asked 
readers in their senior to list the 
three graduation gifts they hoped 
most to receive. A total of 1,297 
coupons were returned—949 from 
girls and 348 from boys. 

In June, a letter and question- 
naire were sent to each of the boys 
and girls who had returned the 
coupon. They were asked to list 
the gifts which they actually re- 
ceived. A total of 606 of the second 
questionnaires were tallied—483 
| from girls and 123 from boys. 


| 
| @ The top ten items desired were: 


| Boys % Girls % 
Watches 62 Watches 7 
eas j Clothes 37 Luggage 40 
os Automobiles 30 Clothes 24 
aS Typewriters 17 Cedar chests 22 
‘ Sports Equip- 
* ment 15 Jewelry 19 
ay : + 2 j s Radios 15 Typewriters 18 
‘i br th to fo for Money 15 Radios 17 
a wae ing em n cus you Pen-Pencil Sets 12 Cameras 12 
“4 : ‘ os e Luggage 11 Money 12 
“4 : aa oak eae ; Cameras 10 = Silverware a 
- : i Based on the second check, this 
“ is what the graduates actually re- 
p ceived: 
-: € € c 
i Present Boys Girls Total 
; Clothes 79.9 59.5 63.5 
: Watch 51.0 53.5 53.0 
| i ; Jewelry 25.0 48.0 43.5 
is Whaen you think of undeveloped markets you tent, depend on the purchases of small town Money. Bonds 4.5 300 320 
ra z a “ uggage 10.5 31.5 27.5 
are likely to picture far-away places like Peru or customers. If you expect to sell these customers, Pen-Pencil Set 20.5 150 160 
Pakistan. But chances are, there are plenty of un- they must be presold in their homes. Preselling — aaa 7 : ‘on 
developed markets for your products right here is the function of advertising. ee SOantns 1995 120 13.0 
3 I ‘erfume 16.0 ques 
in the U.S. A. Salesography shows the extent to which small 
Salesography, the new concept of sales planning, town people go to the city to buy. It clearly @ Among the watches received 


(respondents were asked about 
brand names) the brand mentioned 
most was Bulova, with 28%. Next 
were Elgin (21%), Hamilton 
|(7%), Gruen (65%), Benrus 
| (6.5%), Longines (4.5% ) and Hel- 
| bros (1%). 


in Other brands favored in their 
vertising coverage—is no assurance that your In and around small cities and towns, |respective classifications were 
goods are getting through to the consumers as PATHFINDER leads all news magazines. This is fencing a ag a 
: ' j; | sts 9%); Royal type- 
effectively as you might think. the market where PATHFINDER concentrates 80°, | writers (40%); Kodak ccmaees 
; ss 7a . (67.5%); Parker ‘ ils 

Next, Salesography shows that while volume of its 1,200,000 circulation. B%); oo Gaal sibetmee 
j (48%); International silverware 


sales of many items are made in large cities—by 


The PATHFINDER representative is trained to help 


(21%); RCA radios and combina- 


no means all the buyers are city people. Salesog- you work out your distribution and advertising on (21.5%); Westclox travel 
, ) = % |clocks (44%) Speidel watch 

: raphy shows that buying centers, to a great ex- lans. Consult him—he is at your service. a7o; \ = 
phy st t ying cente g x p bands (57%); Elgin-American 
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PATHFINDER READERS 
ARE COMMUNITY LEADERS 


| 

I 
News magazines, as a class, are edited for 
readers of higher than average intelligence, 1 
income and influence. Such people are = 4 
naturally the “Joneses” that other people = 4 
try to keep up with. Sell these Joneses and \ 
you go a long way toward selling the entire ] 
community. PATHFINDER holds a unique | 
place as the news magazine of the Joneses in { 
and around small cities and towns. | 
! 
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THE FAMILY NEWS MAGAZINE 
WASHINGTON SQUARE + PHILADELPHIA, PA. 
GRAHAM PATTERSON, Publisher 


compacts (50%); Farrington jew- 
elry boxes (47.5%); Schick elec- 
tric shavers (50%) and Coro 
jewelry (43%). 


Jordan Joins Richfield Oil 

Fred M. Jordan, formerly ex- 
ecutive v.p. of Erwin, Wasey & 
Co., Los Angeles, has been named 
advertising and sales promotion 
manager of Richfield Oil Corp., 
Los Angeles. 


Joins McCann-Erickson 


Harry Bressler, formerly of 
Compton Advertising, has joined 
the radio-TV copy department of 
McCann-Erickson, New York. 
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— Underestimate the Power of a Woman! 


RO Amt CL PON 
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Women buy more copies per issue of Ladies’ Home Journal 
than any other magazine on earth. It’s happened 


every month for over eleven years. It’s happening this month, too. 
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Bayonne 


DISHPANS 


This is the third in a series of 10 week 


continuing studies conducted in over 
10% of all grocery store outlets through- 
out Bayonne 

10 week surveys of Margarine, Instant 
Coffee and now Soapflakes have been 
tabulated by brands, sizes, sales, type of 
outlet, etc--and are yours for the ask- 
ing—Send for your copies. 


THE BAYONNE TIMES 


“Bayonne cannot be sold from the outside” 
NATIONALLY REPRESENTED BY 


BOGNER & MARTIN 
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ANA Meet Will 
Discuss Effect 
of War on U. S. 


Agencies and Media 
Are Invited to Part 
of the 3-Day Meeting 


New York, Sept. 18—Implica- 
tions of the cold war's effect on 
our economy generally and on ad- 
vertising in particular will be a 
major discussion subject at the 


43rd annual meeting of the Assn. | 


of National Advertisers, Sept. 24- 
26, at the Hotel Plaza here. Henry 
Schachte, national advertising 
manager of Borden Co. and pro- 
gram chairman of the meeting, 
said that “a very large attendance 
is expected.” 

As in past years, 
media have been 


agencies and 
invited to at- 
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merican 
Southwest x. RECORD 


Southwest Cimes — 


* AND—WE REPORT THE 
RESULTS BACK TO YOU! 


Want to bolster your distribution, 
or introduce o new product? Give 
us an assignment and we'll not 
only put your product on the deal- 
ers shelves — we'll move it right 
into customers homes! We have a 
“reputation” for RESULTS in Food! 


PS nr PRO 


8 ART LESY WE 
2225 — MO. 
end. a 
—— OKLA. . 
EPARATE 

SECONDARIES ARK. 
Here are THREE mor OKMULGEE 
kets that ore influ- Il 
enced by the HOME. UV e 


TOWN paper Circy- 


lation from without hos 


little or no effect 


BARTLESVILLE 
OKLAHOMA 


Troding Zone is com 


000 people. Effec 
200 is qreotest of 


The Bartlesville 
3 of neorly 
y BUYING income 


tive fomil secondory markets 


ol! Ortlahomo 


8809 ABC 
Eistiifh-Ewrenrnise 


with 
ONE ORDER & ONE BILLING 
You'll multiply your soles results with one 
operation 
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7008 ABC 


Okmulgee Baily Stmes 


BUY OUR COMICS 
IN A PACKAGE! 


Many national advertisers have al- 
ready discovered the pulling power 
and low cost of COMICS in our 
three papers. Ask our Representa 
tives or check SRDS 


tend part of the three-day meet- 
ing. The afternoon session Sept. 
25 and subsequent sessions will 
be open to agencies, and the an- 
nual dinner that evening and the 
sessions and luncheon the follow- 
| ing day will be open to media as 
well. 


|@ The opening session will feature 


three outstanding speakers and a 
| agp gue of important trends 
in all media. Leo Cherne of the 
Research Institute of America 
will make the opening address, on 
|“What the advertising man can 
expect 
during the year ahead.” He will 
be followed by Philip W. Pillsbury, 
president of Pillsbury Mills, who 
will discuss how advertising can 
| secure profits. 

Andrew Heiskell, publisher of 
| Life, will attempt to answer and 
|} analyze the question, “Is reading 
obsolete?” Results of a new survey 
on “What’s ahead in media?” pre- 
sented by Sam Thurm, director of 
| media research, Young & Rubicam, 
will round out this session. 

The afternoon session on Sept. 
24 will be devoted to ANA busi- 
ness and the election of officers. 
At this session the report on ANA 
members’ advertising plans for 
1952 also will be presented, and 
Horace Schwerin, president of 
Schwerin Research Corp., will ad- 
dress the group. 

Two concurrent sessions will be 
held the following morning, Sept. 
25. The durable goods session will 
begin with a slide film presenta- 
tion by Bemis Bros. Bag Co., on 
the subject of “Convincing indus- 
trial management of the effective- 
ness of general magazine adver- 
tising.” Fergus Mead, v.p. of the 
Buchen Co., will discuss what to 
look for in readership studies of 
industrial advertisements. 


@ The next part of the durable 
goods session will consist of short 
talks by a number of advertisers 
on day-to-day problems facing 
advertising managers. 

The Advertising Council and 
ANA’s public relations steering 
committee will offer a panel pres- 
entation showing the ways in 
which advertising and public re- 


difficult community and employe 
relations problems. 


At the concurrent consumer ses- 


| sion, a slide film by Miles Labor- 


in the business situation | 


lations can help management solve | 


WPIX GETS SPONSOR—Robert M. Ganger, executive v. p., P. Lorillard Co., signs to 
sponsor half of the 117 events to be televised from Madison Square Garden this 


season over WPIX, New York. Onlookers ( 


left to right): John F. Noone, sales director 


of the station; Ned Irish, executive v.p. of the Garden, and Alden Jomes, director 
of advertising for Lorillord. 


atories Inc., titled “Consumer's 
Choice,” will explain how the com- 
pany overcomes product substitu- 
tion by retailers. 

Clifford Parsells, in charge of 
research at Ted Bates Co., will ex- 
plore some ideas and approaches 
that have the greatest adveriising 
impact on consumers. Russell G. 
Partridge, advertising manager of 
United Fruit Co., will demonstrate 
that the so-called “tried and true” 
approach is not necessarily the 
right one for success. His talk, on 
“Breaking the rules and making it 
pay,” will consist of case history 
presentations of some of his suc- 
cesses with advertising campaigns 
that stray far from stereotyped 
techniques. 


@ Results of a survey just com- 
pleted among sales forces of ANA 


members will also be a feature of | 


this session. It wil! chart some 
opinions and reactions of salesmen 
to the advertising and promotion 
aids they receive. A follow-through 
of this survey will be offered by 
Percy Whiting, v.p. of the Dale 
Carnegie Institute, who will dis- 
cuss the question of “Are salesmen 
really getting your story?” The 
point of view of the retailer and 
what he expects from the manu- 
facturer will be discussed by M. 
B. Hirsch, merchandising manager 
of John Shillito Co., Cincinnati 
department store. 

Agencies will join the ANA 
meeting for the afternoon session 
on Sept. 25, which will be high- 
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Guaranteed stable continuing audiences % 
t co 
a] K&S 
72 IN 1-YEAR SUBSCRIPTIONS —73.1%* a 
An annual vote of confidence—“no deadwood” a 
a! 
st IN DIRECT MAIL SUBSCRIPTIONS-64 2% * we 
= Proof of a large voluntary subscriber group a 
4 
(| fst IN THE Mins oF TOP TexTILE MEN 
q Men who have the BUY WORD read it—and like ut ‘2 
4 3 
8 * ABC—5 Vear Average as 


THE AMERICAN 
WOOL & COTTON © 


IN RENEWALS -7401%* : 


AMERICA’S TEXTILE WEEKLY 


The Most Powertul Influence in the Textile Industry 


SELLS MORE 10 mz | 
’ MULTI-BILLION DOLLAR 
TEXTILE INDUSTRY 


lighted by an agency-advertiser 
“marriage clinic.” Printers’ Ink 
will present a study which dis- 
cusses some current attitudes and 
some causes of the recent wide- 
spread shifts between accounts and 
agencies. The session will continue 
with a talk by Earle Ludgin, presi- 
dent of Earle Ludgin & Co., on the 
agency point of view, and a com- 
panion discussion presenting the 
advertiser’s attitude, by William 
N. Connolly of S. C. Johnson & 
Son. 


@ The second part of the session 
will deal with problems facing 
advertising re keeping its house in 
order. Also, Everett Smith of the 
Wage Earner Forum and Dr. Henry 
'C. Link of the Psychological Corp. 
will discuss consumer attitudes in 
a dramatized presentation. 

The committee on improving ad- 
vertising content of the American 
Assn. of Advertising Agencies, un- 
der the chairmanship of George 
Reeves of J. Walter Thompson Co., 
will make a presentation on the 
workings of the committee and 
how it meets criticisms of adver- 
| tising. 
| The story of Ford Foundation’s 
TV workshop and how it will ben- 
efit sponsors, agencies and the 
public will be a feature of this 
session. Also, Louis Brockway, ex- 
ecutive v.p. of Young & Rubicam 
and chairman of the Four A’s, will 
discuss public acceptance of ad- 
vertising, unsound regulations and 
bad public relations for advertis- 
ing. 

The annual dinner on Sept. 25 
will feature several acts provided 
by American Broadcasting Co. 


@ At the session Sept. 26, Dr. Roy 
| V. Peel, director of the U.S. Cen- 
sus Bureau, will interpret the find- 
ings of the 1950 census in terms 
of what they mean to advertising 
j}and marketing. He will be fol- 
lowed by Marion Harper Jr., presi- 
dent of McCann-Erickson Inc., 


1| who will analyze implications of 


| advertising expenditures and the 
|}need for more reliable informa- 


| | tion to meet research requirements. 


IN HOME DELIVERY -38.5% cal 


Assurance of long reading time by top executives 


A first hand report on Russian 
thinking will be supplied by Dick 


| | Hottelot, CBS correspondent, who 


| is scheduled to fly in from Ger- 
|} many for the meeting. There will 
|}also be an off-the-record film 
showing of the recent communist 
youth festival in Berlin. 
| Methods to counter the efforts 
| and charges of communism will be 
|presented by the Advertising 
Council, and Fairfax Cone, presi- 
dent of Foote, Cone & Belding and 
chairman of the council, will dis- 
cuss what leading companies, 
agencies and media can do through 
advertising to help win the cold 
war. 

The closing session will be the 
|luncheon at which C. D. Jackson, 
publisher of Fortune and now on 
leave with the Committee for a 
Free Europe (Crusade for Free- 
dom), will outline what U.S. com- 
munication skills have done to 


| break through the iron curtain. 
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White Owl Backs Allen 
“Sports Spot,” with Mel Allen 
as sportscaster, will be televised 
over CBS by General Cigar Co., 
New York (Young & Rubicam) 
starting Oct. 3. The program of 
sports news and interviews will 
be presented following the Pabst 
for Mattresses fights, usually starting around 
10:45 p.m., EST. Mr. Allen works 
: for General Cigar during the sum- 
New York, Sept. 18—Friday, mer too as one of the play-by- 
Oct. 5, is the kick-off date for the play announcers for the Yankee 
“largest and most extensive ad-| baseball games over WINS, New 
vertising and coordinated mer-| York. 
chandising campaign” in the his-| 
tory of the bedding industry. | R. C. Smith Agency Names Two 
That's the word from the Sim-| Robert G. Fitzpatrick, formerly 
mons Co., which is planning to) Sales coordination director of 
introduce a new Extra-Firm mat | eereane a 
tress—en addition to the Beouty- a ee ne ws Pre row 
rest line—via a color spread in| lic relations director, have joined 


Life, and color pages in The Amer- R. C. Smith & Son, Toronto agency. 
ican Weekly, Better Homes & Gar- 


Simmons Opens 
Largest Drive 


Additional Cutbacks 
on Steel, Aluminum 
and Copper Coming 


WasuincTon, Sept. 19—National 
Production Authority has begun 
warning consumer goods industries 
that recent cutbacks in steel, cop- 


per and aluminum are even more 
stringent. 

At a meeting with manufac- 
turers of washing machines, iron- 
;ers and dryers, NPA implied that 
[the production of washing 
machines may be pegged at about 
2,300,000 units, compared with 
more than 3,300,000 in 1950. 


per and aluminum are a prelude |» Industry members protested that 


to further austerity ahead 

Industry members talking over 
future supplies of basic materials 
were warned this week that allot- 
ments for durables—already 
sharply cut—will be reduced 
again. 

At the present time, allotments 
of steel for durables average 58% 
of the amount consumed in the 
first half of 1950. Supplies of cop- 


|retail inventories are now lower 


than at any time since the Korean 
hostilities began. They contended 
that at least 2,971,000 washing 
machines are needed for “mini- 
mum” needs. The industry also 
recommended production of 220,- 
000 ironers and 360,000 dryers. 
NPA took the position that first- 
quarter 1952 allotments of mate- 
rials will be based on minimum 


national needs. 

“Current indications are that 
materials will be reduced for con- 
sumer products which are not 
needed to fill defense orders,” 
NPA said. 


WMMW Names Two 


Alexander Buchan, formerly 
president of Lincoln Broadcasting 
Co., has been appointed general 
manager of WMMW, Meriden, 
Conn. C. W. Schultz has been 
named to head WMMW-FM and 
Air Muse Inc., two of the com- 
pany’s other radio properties. 


Royal Elects Ryan President 

Fortune Peter Ryan, v.p. of 
Royal Typewriter Co., New York, 
has been elected president, suc- 
ceeding the late Maxwell V. Mil- 
ler (AA, Sept. 3). 


dens, Bride’s, Farm Journal, 
Ladies’ Home Journal, Living for 
Young Homemakers and The Sat- 
urday Evening Post. The maga- 
zines will carry three insertions 
during the fall. 

The new mattress will also be 
promoted via Simmons’ portion of 
the “Kate Smith Show” (Tuesday 
afternoons, NBC) and brought to 
the attention of doctors by a page 
ad in the Journal of the American 
Medical Assn. Young & Rubicam 
is the agency. 


s “In the mattress advertisement,” , 
said John W. Hubbell, v.p. in 
charge of merchandising and ad- 
vertising for Simmons, “we will 
demonstrate in detail the United 
States Testing Co.’s scientific proof 
that the new Extra-Firm model 
Beautyrest not only provides 
proper support for body structure, 
but also permits sound comfortable 
sleep. We feel that members of 
the medical profession can recom- 
mend the new mattress—by name 
—with complete confidence.” 

The ads will show the standard 
model but will feature the Extra- 
Firm as “the ideal and scientif- 
ically developed mattress for those 
who prefer even greater suppc”'t in 
posture-right bedding.” 

“As a result,” Mr. Hubbell ex- 
plained, “for the first time in the 
annals of bedding merchandising, 
a manufacturer will offer con- 
sumers a choice of mattresses to 
meet their own special liking for 
body support.” Mr. Hubbell ex- 
pects “the new Simmons plan to 
increase $69.50 mattress sales will 
broaden the market.” 

To help dealers tie in with the 
advertising, Simmons is now sup- 
plying them with a _ promotion 
package that includes newspaper 
ad layouts, radio spots and a six- 
piece display set in color that is} 
adaptable for window and interior | 
use. Dealer advertising in newspa- 
pers and on radio will not be co- 


AUR GND 


When you use Spot Movie Ads 

(Film Commercials) in Theatres, 
Hollywood stars draw the crowds — but you pay 
nothing for their time and talent. Compare that with the fabulous 


op talent costs paid by radio and TV advertisers! 


EIGHT SPREADS COVER 
FIRESTONE MATTRESS 
Akron, Sept. 18—Firestone Tire 
& Rubber Co. has launched a cam- 
paign for the Firestone Foamex 
Form-Fitted mattress, through 


Grey Advertising Agency, New 
York. 
The schedule calls for eight 


spreads in Better Homes & Gar- 
dens (one in October, another in 
November), Good Housekeeping 
(October and November), Life 
(Sept. 17), Ladies’ Home Journal 
(October and November) and The 
Saturday Evening Post (Oct. 20). 

Fifty-seven manufacturers in the 
bedding industry make the Form- 
Fitted mattress, which retails at 
$69.75 and $79.75. 

Ad copy says that “this entirely 
new and exclusive form-fitting 
construction supports your dif- 
ferent body weights while it cra- 
dles your body curves.” 


Schultz Joins Fergusen 

Carl Schultz, formerly a pho- 
tographer with Standard Studios, 
Chicago, has been appointed an 
associate of Walter A. Fergusen, 
Chicago photographer. ’ 


National Offices: NEW YORK: 70 EAST 45th ST. + 


What's more, in the movies, your audience is comfortably seated in a darkened 
theatre, relaxed and receptive, all eyes focused on the screen. That's why your advertising 

message, dramatized by a sight-sound-action-color demonstration, commands virtually 100% attention. 
In no other medium can you buy so much selling power for so little. 


Advertising Bureau 


MEMBER COMPANIES: 


UNITED FILM SERVICE, INC. * MOTION PICTURE ADVERTISING SERVICE CO., INC. 


KANSAS CITY: 2449 CHARLOTTE ST. 
CHICAGO: 333 NORTH MICHIGAN AVE. + CLEVELAND: 526 SUPERIOR N.E. 
NEW ORLEANS: 1032 CARONDELET ST. + SAN FRANCISCO: 62! MARKET ST. 


Moreover, Spot Movies offer you splendid selective coverage in most TV areas. Spot Movies offer 
you a receptive weekly audience equal to almost one-fourth of the national population in areas 
which TV does not reach at all! Clip and mail the coupon now for more information. 


PDO SRP SBADSBDDA®S“ASEl, 


MOVIE ADVERTISING BUREAU 
P.O. Box 1222, G.P.O. New York 1,.N. ¥. 


Please send me more information about 
Spot Movie Ads in Theatres. 
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British Media Show 7.45% Revenue Increase; 
Magazines, Technical Journals Gain More 


Lonpon, Sept. 19—Advertising 
expenditures in British media for 
the first six months of this year 
were £19,814,356 ($55,480,197 at 
the exchange rate of $2.80 per 
pound), an increase of 7.45% 
over the first six months of last 
year, according to figures pub- 
lished in Advertiser's Weekly and 
taken from the Statistical Review 
of Press Advertising 

Magazines and technical publica- 
tions scored the largest revenue 
gains, with increases of 30% and 
24%, respectively. Magazine rev- 
enue totaled £6,655,552 for the half 


year; technical journals had a total 
of £653,888. 


@ Trade publications (£780,179) 
showed a 16% increase, while 
provincial dailies rose 4% to 


£2,540,070. 

All other media showed a de- 
cline during the period, with na- 
tional Sundays down 13% to £1,- 
950,535, provincial and suburban 
weeklies off 10% to £686,249; Lon- 
don evenings dropping 8% to £1,- 
192,772 and London mornings slip- 
ping 0.82% to £5,355,111. 

A comparison of expenditures 


« FREE-LANCE COPY by a Copy Chief 


For top-level planning and writing, 


bring your copy problem to the cre- 


ator of major campaigns for national advertisers in more than a dozen 


industries. All media 
mail, Also sales promotion, 
including films and pres- 
entations. Write or phone 


"Tw REG. UB PAT. OFF. 


television, magazines, newspapers, radio, direct 


Tannen 


MOULTON H. FARNHAM 
420 LEXINGTON AVENUE 
NEW YORK 17. N.Y 
Phone. LExington 2.0880 


during the second quarters of both 
years reveals a sharp rise in the 
amounts spent on perfumes and 
cosmetics, home permanents and 
pernranent waves, and beer and 
soft drinks. 

Advertisers of chocolates, sweets 
and toffees increased their appro- 
priations considerably, and sea- 
sonal expansion of budgets for 
custards and puddings was unus- 
ually large. 


@ In the quarter under review, 
there were four new advertisers in 
the toilet soap field. Total expendi- 
{ture for the field was £195,389, 
with Lux the largest advertiser at 
£30,222. 

Three of the newcomers con- 
tributed substantially to the in- 
creased expenditure. Breeze spent 
£16,833, Willow £10,518, and Der! 
£6,326. 

Advertising activity in the highly 
competitive household soap and 
detergent fields was at its usual 
high, with expenditures for the 
|} quarter topping those of the pre- 
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vious quarter by almost one-third. 
In individual expenditures the 
brands ranked as follows: Oxydol, 
Persil, Rinso, Dreft, Lux and Wisk. 
The smallest expenditure was 
made by Swan, a newcomer that 
made its appearance in May. 


U. S. Steel Issues Book 

United States Steel Corp. is dis- 
tributing its golden anniversary 
book, “Steel Serves the Nation.” 
The 228-page volume summarizes 
the accomplishments and services 
of U. S. Steel since its formation 
in 1901, and is graphically illus- 
trated with both color and b&w 
pictures. The book was written by 
Douglas A. Fisher, staff writer in 
the office of J. Carlisle MacDonald, 
in charge of public relations, with 
a preface by Irving S. Olds, board 
chairman. 


Tobey Gets Five Accounts 


Fred Tobey Associates, New 
York, has been appointed agency 
for Paul McCobb Furniture, Di- 
rectional Showroom, Quaintance 
Fabrics, Amy Abbott Inc. and OZ 
Greeting Cards. 


| SHOWERS 


Fully-coated Kimberly-Clark Printing Papers will add crisp 


freshness and sparkling new eye-appeal to your reports, adver- 


tising pieces, brochures and house organ — often at remarkable 


savings in cost. Today — ask your buyer or printer to see new 
Hifect” Enamel. Trufect*, Lithofect” Offset Enamel and 


Multifect*— and compare them with the paper he is now using. 
P 


“Have you considered using Kimberly-Clark coated papers?” 


KIMBERLY- CLARK CORPORATION, NEENAH, WISCONSI> 


—= =. 


IN ADDITION, ETC.—This recent page 
by Rose Marie Reid, Los Angeles swim 
suit maker, began: “Rose Marie Reid 
thanks all its dealers in Anniston, Alo- 
boma,”’ and got as far as Homlet, N. C., 
before signing off for lack of room to 
list its dealers’ towns. California Apparel 
News carried the ad 


‘Eastern Wine Plans 
Fall Ad Campaign 


| for Chateau Martin 


New York, Sept. 19—Eastern 
Wine Corp. is planning its largest 
fall ad drive for Chateau Martin 
wines, using newspapers and a 
video show here. 

The company has contracted for 
25,000 lines of space in the New 
York News—the only paper on the 
schedule as yet—which will run 
within a year. 

Eastern also is sponsoring the 
“Chateau Martin Fashion Show” 
over WPIX on Saturdays from 
8:15 to 8:30. The over-all 1951-52 
program will include outdoor, ra- 
dio and subway advertising. 

The campaign begins Sept. 22, 
with a 640-line ad. Subsequent in- 
sertions will alternate between 640 
lines and 200 lines. Copy will stress 
the consumer acceptance of the 
brand and promote the type of 
wine usually drunk on various 
occasions—“Before dinner, sherry; 
with dinner, champagne; after 
dinner, muscatel.” 

Ben B. Bliss Co. is the agency. 


‘Coronet’ Names Crockett 
As Eastern Ad Manager 
| C. J. Crockett, of the Coronet 
sales staff, has been promoted to 
eastern advertising manager, New 
York. He succeeds Charles Bien- 
beck, who resigned 

Joseph Sheldon and William E. 
Joseffer, both formerly with The 
American Weekly, have joined the 
advertising sales staff of Esquire, 
New York. 


Dolph Names Lewis Agency 

John C. Dolph Co., Monmouth 
Junction, N. J., manufacturer of 
insulating varnishes and com- 
pounds, has appointed Lewis Ad- 
vertising Agency, Newark, to han- 
dle its advertising. A business 
paper and direct mail campaign is 
being planned 


Revolvator to LaPorte 
Revolvator Co., North Bergen, 
N. J., manufacturer of materials 
handling equipment, has appointed 
LaPorte & Austin, New York, to 
handle its advertising effective 
Oct. 1. The account formerly was 
serviced by Michel-Cather. 


‘Flying’ Boosts Patterson 

Richard A. Patterson, on the 
sales staff of Flying, has been ap- 
pointed midwestern advertising 
manager in Chicago of the Ziff- 
Davis magazine. 


Bothwell Names Solomon 

Cyril Solomon, formerly in 
charge of merchandising for Food 
Fair Stores, has been named direc- 
tor of merchandising of W. Earl 
Bothwell Inc., New York. 
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... than in a month of Sundays 
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Women who are on their feet eight hours a day wear 
more, wear out more shoes. Women who are on the job six days a week 

change more . . . buy more clothes. Women who are on the go from AM to PM make up more often, 

acquire and require more make-up. They don’t need a holiday to excuse buying a new hat. . . a party to justify 

buying a new dress . . . a birthday to treat themselves to perfume, a purse or an extra 
pair of gloves. Women who work have the need for. . . the money for ($32,000,000,000 in take-home pay). . . 
and the will for, good and plenty! They're not save-it-for-Sunday, dress-up-if-company-comes 
customers dependent on house-money savings for a new girdle or a new pair of stockings. 


Anyway you look at it women who work need more, use more, buy more, mean 


Charm 


the magazine for women who work . . . a Street and Smith Publication 


more business for advertisers in 
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PHOTOGRAPHIC 
REVIEW 


STATION BREAK—Caught in a moment of relaxation while at- 
tending the Eighth District meeting of the National Assn. of 
Radio & Television Broadcasters in Detroit are, in the usval 
order, Ralph Hardy, NARTB; lee Hort, Broadcast Advertising 
Bureau; Bill Cartwright, Edward Petry & Co.; Harold Fitzgerald, 


MPLICATED PLUG—Steve Hannagan, New York p.r. organization, sent out this 

MM picture token from TV show, “Westinghouse Summer Theoter,”’ on CBS, to point 

thot the Gropette sign above pinball game was placed on the set through 

peration of American Coating Mills division of Owens-Illinois Glass Co. Some- 
one must have cooperated for Coca-Cola and Snow Crop, too 
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SCROLL FOR SERVICE—A special scroll awarded by Lithographic Technical Founda 

tion for outstanding contributions to development of educational techniques in 

the graphic arts wos presented recently to Ralph D. Cole (center), president of 

Consolidated Lithographing Corp., by W. E. Griswold, executive director of the 

foundation. Others shown are Marie E. Kaye, assistant secretary of Consolidated, and 
Henry A. Sahm, supervisor 


PRINCESS DOLL—Colgote-Palmolive-Peet 

Co. is offering this 18” doll for 50¢ and 

@ wrapper or box top from any of the 

company’s soap products. The offer will 

be featured in October in Everywoman’s 

and in November in Better Living. Ted 
Bates & Co. is the agency. 


ca 


director of sales promotion, Ford Motor Co.; Hank Jackson, 
account representative, J. Walter Thompson Co; Mr. Smead; 
Ed Stewart, Time; Bruce Forbes, v. p., B. C. Forbes & Sons Pub- 
lishing Co.; Roland Withers, director, customer research, Gen- 
eral Motors; Ed Schipper, Schipper-Webb Associates, and Bob 
Anderson, Detroit manager, Batten, Barton, Durstine & Osborn. 


LOOK AT THE BIRDIEIl—Lew Smead (fifth from left), sales 
chief of Ford Motor Co. and first president of the Detroit 
Advertising Golf Assn., joins DAGA officers and directors for 
@ photo after the fourth meeting of the group. Left to right 
Colin Campbell, v. p., Campbell-Ewald Co.; Joe Spadea, De- 
troit monager, Columbia Broadcasting System; Frank McGinnis, 


DUTCH TREAT—This is the way they consume herring in Holland, according to Dr. 

Hendrick Zwarentseyn (center), deputy director of the Holland Herring Fisheries 

Assn. Looking, but not participating, ore Karl B. Norton Jr., Abbott Kimball Co., 
account executive, and Mrs. Alice White, publicity director of the agency. 


Sesac Inc.; Carl E. Lee, Station WKZO-TV; Art Mertz, Advertis- 
ing Age; Don De Smit, WKZO-TV; Esther Fitzgerald, Sesac Inc.; 
Martin Giaimo, Station WJEF-Fetzer Broadcasting; Lew Tee- 
garden, Standard Radio Transcription Services Inc.; Win Levi, 
Broadcasting-Telecasting, and Borbora Marks, Station WXYZ. 


IN THE BAG—This Orange-Crush bag, 

made from 60-lb. wet strength kraft 

poper, has been developed to supple- 

ment a possible posteboard carton car- 
rier shortage. 


PARTY FOURSOME—A. B. Cohen, president of U. S. Shoe Corp., and Mrs. Cohen, 
chat with Tony Martin and his wife, Cyd Cherisse, following Red Cross Shoes’ 
specia! telecast, “Irving Berlin's Salute to Americo,”” over NBC. Mr 
one of the stars of the show, which introduced new Red Cross shoe styles for fall. 
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AYRES OPEN HOUSE—Joyce Ayres (right), president, Ayres & Associates, Lincoln, 
Neb., welcomes Dick Gerber, soles manager and v.p. of the Western Brick & 
Supply Co., Lincoln, at the agency's recent four-day open house. 
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College Inn Sets 
Fast Pace in New 
Tomato Juice Drive 


Curcaco, Sept. 18—College Inn 
Food Products Co. is using large 
pace in 42 newspapers in 26 mar- 


kets east of the Rockies to boost 
ales of the company’s tomato 
juice cocktail 

The ads stress that “The new 


pack’s in” and that College Inn's 
high quality is unchanged 

I}iustrations in the ads high- 
light the new, redesigned and eye- 
catching College Inn labels, which 
are used on cans and jars. 


The present promotion, which 


SiMPSON-REILLY, LTD. 
Publishers Representatives 


ance 


LOS ANGELES HALLIBURTON BLDG. 
SAN FRANCISCO CENTRAL TOWER 


runs through early October, sup- 
plements the company’s regular 
chicken products promotion and 
its year-round tomato cocktail 
campaign. 


@ Copy accents the fact that lem- 
on and celery seasonings are 
added to the College Inn tomato 
juice and that the product is a| 
cocktail in fact as well as in 
name. 

For about six or eight months, 
College Inn has plugged the idea 
that there is a difference between 
tomato juice and the company’s 


tomato juice cocktail—with ex- 
cellent results. 
In addition to the newspaper 


phase of the promotion, ads also 
are running in Family Circle and 
Woman's Day. Window streamers, 
counter cards and other point of | 
sale material are available to re-| 


tailers in kits supplied by the 
company. 

Weiss & Geller handles the 
account. 
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OLDEST IN OLDEST—America’s oldest drug store, Caswell-Massey at Lexington Ave. 


and 48 


th St., New York, features this window display of oldtime Pears’ soap ad- 


vertising. Caswell-Massey sold Pears’ as long ago as 1808. 


NAMP Meets Oct. 11 

one-day meeting of the Na- 
tional Assn. of Magazine Publish- 
ers will be held Thursday Oct. 11 
at the Westchester Country Club, 
Rye, N. Y. E. Huber Ulrich, chair- 


man of the public activities com- 
mittee, is in charge of arrange- 
ments. Following a morning busi- 
ness meeting, there will be lunch- 
eon, golf in the afternoon and 
dinner at 7 p.m. 


U 


at your SELLING job in this top U. S. market use WTIC & 


WTIC DOMINATES 


THE PROSPEROUS SOUTHERN 
NEW ENGLAND MARKET 


WTIC’s 50,000 Watts represented nationally by Weed & Co. 


Paul W. Morency, Vice-Pres.—Gen. Mgr., Walter Johnson, Asst. Gen. Mgr.—Sales Mgr. 


‘Demand for Trucks 
to Hit New Record, 
Says Ford Executive 


Detroit, Sept. 18—Ford Motor 
Co. predicts the annual market for 
trucks this year will reach an all- 
time high of 1,400,000 units. The 
prediction was based on research 
which showed that only twice in 
the past 30 years has truck pro- 
duction volume varied from the 
Federal Reserve Board's index of 
general industrial production. 

H. D. (Del) Everett Jr., director 
of market research for Ford, made 
| this observation: “It’s hard not to 
be bullish about truck output when 
so many other factors indicate a 
record demand for them.” 

Even under a so-called con- 
trolled economy, with prices of 
autos and other products regulated, 
construction of parallel plants this 
year and next indicates rapid ex- 
pansion. 

Besides, as Mr. Everett points 
out, the population of the U. S. is 
growing much faster than is gen- 
erally realized. Since 1940, the 
country has gained 23,000,000 peo- 
ple and now has 153,000,000. 


e Ford conducts continuing sur- 
veys to learn what the public 
thinks about its product and what 
the potential market for new and 
used cars will be. 

A recent cross-section survey of 
generally recognized economic 
‘levels showed that 3% of persons 
interviewed “definitely” would 
buy a new car this year. Another 
1% said they would buy a used 
car. 

Sixteen per cent said they “prob- 
ably” would buy an auto—1l10% 
said new cars, 4% said used cars 
and 2% didn’t know which. 


N. Y. Newspaper 
Reps Elect Taylor 


New York, Sept. 18—Douglas 
Taylor, of J. P. McKinney & Son, 
has been elected president of the 
New York chapter of the Amer- 
ican Assn. of Newspaper Repre- 
sentatives. He succeeds H. James 
Gediman, of Hearst Advertising 
Service. 

Elected v.p. was Ernest Men- 
nell of Moloney, Regan & Schmitt. 
William C. Bryant of Ward-Grif- 
fith Co. was elected secretary and 
Robert S. McLean, of Reynolds- 
Fitzgerald Inc., treasurer. 

The chapter also named _ its 
nominees for top posts in the 
national organization, with Mr. 
Gediman proposed for _ v.p.; 
Richard M. McLean of O'Mara & 
Ormsbee for secretary, and Lee 
Ward of Ward-Griffith, retiring 
president of the AANR, for di- 
rector. Stephen P. Mahoney of 
Burke, Kuipers & Mahoney was 
also nominated for a_ director 
| post. 


| Torch Appoints Friedman 
Torch Rubber Co., New York, 
j}has appointed Leon A. Friedman 
enya - New York, as agency 
for Slix, latex rubber overshoes 
for men and women. Business pa- 
pers and direct mail are scheduled 
for the rest of the year with some 
magazines and television to fol- 
low in 1952. 


Fidelity Productions Formed 

Fidelity Productions, producer 
of transcribed radio programs, has 
been set up at 1744 Fidelity-Phila- 
delphia Trust Bldg., Philadelphia. 
Headed by Richard Levy, Fidelity 
currently is offering “Court Is in 
Session,” a 13-time haif-hour 
series. 


Knechtel Uses Color Ads 

Knechtel’s Ltd., Hanover, Ont., 
will use color pages in both French 
and English magazines in Canada 
to promote its Homewood brand 
furniture as well as its Lane line. 
Heggie Advertising Co., Toronto, 
is the agency. 
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Third Ad Budgeting 
Study Prepared for 
Industrial Admen 


New York, Sept. 19—National | 
Industrial Advertisers Assn. re-/ 
leased today its case history No. 3 
in its study of advertising budget 
methods. 

The new study is based on the! 
experience of a small chemical | 
manufacturing company, NIAA| 
says, but can be adapted to both | 
small and large companies. 

It demonstrates industrial adver- 
tising managers’ need to under- 
stand and work with statistics, to 
analyze their markets and to co- 
ordinate factors that influence ad- 
vertising. 

The text presents a working plan 
for advertising managers. Step No. 
1 suggests the preparation of a 
card for each product by sales 
territories (or geographical units) 
and by dollar sales to consuming 
industries within those territories. 
A sample card is given in the 
appendix. 


@ Step No. 2 calls for an analysis 
of the statistical information. As 
explained in the text, “It is up to 
you (the advertising manager) to 
reason out the story, good or bad, 


behind the sales performance for 
each product, by territory and by | 
industry, or to seek out the an-| 
swers from your sales personnel 
in the field, company officials, or | 
from any other qualified source.” | 

The third step is the coordina- | 
tion job. As the committee ex- | 
plains, “every advertising budget, | 
no matter how small, should be! 
built on a product-by-product ba- | 
sis.’ For that reason, it is suggested 
that a work sheet be prepared for 
each product in the line to show by | 
territory: (1) the complete picture 
of sales; (2) the outlook or objec- | 
tive for sales for next year; (3) the | 
proposed program of advertising 
support. 


e “This phase of the procedure 
does get into the realm of fore- 
casting,”’ the report says, “and it 
may be that your chief financial 
officer handles that particular op- 
eration in the business. If he does, 
ask the sales manager to have him 
sit in on the session. Maybe you 
can include your president. At this 
stage the more brass the better.” __ 

The plan presented to advertis- | 
ing managers then says, “When | 
you return to your office after 
this session, you revert to type 
and once again become an adver- 
tising manager. 

“The final step,” it continues, 
“involves securing management’s 
approval of the advertising pro- 
posal. Go back to the sales man- 
ager, and show him your over-all 
plan. Product by product, you 
should have the number of litera- 
ture pieces to be produced; the 
number of direct mailings, and to 
what industries; the paid space 
schedule by publication names 
and number of pages; and identifi- 


NEGROES SPEND 
$15 BILLION A YEAR! 


DO THEY SPEND IT 
ON YOUR PRODUCTS? 


You can get your share of this vast and 
wealthy market—reach Negroes the | 
they want to be reached—through 


own Race publications—the ne 
and magazines they a ogg into their 


ewspapers, 
545 Fifth Ave., N. Y., serving ‘America’s 
leading advertisers for over a decade. 


cation of other activities such as 
trade show exhibits, novelties, 
etc.” 

Sample work sheets are given in 
the appendix. 

This study is a projection of two 
earlier studies released in 1949 and 
1950 by NIAA. 

W. H. Collins, director of adver- 
tising, Dravo Corp., is chairman of 
the association's budget survey 
committee. 


WTM] Keeps ‘Amos ‘n’ Andy’ 

WTMJ-TV, Milwaukee, which 
had announced intention to cancel 
the “Amos ‘n’ Andy” show after 
its first 13 weeks, has decided to 
continue the program for another 
13. weeks. The station claims 
plans for a substitute program had 
“fallen through.” 


Elects Van Meter V. P. 


E. R. Van Meter, successively 
sales manager and general man- 
ager of the paper container divi- 
sion of Continental Can Co., New 
York, has been elected v.p. in 
charge of the division. 


plans to open his own agency. 
Mr. Warwick has been working 
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Mam'‘zelle to Buttertield 


Mexican Bull Fights 
g ; ; Mam’zelle Maggyanne Inc., Los 
on the Equitable Life Insurance Angeles manufacturer of brassieres 


Made into Show Co. account, but W&L said none of and intimate wear, has appointed 


Los ANGELES, Sept. 18—Films of | its business was shifting. Succeed- Walton Butterfield Advertising, 
the Americas Inc. is now offering | ing Mr. Warwick as a director is,New York, to handle its advertis- 
a half-hour weekly television show Irving J. Paulus, secretary-treas- ing and public relations in the 
of films of weekly bullfights staged | UTer- East. 


STRONGEST. @@WHERE STRENGTH COUNTS 


The films will be edited so they | 

will not be offensive to American 
tastes, says Leonard Shane, presi- 
dent. The final “kill” will be edited 
out. A minimum of commentary 

: : : “ IN EDITORIAL LEADERSHIP and reader service, 

wilt be given by on Engish-cpenk- REVIEW is preeminent. As official publication 

of NRFA, its editors enjoy an unusually intimate 

daily contact with the nation's home goods re- 

tailers and their problems. Its vital editorial 

fare makes REVIEW “must" reading for 8,311 


ing announcer. 
top dealers and buyers. 


The program will be syndicated 
to independent stations. A com- 
plete promotion and exploitation 
package, with premium items, is 
also available. 


Jack Warwick Quits W&L; 
Plans to Open Own Agency 
Jack R. Warwick has resigned 
as v. p. and director of Warwick & 
Legler, effective Oct. 1. Mr. War- 
wick, who had been associated for 
20 years with the agency headed by 
his brother, H. Paul Warwick, | 


Published by MATIOMAL RETAIL FURNITURE 
ASSOCIATION * 666 Loke Shore Drive * Chicago !') 


Alliance Review 
Ashland Times-Gazette 
Ashtabula Stor-8 
Athens Messenger 


Bellevue Gorette 
Bowling Green Sentinel-Tribune 
Bucyrus Telegraph-Forum 
Cambridge Jeffersonion 
Celina Standard ~~). \~ 
Chillicothe Gazette >. y) 
Circleville Herald 
Conneaut News-Herald | 
Coshocton Tribune 
Delaware Gazette © © 
East Liverpool Review 
Elyria Chronicie-Telegram 
Findlay Republican-Courier 
Fostoria Review-times 
Fremont News-Messenger 
Geneva Free Press 
Hamilton Journal News 
Ironton Tribune 


thw, 


Ohio is the 5th largest market Ve 4 ea = 

in the United States . . . if you \ i, 

reach it all! Retail sales total a — 

$6,622,697,000.* The impor- 

tant part from cities and towns of less than 100,000 population, beyond the influ- 
ence of metropolitan papers on your list, exceeds retail sales in such important 
states as Kentucky, Tennessee, Oklahoma and Kansas. Retail sales in the area 


Kenton News-Republican 
legan News 

Marietta Times 

Martins Ferry Times-Leader 
Marysville Tribune 

Mt. Vernon News | | 
Newark Advocate. 
Painesville Telegraph 
Piqua Call 

Revenna-Kent Ret d 
Salem News 

Tiffin Advertiser-Tribune_ 
Troy News 


Lencaster Eagle-Gazette 
Marien Ster 
Middletown Journal 
New Philadelphia Times 
Portsmouth Times’ 
Sidney News 

hrichsville Chronicle 


OHIO SELECT LIST 


covered by Ohio's home-town dailies exceeds that of 34 states. And these sales 
are where good distribution and dealer organizations mean excellent 

service to the consumer and rapid turnover. WRITE, PHONE OR WIRE 

AND ASK THE OHIO SELECT LIST MAN TO CALL AND 
EXPLAIN THE EASY ‘ONE ORDER-ONE CHECK"’ 

WAY OF COVERING OHIO. 


Teer sprite 


TOWER CLEVELAND OM10 


Urbona Citizen 
Von Wert Times-Bulletin 
Werren Tribune Chronicle 


Washington C. H. Record-Herald 


Wilmington News-Journal 
Weooster Record 
Kenia Gazette 


Zanesville Times-Recorder & Signal 


CULLEN CO. 


rae oe ae. ee Se — ll Pease 4] = an a + Ere cee MMe S. | hag eee 
Bear os ee a - 5 eae ae —. aa se a ns a Cetera 
Pee: ee ee : Nad oe , a eee 
a 3 Be i 
y ee iy 
i tes x > 
(ieee 
j ae 
Pa 
4 a 
ae 
: aes 
ca 
x 
; ee 
ae 
rh, |’ 
gy 
' wa 4 , 
GJ +e a. wae 
, Wax. \o ee & : es 
i Ya eae ete 
ea teaewes. ~ Ban 
{  ©@ 2 ge 
: ape 
x 
| 4 eo 
: | i} ae 
4 fe : A as 
ie oe? 
— | Rares 
Ve) or 
’ ‘. OD i/ _ .) 
. P ‘ _—-sCé#*# ° ' ae 
ns A _ | 7 yas 
: os 
HNefontaine Examiner \\ - : , ge 
Be Ne 9 Bee 
: — (a j — 
2 Se ¥ ae 
Ane » _ s 
Se wae 
: ic. 
; ct: 
bal : < 
ss 
| Rae 
BOTH HALVES . 
| é i 2 ih 
= 
ae 
0 0 eS 
) Lees * 
} _.. 
o \- Ay 
, ae 
a 0 ws 
see ; ‘1 Rag 
t r ee 
| ——_ ~~ | ar fg 
~ 5° 1 
wi’ X 
: or 3 
Bas 
sane, $7 
tes! 
a Be: 
} et 
j Pd. 
x ———S . a s 
! pe. 3 
Ai 
' “ae 
; os et a Oe: 
fe . = 
id = SEP PL Se . oe oa 
: a f a “ ,. ae ~ mn > 
7 a (/j = . . ‘ = 
mecessennsp ey ee — ta . 4 
+ oh ot =, ts aa + : 
on <u 7 re ee ‘<a Bs mL " m= 
ee JOHN ia) Peter = oe i ee i> 
- + be | 3 ie 2 a or i ’ “a :.. 
; 1319 TERMINAL towte ars a . ° ee 
— oe ee 
. a ey 
, 4 _ * 2 e ic se ‘ , g is 
j Ce, cone a. 
: 2 Rage J fae 
| . a7 tee en 
E * : ce ae ee: : . 5 4 
- intensely loyal to the advertisers they see ? . e Ay BARE ee i. ‘A 3 oo 
; in their own publications—give this mar- Oe ca oy 2 
; » ket an urge to buy that they'll respond ‘ va dee Se sy 
; to! Stop overlooking $15 billion—Negroes ee i eh - Fel 
1 buy what you sell—if they read about it ee eee Shes 
| in their own publications! For full details ay ye oder oe0e ae 
; . it 
| aes 
: ONE EXAMPLE: for « publication that sells a, eae 
: the evcam of this rich martes, zen gum’ Seek . ARR 
the New Courier—read by 1,508, Negroes in = he 
42 states each week. Color somies, ¢ te 
goction. and Son ee make ft =; . 
8 most . b 
Negro—you ll sell the Negro! het Bew! oe 
& =— - < pe) 
a oe t ait. 


70 


Boston Conference 
on Distribution to 
Be Held Oct. 15-16 


Boston, Sept. 19—Speakers of 
special interest to admen at the 
coming Boston Conference on Dis- 


tribution, set for the Hotel Stat- 
ler, Oct. 15-16, include Victor M. 
Ratner, v.p. in charge of sales, 
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advertising and public relations of 
Macy’s, who will speak on “Pride 
and Prejudice in Advertising.” The 
Retail Trade Board, Boston Cham- 
ber of Commerce, is sponsor of 
this 23rd annual forum. 

To talk on “The Other Side of 
the World Trade Mirror” is Ver- 
gil D. Reed, v.p. of J. Walter 
Thompson Co. Malcolm P. McNair, 
professor of marketing of the Har- 
vard graduate school of business 
administration, will discuss “Some 
Major Trends in Distribution,” and 
Sidney R. Rabb, chairman of the 
board of Stop & Shop, will survey 
“Supermarkets—Past, Present and 
Future.” 


es Particular attention will be paid 
the sensitive pulp and paper situa- 
tion by Robert W. Fowler, presi- 
dent of the Canadian Pulp & Paper 
Assn. and the Newsprint Assn. of 
Canada. “Design and Styling in 
Relation to Wider Sales and Dis- 
tribution” is the topic for Dor- 
othy Liebes, designer of Goodall 
Fabrics. 


ae ihe 
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In addition to 16 other speakers 
from business, government (par- 
ticularly the defense setup) and 
universities, several conference 
sessions will be conducted during 
the two-day meet. George Han- 
sen, president of the National Re- 
tail Dry Goods Assn., will preside 
over one of these. 

Reservations can be made 
through the conference's office at 
80 Federal St., Boston 10. 


Million $ Hen Campaigns 

Hawkins Million $ Dollar Hen, 
Mt. Vernon, IIl., brooding equip- 
ment maker, 
Poultry Hatchery Federation 
News, Broiler Growing, Hatchery 
& Feed, Poultry Supply Dealer and 
Turkey World, direct mail and a 
catalog in its fall promotion. Kane 
Advertising, Bloomington, Ill, is 
the agency. 


Knickerbocker to La Porte 

The Knickerbocker Mills Co., 
New York spice grinder and im- 
porter, has placed its account with 
La Porte & Austin agency. 
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is using American | 
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UNION PROMOTION—Amalgamated 
Clothing Workers of America will use ads 
such as this beginning Dec. 12. Ben 
Sackheim Co. has scheduled 1,000-line 
insertions for 31 newspapers in 18 cities 
every other week through the spring, 
except for a layoff in December. 


one motes 


See a > ne ee 


Oronel proudly welcomes another new advertiser! 


Advertisers want a magazine with editorial impact, large circulation, a quality audience and the lowest pos- 
sible cost. Capehart-Farnsworth discovered that CORONET has all the answers — and beginning with the 
October issue, Capehart-Farnsworth starts selling CORONET’s more than 2,650,000 better families. 


| ’ 
‘Nard Journal’ Asks 
Druggists to Back 
‘Prescription Bill 

Cuicaco, Sept. 19—John W. Dar- 
gavel, executive secretary of the 
National Assn. of Retail Druggists, 
this week urged the nation’s drug- 
gists to wire or write their sen- 
ators and ask them to report out 
{the controversial Durham-Hum- 
phrey bill. 

Writing in the current issue of 
|the NARD Journal, Mr. Dargavel 
warned druggists that “failure... 
to respond with a heavy flow of 
letters and telegrams will jeopard- 
ize everything that has been done 
to procure relief from federal re- 
strictions on refills and telephone 
| prescriptions and abuses of the 
legend.” 


ws Two weeks ago Ben Duffy, pres- 

ident of Batten, Barton, Durstine 
| & Osborn, invited a group of pub- 
|lishers and radio men to attend 
a meeting in New York at which 
|four speakers representing drug 
manufacturers attacked a provi- 
sion of the Durham-Humphrey 
| bill, which they claimed would 

grant too much control over ther- 

apeutics and the sale of drug prod- 

ucts to the Federal Security Ad- 
| ministration (AA, Sept. 10). 

Mr. Duffy, who also is chairman 
of the Proprietary Assn.’s adver- 
tising advisory committee, told the 
group that $75,000,000 in advertis- 
ing was ieopardized by a provision 
in the Senate bill which would, 
in effect, grant to FSA the right 
to determine which drugs may be 
sold, and which may be sold over 
the counter by prescription. 


|@ After a series of conferences 
with “spokesmen for every seg- 
ment of the drug industry,” Mr 
Dargavel continues in the NARD 
| Journal, an agreement was reached 
on what amendments should be 
submitted to the Senate committee 
on labor and public welfare, with 
the recommendation that they be 
added to the House bill (H.R. 
3298). 

The recommended amendments 
would provide for the foilowing: 

1. Responsibility for labeling 
would be removed from the shoul- 
ders of the druggists and placed on 
those of the manufacturers. 

2. Responsibility for labeling, for 
the proper use of the legend, and 
for placement of adequate direc- 
tions for use on medicinals that 
may be sold over the counter, will 
lie with the manufacturers. 

3. Druggists would be free from 
criminal liability if they sold, in 
| good faith, products on which the 

manufacturer had failed to comply 
with the law and the item was 
misbranded. 


| Templeton Leaves Kudner; 
Hank Ladd Joins Agency 


William Templeton, a top man 
in the radio-TV department of 
Kudner Agency for several years, 
has switched to Sherman & Mar- 
quette as radio and television di- 
rector. 

Among his other duties Mr. 
Templeton was agency producer on 
the “Texaco Star Theater” (NBC- 
TV). This assignment at Kudner 
will be taken over by comedian 
Hank Ladd, who is, for the time 
being at least, giving up the spot- 
light for behind the scenes work. 


H. Smith Elected Exec V. P. 

H. Gordon Smith, v. p. and gen- 
eral manager of the textile division 
of U. S. Rubber Co., New York, 
has been elected executive v. p. 
William E. Clark, assistant general 

| manager of the division, has been 
'elected a v.p. and promoted to 
manager. The appointments are 
effective Oct. 1. 


| WSIX Names Hollingbery 

| George P. Hollingbery Co., New 
| York, has been appointed national 
representative for WSIX, Nash- 
| ville. The 5,000-watt radio station 
‘is an ABC affiliate. 
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How to select 
an advertising agency 


in these days of TV 


+ 

Now that Television has passed UDDENLY it has happened. Television, yes- The answer to this is important to you in terms 
j through its pioneering stages...and has terday’s magic new medium with a “future”, of time as well as dollars. For no agency can add 
‘ . ‘ has arrived as a means of selling goods at a profit! Television facilities overnight. TV calls for thor- 
j an established record for selling goods . ase 2 $ 


at a profit...advertisers considering 
an agency change are faced with new 
problems—and new opportunities. 


Shown here are some of the 38 programs telecast 
each week for clients of the William Esty Company. 


FOR CAMELS. JOHN CAMERON SWAYZE 
brings the news to millions five 
nights a week on the Camel News 
Caravan. These millions also hear 
the news that more people smoke 
Camels than any other cigarette. 


FOR COLGATE’S FAB. 5-TIME-A-WEEK, 
DAYTIME TV...the dramatic show 
“Miss Susan” is making sales—and is 
reaching viewers at a lower cost per 
thousand than any other five-time- 
a-week, daytime dramatic show. 


FOR COCA-COLA. 4 HOURS OF TV PER 
WEEK for The Coca-Cola Bottling 
Company of N. Y., Inc. Five-day-a- 
week “strips”, daytime shows, eve- 
ning dramatic shows, spots, have 
folks all over humming the Coca- 
Cola jingle—and buying “Cokes”. 


It has already revolutionized advertising media 
selection. It is now revolutionizing advertising 
agency selection. 

An advertiser selecting an agency today must 
ask, in addition to the usual qualifying questions: 


Does the agency have sufficient experience in Tele- 
vision to guide us to the profitable use of the medium 
—or will we have to pay for the agency's education? 


or pro 
er agency v 


FOR COLGATE’S VEL AND SUPER SUDS. 
“STRIKE IT RICH” — the dramatic, 


FOR M&M’S CANDIES. “SUPER CIRCUS”, 
_ highest rating TV network children's 


human interest quiz show—is prov- 


program, has given M&M’‘s Candies 


ough indoctrination and enthusiasm of an agen- 
cy’s whole creative and executive staff .. . additi 

of large, separate departments... training of s 
cialized media, programming and production 
sonnel. 


There is no short-cut — except at the adv 
tiser’s expense. 

Last year, while many advertisers were using te 
vision on a profitable basis, others were not. A 
more than 150 network shows failed to click. 

In this, as in other fields, there is simply 
substitute for experience. 


It takes experience to obtain good time. 
top level network contacts and “know-ho 
needed to keep abreast of availabilities — a 
secure good ones—cannot be developed in a day. 

Today, the William Esty Company has more th 
a third of its billings in Television and is placing 
separate television shows per week . . . more Te 
vision than is currently placed by any other agen 


It takes experience to build big T V audiences 
low costs. TV is a four-ring circus—and there 
a thousand and one details that can spell the d 
ference between profit and loss. 

Some Esty- produced TV shows feature high-priced 
talent. Others do not. But Esty know-how keeps per- 
viewer costs on all shows at a low level. The pay off: 


our Clients are reaching prospects at costs as low as 
76¢ per thousand! 


Most important of all,it takes ex perience tocreate 
TV commercials that sell. No agency without a 
long and successful record of selling goods before 
the advent of TV can be expected to do much bet- 
ter simply because it has a new outlet for its efforts. 


Esty TV, like Esty print and radio, utilizes action, 
drama, human interest, newsiness and excitement... 
tells a simple, direct, hard-selling story. Sales of our 
largest TV client are further ahead of competition 
than for many years. And sales of our four smallest 
TV clients are moving ahead at such a rate that all 
are increasing their TV schedules for next year. 


This agency has prepared a special presenta- 
tion showing how advertisers can put Television 


to work at a profit. If TV figures in your plans for 
Fall, just phone MU 5-1900 and ask for Mr. 
Wood. Or drop us a note. No obligation, of course. 


ing that even in the morning TV 
can do a great job. “Strike It Rich”, 
at 11:30 A.M., has a higher rating 
than most afternoon shows. 


such a sales boost in 18 months that 
M & M's is now the Number One seller 
of all bag-packaged candy. 


TV SPOTS FOR 
“EVEREADY” BAT- 
TERIES, “Prestone” 
Anti-Freeze and 
Prince Albert 
Smoking Tobacco 
are proving that in- 
teresting, memora- 
ble spots can be a 


William Esty Company, Inc. 
Advertising 


100 East 42nd STREET, NEW YorK 17, N. Y. * MUrray Hill 5-1900 


FOR CAVALIER CIGARETTES. THE 
“GARRY MOORE SHOW” is doing a 
real selling job. This first successful 
daytime variety program is another very effective use 


TN Tr 


example of Esty pioneering in TV. of TV. 


PN er 


1 a ee nae 9 Wee Nee tie ae. 4h ee ie ne or F ee ao ae 
oa ve iy oe te ee ded : oS ap ie : a nn a : rue ‘ ner Y ee oe s E a 3 a Ke . 
seit Sass: 
; it R f 
% Roe 
. acai 
Be 
F ‘ ‘ ae ie 
ca 
Me 
re 
i ‘ere 
. i 
.< 
| = 
| Be 
oN 
ae 
thy 
—_ Be 
a 
A e $< 
ey 
: ee 
; } . 
le- pt 
\ Heed 
; es 
; , , wo . i 

5 ae. F 
4 i * ; = Saat 4 pao V eo. 
, . , ‘ ¢ 4 hae 
v are cy Oe mee * 
\ : " a = . ’ a Oe : * re < 
ny, sy geN are EXPERIEN HER! i: 
S if i= ~ » 
S\eae, a *. Ga THE ONLY 7 i 

i ‘ aa ‘ 3 Com- = 
™™ ¢ Sm 23 ee cog, William EStY nick ae 
; t, {fer Thi Ee ¢ Bie. m mont all agencies ing more won an ca 
"aS a | et, ane » sand ome, currently Piva ag had more in. «= 

; i : at a > i , P. pany: —: ograms née TV ” s. | ?. 
; - relevisio® | PrreatiN in the busines } ni i 
rience Last Vy ad KS 
pe jals—than any 4 | 
j mere as ‘ 
’ 7 ‘- “ 
re sig 
ay 
im an Bs ‘ ; . . . mt ; 
: ate : , _ 4 yi s 
‘ a 3 ‘ ¥ ti * re \ J eee 
is y ib} ¥ : : “ pas 
} Pek DA Eo? bee 3 
; 3 LP ry f of ei 4 
: - os a : Y fa LY A | 1 ie je 2 a q fa a ory 
; by a fe r tas: 
: en \VEL, 8 Vo t ¥ 
i PC Ci‘ ;NCC*s Ray 

BS, 
é - i oe 
| | ; sat 
7 | | , —__—_———. os 
Ry 
* : 
‘ j 1 AN G : 
: *, , F ~ a ‘ee 
lf oe a ic: 
_ »*+ & : ¥ 
ee as 
Re . ap 2: 
an ‘ = ; ‘ Pe 
a | 2 — | iia aia bikes 


pe Lee 
“vw 
i 


‘ 


fF \ ia shal 
<Aieta. : epeeegy 


a) 
4 é 
Salamaeafiperenepenasie 


wie # 
is dnd Gud 


Benth eer 


. 


at, % 
Pee a 3 
> oe 


Fe ere 


wt 


Layee AP Gat eee 


ial 


72 


One Major ‘N. Y. Times’ Motto Is: 
‘All the Advertising Fit to Print’ 


New York, Sept. 18—This is 
centennial year at the New York 
Times, and the newspaper's 100th 
birthday today was suitably noted 
in news and editorial columns. 

At the same time, 1951 marks 
the 55th year that the Times has 
held a firm but somewhat flexible 
reign over the advertising copy 
that goes into its columns. 

Today's “custodians of Times 
advertising respectability and de- 
pendability,” known collectively as 
the advertising acceptability de- 
partment, can trace the beginning 
of their section to 1896, when 
Adolph Ochs took over the news- 
paper. It was an Ochs belief that, 
like news, advertising must be “fit 
to print.” 

Under Joseph W. Gannon, chief 
of the department for the last 19 
vears, advertising acceptability last 


year revised, reworded or rejected 
a total of 1,724 advertisements. 
These were held to be misleading, 
inaccurate, fraudulent, unfairly 
competitive or offensive to good 
taste. 


s Mr. Gannon recalls, some years 
ago, the copy submitted by a New 
York night spot. “Fifty of the hot- 
test girls this side of hell,” the ad 
proclaimed. But a hurried confer- 
ence with the club operator ended 
in a compromise satisfactory to 
the advertiser and the Times. The 
revised copy said, “Fifty of the 
most alluring maidens this side of 
paradise.” 

Then there was the case of the 
ad that was decorated with a photo 
of fan-dancing Sally Rand. When 
the advertising acceptability boys 
got through, the photo of the 


ecdysiast showed her wearing 
scanties and bra—both sketched on 
by a Times artist. 

The upshot was that an irate 
Miss Rand, interviewed by a re- 
porter from another paper, 
clared, “The Times ran a mislead- 
ing advertisement yesterday. It put 


de-| 


a brassiere and panties on me. I} 


don’t wear them in my act.” 

The task of advertising censor- 
ship (as the department was called 
until the war, when it might have 
been confused with news censor- 
ship) has grown heavier with the 
passing years. 

In 1947, there were 1,200 ads 
that were revised in one way or 
another, or rejected. In 1948, this 
figure jumped to 1,439. Last year, 
it went to 1,724. 


@ This doesn’t mean that ad copy 
submitted to the Times is gradu- 
ally running downhill. The explan- 
ation seems to lie in the fact that 
the paper is steadily increasing its 
total advertising linage. 

In 1946, for example, the Times 
carried 28,501,491 lines. By 1950, 


Vy you want your catalogue. ‘ 


ar booklet .or house organ... 


bo be read from cover to cover... 


be sure 


REFERABLY, a cover of BUCKEYE or 


BECKETT-the good-looking, 


long-wearing cover 


stocks which have long been the first choice 


of advertising men and printers everywhere. 


14 colors, 9 finishes, to choose from in the 
BUCKEYE line; 10 colors, 9 finishes, in the 
lower-priced but very attractive BECKETT line. 


The Beckett 


Paper Company 
Makers of Good 
in Hamilton, Qhio, Since [848 
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the total had jumped to 39,574,371 
lines—or 25.74% of the tinage car- 
ried by all New York City dailies. 
The paper has finished in first 
place in total linage in New York 
for the past 32 years. 

Back in 1896, when Mr. Ochs 
took the helm, the Times reported 
its 12-month linage as being 2,227,- 
196. The weekday circulation was 
9,000 paid and the Sunday circula- 
tion was 22,000. 


@ But by 1901 Mr. Ochs must have 
been gratified to find that linage 
had now zoomed to 4,957,205, with 
weekday circulation all the way 
up to 102,472. Twenty years later, 
in 1921, the Times was up to 21,- 
652,613 lines and had well sur- 
passed the 300,000 mark in week- 
day circulation. 

With an advertising volume that 
runs to 30,000,000 and 40,000,000 
lines annually, the advertising ac- 
ceptability people are kept steadi- 


|} ly on the job. They watch retail ad- 


| vative but not prudish” 


vertising, especially, for it’s here 
that nearly three-fourths of the 
copy revisions must be made. 

One ad for underwear spoke 
glowingly of it as “Naughty—but 
so nice to your figure.” The censors 
winced slightly at that, called the 
would-be advertiser, and the re- 
vised line ran like this—‘Paris- 
inspired—but so nice to your fig- 
ure.” 


@ Then there was the copy for a 
perfume called GriGri, which took 
its name from a Hindu charm. It 
read—“It was a charm to insure 
good hunting, good fighting, good 
loving.” The blue pencils, de- 
scribed by Mr. Gannon as “conser- 
and as 
“reasonably flexible,” altered the 
copy so that “good loving” became 
“good living.” 

Here’s the way the advertising 
acceptability department looks at 


retail advertising, with unaccept- 
able lines followed by acceptable 
revision, shown in parentheses: 

“The lowest price ever offered” 
(“The lowest price we ever of- 
fered”), “The best buy in town” 
(“One of the best buys in town”), 
“Unheard of prices” (“Amazingly 
low prices”), “Superior to any 
you've seen at this price” (“Supe- 
rior to what you’d expect to find 
at this price”), “The finest coat 
we have ever seen” (“The finest 
coat we have ever sold”). 


s The Times, with one possible 
exception, insists that no product 
advertised in its columns can be 
unqualifiedly superlative. That 
lone exception is the Chicago Trib- 
une, which regards itself and ad- 
vertises itself as the “world’s 
greatest newspaper.” 

With the protection of the read- 
er regarded as the summum 
bonum, the Times has tabooed a 
number of ad types. Matrimonial 
offers and mailing lists are out. 
The same treatment applies to ads 
of fortune telling, ads that may 
cause money loss to the reader or 
injure his health or morals. Offers 
of something of value for nothing 
are cold shouldered. Rejected also 
are ads that attack personal char- 
acter or that make “uncalled-for 
reflections on other advertisers or 
their goods.” 

On the blacklist, too, are ads 
that are ambiguous in wording, 
and ads that are indecent, vulgar, 
suggestive, repulsive or offensive. 


@ But the advertising acceptability 
boys didn't reject a Springs Cotton 
Mills ad—the first in a planned 
series—that showed a lovely lass 
clad in a revealing cotton bra-type 
top, and short skirt whipping in 
the wind with white cotton panties 
revealed. The copy disclosed that 
the newly developed cotton mate- 
rial, so attractively portrayed, was 


Purchasing Power 


. the Butcher 
the Baker and 
. Candlestick Maker 


with A Die 
LOT$ LEFT TO $PEND/Z 


HERE IN CHARLESTON’S 
METROPOLITAN AREA 


there’s a lot left — and 
that means Potential 


“NET EFFECTIVE BUYING 
INCOME—$190,585,000 


“TOTAL RETAIL SALES $125,097,000 
“SURPLUS OF E. B. 1. OVER RETAIL SALES 


$65,488,000—More than DOUBLE that of S. C.’s next two 
major metropolitan areas. 
*From Soles Management's 1951 Survey of Buying Power. 


Prosperous, growing Charleston County forms the Charleston 
Metropolitan Area and Charleston is the County Seat. 


THE CHARLESTON EVENING Post 


Che News and Courier 
- CHARLESTON, SOUTH CAROLINA 


REPRESENTED BY THE JOHN BUDD CO. 
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16 QUARTERS—Armour 


& Co. : 
this 4Ib. foil-wrapped carton of 16 | Sept. 9 in Sarasota, Fla., after a 


believes 


quarters of Cloverbloom butter solves 

the problem of how to display such 

butter sticks adequately, yet keep them 
from becoming shopworn. 


“now available to the false bottom 
and bust bucket business.” 

“We thought the ad was funny.” 
said Mr. Gannon. “Springs Mill: 
didn’t sneak anything past us. We 
checked and found that ‘false bot- 
tom and bust bucket business’ | 
was common parlance in the | 
trade.” 


es However, the Times got a bar- 
rel of protests and subsequently 
asked the company to revise copy 
in future ads. This was done, but 
the revisions failed to satisfy the 
Times and none of the other ads 
in the series ran in the paper. 

“The ads would have been all 
right some place else,” said Mr. 
Gannon, “but they were a little 
too questionable for us.” 

To prove Mr. Gannon’s claim of 
“reasonable flexibility” and “con- 
servatism but not prudishness” for 
his paper, he pointed to the fact 
that protests about any Times ad 


that shows too much bosom are 
answered something like this... 

“Women’s attire has come to be 
so scanty nowadays as to attract 
less and less attention.” 


s But advertising censorship is, | 


on the whole, a serious proposition 
that pays off in reader and adver- 
tiser confidence. Both the growing 
circulation and linage of the Times 
would seem to bear this out. 

“The application of principles of 
censorship to advertising sub- 
mitted for publication in a news- 
paper must fal] under the heading 
of the public service that a news- 
paper renders,” Mr. Gannon told 
a meeting of the National Editorial 
Assn. last year. 

“It is through sincere and un- 
faltering application of standards 
of acceptability that a newspaper 
protects its readers from the 
fraudulent, the misleading and the 
blatantly cheap, and protects its 
advertisers from unscrupulous and 
unfair competition by deceptive 
comparative claims.” 


Canada Admen Judge Contest 

Judges in this year’s Canadian 
Direct Mail Leaders Contest, spon- 
sored by Provincial Paper Ltd., 
Toronto, are: Howard F. Baker, 
Toronto, president, Canadian Assn. 
of Advertising Agencies; Athol 
McQuarrie, Toronto, general man- 
ager, Assn. of Canadian Advertis- 
ers; N. Roy Perry, Toronto, pres- 
ident, Canadian Advertising & 
Sales Federation; E. H. Woodley, 
Montreal, Canadian v.p., Direct 
Mail Advertising Assn., and Lee 
Trenholm, Toronto, public rela- 
tions manager, Provincial Paper. 
The contest is confined to direct 
mail advertising sponsored, de- 
signed and produced in Canada 
between Sept. 1, 1950, and Aug. 
31, 1951. The contest closes Oct. 1. 


Barkley Joins James Leftwich 

David M. Barkley, son of Vice- 
President Barkley, has joined the 
PR concern of James A. Leftwich 
as a partner. The new firm, Left- 
wich & Barkley, will have offices 
in New York, Kentucky and Cali- 
fornia. 


Resigns Sunroc Account 

Philip E. Jones Co., Philadelphia, 
has resigned the account of Sunroc 
Co., Glen Riddle, Pa. 


- et 26 —_— 


HENRY CLAY JAMES 

Sr. Louts, Sept. 18—Henry Clay 
(Harry) James, 65, advertising di- 
rector of St. Louis-San Francisco 
Railway Co., died here Sept. 12 of 
a heart attack. 

Mr. James joined Frisco as an 
office boy in the advertising de- 
partment after graduation from 
high school. He was named adver- 
tising director in 1934. 


HAROLD G. WESLEY 

New York, Sept. 18—Harold G. 
Wesley, 65, senior partner in Wes- 
ley Associates, agency here, died 


long heart ailment. 

In 1916, after several years of 
retail experience, Mr. Wesley 
joined the advertising staff of the 


Dry Goods Reporter. Chicago, and 
later served in its New York office, 
rising to board member of United 
Publishers Corp. before entering 
the agency field. 


MRS. HOWARD BRATTON 

FARIBAULT, MINw., Sept. 19—Mrs. 
Howard Bratton, 73, co-founder 
and publisher of the Faribault 
News, died yesterday after a year’s 
illness. Mrs. Bratton and her hus- 
band founded the News in 1914. 
Mr. Bratton died in 1926. 


EDWARD DUFFY 

Cuicaco, Sept. 19—Edward Duf- 
fy, 55, sales manager of the Alco- 
Gravure division of Publication 
Corp., died Sept. 15 in his home 


+ 
FREDERICK CROFTS 
Hartrorp, Sept. 17—Frederick 
S. Crofts, 66, retired president of 
Crofts Publishing Co., New York, 


died Sept. 16 at his Stamford, 
Conn., home. 
Utter-McKinley to Hixson 


Hixson & Jorgensen, Los An- 
geles, has been appointed agency 
for Utter-McKinley Mortuaries, 
Los Angeles. Media plans call for 
newspapers, radio, TV and out- 
door. 


Cohama Fabrics to Hewitt 


Cohn-Hall-Marx Co., New York, 
has appointed Hewitt, Ogilvy, Ben- 
son & Mather, New York, agency 
for its Cohama Fabrics division. 
Ben Sackheim Inc. formerly han- 
dled the account. 


73 
Kalart Opens Fall Campaign 


Kalart Co. Plainville, Conn.., 
photo equipment maker, is using 
couponed pages in seven photog- 
raphy magazines during October 
and November to promote its B-C 
flash units. Readers are offered a 
16-page booklet explaining advan- 
tages of the multiflash device. 
Available to dealers are counter 
displays, and further ads will ap- 
pear through January. Charles W. 
Hoyt Co., New York, is the agency 


CENTRAL PRESS, INC. 
Publishers - Printers - Lithographers 
ESTABLISHED 1930 
Direct Mail - Catalogs - Publications 


one or more colors 


714 S. Adams St., Marion, Indiana 


All the running water in th 
KFAB area flows down hill 


There is more running water in the area served by KF AB than in any section of similar 
size in the United States. And wherever there is running water, there is power for the development 


| 4 : 


By EDWIN SCHULTZ 
Secretary 


NEBRASKA STATE FAIR BOARD 


a mam 


of electricity. The Midwest Empire boasts an unlimited supply of cheap electrical energy. 


Over 55% of the farms in the vast KFAB market are electrified! And rural electrifica- 
tion is steadily growing! Thousands upon thousands of farms are yet to be added to the thousands 
of ready-to-buy NOW prospects for electrical appliances and farm machinery. 


Add to this great potential of farm homes that use electricity, the thousands of small town 
and city dwellings, and you have in this Midwest Empire a gigantic market that is informed and 
entertained daily by KFAB. This is a “spending” Empire that buys the products advertised over 
KFAB. This is the Empire where “water that flows downhill” means prospects, thousands of pros- 
pects, for your product or service. 


You can tap this Midwest Empire market at a low advertising-selling cost if you use 
KFAB the Midwest Empire station. An availability that may interest you, will be rushed to your 
desk if you let a‘ FREE & PETERS man know you want it: or. if you phone or wire Harry Burke. 
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WHAT'S GOING ON? 


Manufacturers and their advertising 
agencies are using this inexpensive 
clipping service for collecting editorial 
publicity, for making research and 
market studies, for maintaining com- 
petitive advertising files and for de- 
veloping sales prospects on certain 
types of products and services. 

Ask for New Booklet No. 50 
“Magazine Clippings Aid Business” 


BACON’ S$ CLIPPING BUREAU 


Business Papers © Farm Publications 
Consumer Magarines 
343 So. Dearborn St., 


Chicago 4 


(ne 


Brattain Gets Ad Class Post 


Mari Brattain, account executive 
in the Seattle office of Beaumont & 
Hohman, has been named coor- 
dinator of the ten-week series of 
advertising classes being sponsored 
this fall by the Advertising and 
Sales Club of Seattle. 


Web to Stevenson & Scott 

Stevenson & Scott, Montreal, has 
been appointed agency for the 
cosmetics division of Web & Co., 
Montreal, distributor of imported 
Rouge Baiser lipsticks and nail 
polish. Advertising will expand by 
regions. 


‘Time’ Edition to Havana 

The Latin-American edition of 
Time will be published at Havana, 
Cuba, beginning with the issue of 
Oct. 8. The ten-year-old edition 
has been printed in Jersey City 
and air-expressed to Latin Amer- 
ica. 


Wynkoop Joins ‘Machinery’ 

Norman O. Wynkoop Jr., for- 
merly district manager of Power, 
has been appointed Indiana, Mich- 
igan and Ohio representative of 
Machinery, with headquarters in 
Detroit. He replaces Boyce Tope, 
resigned. 


How The he CHRONICLE and its 
Readers Sparked a Brand New 
* for Fabulous Houston 


te 


priate slogans. 


This is a Story of the 
Editorial Power, Importance and 
Prestige of Houston’s Family Newspaper 


Many leading American cities have been given appro- 
Big, bustling Houston, despite the 
glamorous descriptions accorded it, has never had a 


slogan. So the editors of The Chronicle, collaborating 


with the Houston Chamber of Commerce, engineered 
a slogan contest for all the people of Houston. And 
how they welcomed with open hearts and minds the 


opportunity to sloganize their city! Entries poured into 


The Chronicle by the tens of thousands. And the quality 


of the slogans submitted was so consistently high that 


the hard-working judges (five of Houston’s most prom- 


inent citizens) had a difficult time picking the winner. 


But a good selection was made and now Houston has 


a thought-provoking slogan for all the world to learn 


and remember. Again a feather is placed in The 


Chronicle’s cap for another of its countless contribu- 


tions to the civie life of Houston. 


Only when you buy The Chronicle, Houston’s 
family newspaper, can you tap Houston’s greatest 
buying power. 


* “HOUSTON: 


America’s Industrial Frontier” 


The Houston Chronicle 


R. W. McCARTHY 
Advertising Director 


M. J. GIBBONS 
National Advertising Manager 


THE BRANHAM COMPANY 
National Representatives 


FIRST IN HOUSTON IN CIRCULATION AND ADVERTISING FOR 38 CONSECUTIVE YEARS 


| ful statement than Lee P. 
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OPEN HOUSE—Kenneth B. Ruggles (left), 


public relations chief, Dayton Power & 


Light Co.; George L. Staudt (center), director of advertising and sales promotion, 

Harnischfeger Corp., Milwaukee, and Hal Burnett, Burnett & Logan, Chicago agency, 

chat on the P&H Homes production line during a recent open house held by Har- 

nischfeger. Mr. Ruggles took photos of a model home to be used by his company 
in a special lighting promotion. 


Don't Give Mats Away to Dealers, Says 
Hart Schaftner After Changing Policy 


Cuicaco, Sept. 20—Any manu- 
facturer who makes advertising 
mats available without charge to 
his dealers is crazy. 

This is a somewhat more force- 
Hen- 
rich, who has just announced his 
resignation as director of advertis- 
ing for Hart Schaffner & Marx to 
take a trip around the world, ac- 
tually makes, but it expresses his 


| essential convictions. 


Mr. Henrich ought to know, too. 
Hart Schaffner & Marx has been 
supplying a free mat service to its 
dealers (currently numbering 1,- 
100) since 1901. But this fall it 
changed its policy: Dealers were 
billed $1 for each mat ordered, 
and credited 50¢ for each one 
used, as evidenced by tearsheets 
sent in to the factory. The credit, 
incidentally, applied only on mats 
featuring HS&M clothes; it did not 
apply on furnishings mats which 
the clothing manufacturer also 
supplies. 


@ The change in policy, Mr. Hen- 
rich says, has resulted in exactly 
nine complaints from dealers, with 
a considerably larger number of 
complimentary letters on the 
waste less” policy. Actually, al- 


though HS&M anticipated that or- —— 


ders for mats might drop as much 
as 50%, there has been only a 
21% shrinkage in mat orders, he 
says, and indications are that the 
company’s dealers will wind up 
the season by using more mats 
than ever before. 

“The biggest advantage of 
charging for mats,” Mr. Henrich 
says, “is that it forces dealers to 
think about using them, instead of 
just ordering them. When they 
can get all they want merely by 
giving our salesman an order, or 
sending an order through the mail, 
they naturally load up. But very 
frequently they’re ordering ‘just 
in case’—without any real thought 
of making use of the mats. 


e “When there is a price tag on 
the mats, no matter how small, 
someone is sure to say, ‘What are 
you going to do with these mats 
we're buying?’ And right there 
buying ‘just in case’ is pretty sure 
to cease. If they order them, they 
are likely to plan their use, in spe- 
cific terms, before they place the 
order. 

“That adds up to less hit or 
miss activity and more planned 
tie-in advertising, which certainly 
pleases us. Strangely, it seems to 
please the dealer too.” 

Now the policy is being modi- 
fied, so that the charge for mats 
is reduced to 85¢ and HS&M re- 
turns $1 for each tearsheet “show- 
ing first use of this mat in the 


| local newspapers.” 


“Even though we shall return a 
dollar for each 85¢,” dealers are 
being told, “we assure you that 
we are not philanthropists. Tear 
sheets are the only yardstick we 
can use in measuring the returns 
on our own efforts in publishing 
the advertising service, and we 
are willing to underwrite the costs 
of the effort that you will have to 
make in furnishing us this badly 
needed evidence.” 


Mutual Campaigns for Radio 

Mutual Broadcasting System, 
New York, has launched an insti- 
tutional “Radio—it’s Wonderful” 
campaign. A booklet filled with 
scripts for suggested announce- 
ments to remind listeners of radio’s 
unique services has been mailed to 
MBS affiliates. The material, 
which does not plug Mutual as 
such at all, is available for the 
use of all broadcasters. 


Names George Metcalf Co. 


George T. Metcalf Co., Provi- 
dence, R. I, has been appointed 
agency for a spot-repellent finish 
for neckwear produced by Nor- 
mandy Print Works, New Bedford, 
Mass. Daily News Record, Men's 
Reporter News Weekly and other 
trade publications will be used. 


Royal Vacuum A p poi nts 


Edwin A. Hamala has been appointed 


sales manager of the Royal Vacuum 
Cleaner Company, Cleveland. Mr. 
Hamala is a regular reader of The 
Wall Street Journal. Like most men 
everywhere who are getting ahead in 
business he finds The Journal provides 
necessary background for important 
decisions. 
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Rockford Dairy 
Turns Ad Campaign 


into a Giveaway 


Rockrorp, ILL., Sept. 18—A local 
dairy has taken a cartoon-type ad- 
vertising campaign and turned it 
into » successful back-to-school 
giveaway promotion. 

Pinehurst Farms Dairy ads for 
the past year have featured such 
cartoons as a young boy whistling 
at a girl, with the headline read- 
ing “Fresh!” which referred to 
both the cartoon and the product. 
Other cartoons and headlines in 
the series carried out this same} 
two-fold idea. 

This summer, Pinehurst decided | 
to incorporate the same cartoons 
it had been using into a 5%x8%” 
eight-page coloring book, to be| 
given away during the beginning | 
of the fall school terms, “just when | 
kids are in a color creative mood.” 


@ The book is given away at the | 
rate of one for each half-gallon! 
of milk purchased, and is only dis-| 
tributed on Friday and Saturday. 
Each food store operator is given. 
as many books as he orders half-| 
gallons for the weekend, and| 
Pinehurst reports that the promo- | 
tion has definitely spurred week- | 
end sales of milk. 

As part of the promotion, the | 
dairy sent mailing pieces to deal- | 
ers, supplied them with point of! 
sale streamers, and used local! 
newspapers to announce the give-| 
away. | 

Cummings, Brand & McPherson | 
is the agency. 


Sinclair Planning 
Wide Use of Color 
in Newspaper Ads 


New York, Sept. 18—Sinclair 
Refining Co., which last fall used | 
250 newspapers in 155 cities to in-| 
troduce its anti-rust gasoline, this 
autumn will run ads in 280 papers | 
in 181 cities. 

The ads will range from one- 
fourth to full pages, and will make! 
“extensive” use of color. Some) 
1,500 newspapers in smaller cities 
and towns, as well as local movie | 
theater screens, will be used under | 
the company’s cooperative adver-| 
tising plan. 

Banner and special window 
posters have been prepared for} 
display at Sinclair dealers’ sta-| 
tions to tie into the campaign and | 
dealers have also been supplied 
with copies of a new booklet, called | 
“The Inside Story.” The booklet 
tells about the damage that rust 
and corrosion can cause inside a/| 
car’s fuel system and “shows how 
this damage can be prevented by| 
regular use of Sinclair gasoline,” 
containing RD-119, a rust inhibi-| 
tor. | 

Supplementing the newspaper 
drive will be local radio and TV. 

Morey, Humm & Johnstone is 
the agency. 


Plee-Zing Names Six 

Plee-Zing Inc., Evanston, IIL, 
broker of Plee-Zing food and 
household products, has appointed 
the following as department chiefs: | 
J. A. Watt, premium division; S. L. | 
Faraone, institutional sales; J. J.) 
Stickney, merchandise division; 
C. E. Keenan, sales; E. F. Cellmer, 
sales promotion, and C. G. Dobbs, 
canned foods division. 


Coolidge Joins Polk & Co. 

David A. Coolidge, formerly on 
the creative staff of Maxon Inc., 
Detroit, has joined the consumer 
research department of the direct 
mail division of R. L. Polk & Co., 
Detroit. 


Jon Henry Opens Studio 

Jon Henry, formerly art director 
at Grey Advertising Agency and 
S. Augstein & Co., has opened an 
advertising design studio at 58 W. 
31st St.. New York. 
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Operator 25 Now Full Grown 
The Distribution Council of Na- 
tional Advertisers, New York, has 
reported that a sufficient number 
of telephone operators have now 
been trained to make Operator 25 
service function efficiently, and 
that 32 products and services are 
now using the device. The council 
will shortly name a magazine and 
radio committee, whose job will be 
to line up Operator 25 cooperation 
and support in the media field. 


C&O Road Uses Book Matches 

Chesapeake & Ohio Railway Co., 
Cleveland, is now using 1,000,000 
match books yearly to promote its 
Chessie cat trade symbol. Robert 
| Conahay & Associates, New York, 
| is the agency. 


Ford Elects Wieland V. P. 


Arthur J. Wieland, general man- 
ager of the international division 
of Ford Motor Co., Detroit, has 
been elected a v. p. 


Arbingast Plans TV Service 
Arbingast, Becht & Associates, 
Peoria, Ill, will activate what it 
claims to be the first radio-TV 
department in downstate Illinois 
on Oct. 1. The company anticipates 
TV in Peoria within a year. George 
W. Cremeens, formerly program 
director and commercial manager 
of WEEK, Peoria, has been ap- 
pointed head of the department. 


To Lennen & Mitchell 

Charles Harrell has joined the 
radio-TV department of Lennen & 
Mitchell as production supervisor. 
He has been a video director and 
producer for the last three years, 
handling such shows as “Arm- 
strong Circle Theater,” “Famous 
Jury Trials,” “Chance Of a Life- 
time” and “Think Fast.” 


Joseph Stamler Joins WMGM 
Joseph Stamler, formerly sales 

manager of WNDR, Syracuse, has 

joined the sales staff of WMGM, 


| New York. 


‘Journal’ Promotes Dewar 


Arthur Dewar, a sales represent- 
ative for 18 years, has been pro- 
moted to publication manager of 
Ladies’ Home Journal in the Phila- 
delphia sales office. He succeeds 
Milton L. Peek, who has been ap- 
pointed Country Gentleman sales 
manager (AA, Aug. 27). 


‘Family Circle’ Is National 


When its December issue goes 
on sale at H. G. Hill stores in 
Louisiana, Family Circle, New 
York, will become the first gro- 
cery-distributed magazine sold in 
all 48 states, according to a com- 
pany announcement. Additional 
circulation of 15,000 is expected. 


MATRIX 
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COMPANY 


517 SOUTH JEFFERSON STREET, CHICAGO 7 ILLINOIS 


Population: 563,832 


3 out of 10 of your prospects ' 


read THE DENVER POST 


The Denver Post saturates its Retail Trading Zone, 
blankets the State of Colorado, and penetrates 
the entire Rocky Mountain Empire. 


CIRCULATION 


Daily 

Sunday “ 
Empire Magazine and 
Comics ; 


231,488 
362,784 


...395,087 


A.B.C. Publisher's Statement 
September 30, 1950 


THE DENVER PUST 


The Veice of the Rocky Mountain Empire 
Parmee wort. tDITOR ano euncismee 


lly by Mol 


vy, Regen & Schmitt, Inc. 


* > . eats 

= cpa 
j ee 75 4 id 
, wy es: 
| ee ie 

| ! Pe | ‘ 
| Boa 
__ 2. 
ach 

| PLASTIC PLATFE “47c 
> “S q vo 

tuom i 

2 oa | : as 

' : ae “ee 

: Ne proaeiwe F 
; f 5 . *  -* ae ye 
. _ ae 

aa 

am 

: Ber 
es aa 

ag 

; eer 
Le 

~ ones. 

‘ \ a 

! & 
x 

—s 

; as 

A EE RR ea ee ee Fe PRN TK 

oo lia z a8 

’ ' a8 a ~ = va Y : r 2 

oe * —_, ; "ates ” - - A L bs 

| : PE conte ' mI o & 4 , 5 — Ki te - 

i a ~ ; gn — “ae 
Be ee Seon si aad } wr : oe 

) AS _ — . * 
, Ww .. a a Z | . 

i ae , - & , ifj f a . fil 

oe — : f Af % 

| eS oe. Y ; a 

i _ fe % ~ : zz 
8 . BS om FJ . cPen 

3 f > PE suce , fa Zs z so 

e/ eo. , ok 

( - A, ang st: ‘ ly a <a 

Bes Pe. EG Bt: eh 

| le an ¥, Ep / ‘mn LY a 
me a 'p vy : ie: 

: " ; Linn, | i . : es f . : a 

; - 3 1 : tet 

. i V8 Fe ; 
| y ‘ lbp 4 \ Beis 

: : oa 

‘ SSR ee e : SER See Lig Maas ate a a pie Se emo eae oe 

; ; a 

Ee 

a 

j j as 

’ os 

2 a 

ay Lr ie 

. 5 ie 

} po 7 dese —_————————| . ee 

' Represented Not-onc IE «+ ek 5 


UA ODE Sor eh 
SS . 
* = a 


76 


Promotes Philly as a Port 

A drive by the Philadelphia 
Department of Wharves, Docks & 
Ferries to promote the city as a 
port will use Commercial America, 
Distribution Age, Nautical Gazette, 
World Ports, the New York Jour- 
nal of Commerce and Chicago 
Journal of Commerce and the 
Philadelphia Bulletin, Inquirer and 
News. J. Robert Mendte Inc., Phil- 
adelphia, is the agency. 


U. S. Steel Boosts Gibson 

Arthur I. Gibson, product rep- 
esentative of the U.S. Steel 
Corp.’s sheet and strip division, 
Pittsburgh, has been appointed 
manager of the newly formed 
sheet and strip division of the gen- 
era! sales department of U. S. Steel 
Supply Co., Chicago. 


SALESMEN 
Trade Paper Space Salesman, with ability 
to become sales manager immediately, for 
small group of Chicago industrial _- 
cations. One half million dollar billings 
Will only consider man who can travel 
extensively at the start, and can plan his 
»wn selling material. Salary $12,000. 
Box 7972, Advertising Age 
200 E. Illinois St., Chicago 11, Ill. 


‘Magazine of Building’ Will Be Split into 
Separate Housing and Industrial Editions 


New York, Sept. 20—Beginning 
with the January issues, Time Inc. 
will divide the Magazine of Build- 
ing into two editions, one devoted 
to the housing industry, the other 
to heavy building—commercial, 
industrial and institutional. 

P. I. Prentice, editor and pub- 
lisher, said the magazines will con- 
tinue to aim at building profes- 
sions, and will continue to cut 
across professional lines and bring 
together the talents which contrib- 
ute to finished homes or buildings. 

What each magazine will be 
called, and what distinguishing 
name will be used for each edition 
while retaining the Magazine of 
Building’s generic name, was not 
yet decided at press time. 


es Nor was a complete rate card 
ready, although it is now estab- 
lished that a 12-time b&w adver- 
tiser using both editions will pay 


ee Dt 
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August Sales of Chain Stores 


-- = August — — % Gain —————-8 Months—__-_—. % Gain 
1951 1950 or Loss 1951 1950 or Less 
995 ‘Grand Uwe $ 17,744,351 $ 8. 213,142 +16.6 $ 88,884,931 $ 76,109,028 +168 
= | *or mon . ‘ 
$ & page per insertion. The 12 Kroger Co. .. 73,031,794 7,126,901 + 9.0 608,102,573 513,945,006 +18.0 
time advertiser who uses the hous- | jatienal Tea 26,294,226 33 169,965 +13.5 246,671,783 209,007,376 +18.0 
ing edition only will pay $655 per| Safeway ..... 102,198,857 _ 82,648,786 +23.7 — 894,443,280 745,685,737 +20.0 
ad, and the 12-time advertiser us-| Sroup Total $219,269,228 $188,158.794 +165 $1,.838.102.567 $1.544,747,147 +19.0 
ing the industrial edition will pay | mail Order 
$595 per ad Sears, Roebuck ... .$230,059,810 $226,909,686 + 1.4 $1,488,885,632 $1,435.122,892 + 3.7 
- : y Raat 11,951.432 12,606,109 — 5.8 85,809,531 85,944,402 — 0.2 
The combined circulation of the | tMontgomery Ward . 98,508,497 112,568,206 —125 639,338,840 655,812,891 — 2.5 
two editions will be more than Group Total $340,519,.739 $352,084.001 — 3.3 $2.214,034,003 $2.176.880.185 — 1.7 
105,000, with the edition on houses Drug Chains 
uaranteed at 60,000, and the Dee endnes $ ie: 741 $ 3,798,634 + 98 $ 32,2568 * $ 29,704,154 + 8.6 
buildings edition guaranteed at| “sere ..--.. ee lees See eee eee Se 
45.000 8 Group Total $ ieee $ 17,732,524 + 66 $§ 143,493,655 § 135,290,433 + 6.1 
" : agavt sti Variety and Miscellaneous 
The housing magazine, while| aii Hat st $ 957 $ 1,205,878 —21.6 $ 9,286,013 $ 9,880,694 — 6.0 
addressed to professionals, is ex- {Aagerase Ca, Inc. _ ease 2eee + x? amr sn ae + 30 
. ire eck, A. Shoe , _—4 J t d . + 5.6 
pected to have some consumer Cit-| gong" Stores... 4.263979 3.933809 4.83 4548411 42. 809.133 ¢ 62 
culation, but these subscribers will | Outler Gres vars 1174.99 13,364,676 <4 74,512,585 74,875,124 — 0.5 
“hi : **Diana Stores Dp. 655. 463, +b. —_— 
be charged a “higher rate which) yon" Broe 5,873,654 5.516.212 + 65 48,728,425 46,337,107 + 5.2 
more nearly approximates the cost vitae, 6. Rt m4 +6 Ses 5.803.700 +363 
i i . | Gamble-Skogmo .. . . . . - < < — 24 
of the magazine and they will rep-| Gittwet.... 2a7Bl06 19882466 4 82 «150.626.3997 «137103038 4 98 
resent bonus circulation not in- Crayeon Robinson a oss oomen a open ‘ 

: qa Ree 6. 641,362 + 775; 9,845,966 + 9.9 
cluded in the rate-per-thousand | s¢ren, HW. i 155, 71655019 + 65  55.455.210 «51,619,818 + 7.4 
which advertisers are charged,” Noward Stores Corp 1133.88 1,302,252 —13.0 15.769,105 16,011,247 — 1.5 

. . t erstate Dept. 
"poe chee [Bae Simon rl Basiow  eites 703 
t se zine Kinney, G. °. 3.222, 800,000 +15. 621.000 20,576,000 +14.8 
(At present, the Magazine of| tem’ ss 24.220.446 23,148,217 + 46 179,264,333 —«:167.978.539 + 6.7 
Building has a circulation of 65,742 Kress, S._H. 13.281,284 12,901,921 + 2.9 744, 92,530,383 + 7.8 
Lane Bryant, Inc. 3,774,864 3,629,846 + 4.0 33,002,322 621,802 + 7.8 
j Lerner ka 9,950,227 8.917.325 +11.6 102,508 66,972,304 412.1 
McCrory ....... 7,963,962 7,541,014 + 5.6 60, 319.219 57,320,359 + 5.2 
McLellan Stores 4,966,463 4,532,332 + 9.6 30,036,372 28,232,747 + 6.4 
Melville Shoe Corp 7.285.498 5.161.117 441.2 58,135,688 46,857,178 +24.1 

t Mercantile Stores 
Inc 9,512,400  10.204.200 — 6.8 64,340,100 64,603,800 — 0.4 
*Miller- Wont, Co. 2,483,703 2.111.103 +17.6 —— 
Murphy, G. C. .. 12,791,150 11,448,353 +117 95,884,907 85,892,334 +116 
Neisner Bros. .. 4,809,407 4,481 +73 35,782,331 33,091,570 + 8.1 
Newberry, J. J. 13,113,274 12,402,119 + 5.7 90,739,549 81,172,787 +11.8 
Penney, J. C. 85,583,725  80.541.431 + 6.3 594,027,880 533,936,976 +11.3 
Rose's ‘5-10-25 1,587,274 1,481,154 + 7.1 11,116,274 10,016,113 +11.1 

Shoe Corp. of 

America ...... 5,320,559 4,644,382 +14.6 33,489,328 28,567,045 +17.2 
Western Auto ..... 16,127,000 16,501,000 — 2.3 103.429, 048, + 34 
White's Auto Stores 1.260.950 1,341,580 — 6.0 8.831.074 9,706,071 — 1.0 
Woolworth, F. W. .. 52,676,123 _ 47,912,518 + 9.9 399,256,160 364,241,346 + 9.6 
Group Total $358,460,751 $341,133,388 + 5.1 $2.605.466,755 $2.404,924,441 + 83 
Combined Total ..$937,145,522 $899,108,707 + 4.2 $6,801,096.980 $6,261,842,206 + 8.6 


FOR YOUR MONEY 
by using AL&BPM 


Cost per page per M 


+ (13-time rate) 

: Total Retail 

| Net Paid Net Paid 

‘ 2nd Paper = $15.26 $18.28 
AL&BPM 12.34 14.46 
Savings with AL&BPM 19.1% 20.8% 


Coverage per $ of cost 


2nd Paper j 


You buy more coverage in AL&BPM 
for $1 than you can buy in the 
second paper for a dollar and two 
dimes. Moreover, AL&BPM gives 
you more mail subscriptions, more 
subscription renewals and a more 
live subscription list because aver- 
age duration of subscriptions is 
shorter. No wonder more adver- 
tisers place more space in AL&BPM 
than in any other dealer paper. 


THE 


American 
Lumberman 


“Five weeks and 26 weeks. 
weeks and 34 weeks. 


(Seven months. *Not included in totals. 


Fiscal year ended July 31. «Four 


and the 12-time rate per page is 
$695.) 


se Mr. Prentice’s statement pointed 
out that it was Time’s first expan- 
sion in its list of magazines since 
1936 (when Life was introduced). 
He attributed the move to the fact 
that “no one magazine can any 
longer hope to cover all the news 
and ideas our editors have for 
our readers.” 

It was pointed out that the Mag- 
azine of Building had increased its 
editorial content from 44 pages an 
issue a few years ago to 72 pages 
today. 


James Kohl Appointed S. M. 
of Northern Paper Mills 

James B. Kohl, an employe of 
Northern Paper Mills, Green Bay, 
Wis., since 1926, 
has been ap- 
pointed general 
sales manager of 
the paper prod- 
ucts company. He 
succeeds the late 
Herbert L. Nich- 
ols. 

Mr. Kohl has 
done sales work 
in the East and 
Chicago for 
Northern Paper 
and is currently 
a member of the toilet tissue and 
paper towel advisory committees 
for the Office of Price Stabiliza- 
tion. 


James B. Kohl 


Opens Research Department 

General Tire & Rubber Co., Ak- 
ron, has established a market re- 
search department under Henry 
H. McKee Jr., formerly market 
research director of Perfect Circle 
Corp., Hagerstown, Ind. New prod- 
uct development led to creation of 
the department. 


‘Western Family’ in Hawaii 

On Oct. 4 Western Family 
will have Hawaiian distribution 
through Retail Owned Grocers of 
Hawaii. A separate edition of Pre- 
view, the magazine's trade publi- 
cation, will be published for Ha- 
waii, following Western Family’s 
policy. 


Lauck to Leave N. W. Ayer 
Gerold M. Lauck Sr., one of the 
three executive v.ps of N. W. 
Ayer & Son, Philadelphia, has re- 
signed from the agency, effective 
Jan. 1. Mr. Lauck intends to serve 
as a business consultant next year. 


Harvey Machine to Tilds 

With the awarding of the alumi- 
num division account to Tilds & 
Cantz, Hollywood, all Harvey Ma- 
chine Co. advertising is being han- 
dled by the agency. Trade adver- 
tising directed to aircraft, trans- 
portation and building executives 
will be used. 


PANTAGRAPH 


READERS BOUGHT 
from V/y to Vp 


. . than the readers in four 


Illinois markets with over 50,000 
population. Don't let the magical 
‘50,000 population" limit stop 
you from reaching over 130,000 
consumers in the rich Panta- 


graph Market. 


7th LARGEST 


RETAIL SALES MARKET 
IN ILLINOIS... . 


$130,849,800* 


Be Market-Wise... 
Buy Market Size! 


“Copyright 1950 Soles Management Survey 
of Buying Power; further reproduction not 
licensed. Chicago excluded in all compari- 
sons. 


You're Market-Wise when 
you advertise in... 


eral 


Represented by Gilman, Nicoll & Ruthman 
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Federal Reserve Figures on Department Store Sales 


WASHINGTON, Sept. 18—Retail 
sales continued their steady trend 
upward during the week ended 
Sept. 8. Department store dollar 
volume for the week was only 2% 
below volume during the corre- 
sponding week last year, and was 
about 1% above the previous rec- 
ord for the week, set in 1948. 

Four of the 12 districts reporting 
to the Federal Reserve Board re- 
corded gains in sales during the 
week. Boston was up 4%; New 
York and San Francisco were up 
2%, and the Kansas City area 
reported a 1% gain, compared 
with the same week last year. 

The Richmond area broke even, 


DEPARTMENT STORE 
~ GALES INDEX : 


1935-39 EQUALS | 00 


Week to Sept. 8, °51*..p289 
Week to Sept. 9, '50*....295 
Week to Sept. 1, °51*....301 
Week to Sept. 2, '50*..310 
Month of July, °51*....309 
Month of July, °50....362 


pPreliminary 


*Not adjusted seasonally 


but all other districts reported 
losses, ranging from the 2% de- 
cline in the Cleveland district, 
through the 3% losses in Chicago 
and Minneapolis, to a drop of 9% 
in St. Louis and 10% in the Dallas 
area. 

Augusta led the cities with a 
15% dollar volume rise and San 
Francisco (up 13%) was second. 
Oakland was up 11% and Wichita 
reported a 10% gain. 

Cities reporting losses included 
Fort Worth (off 19%); Oklahoma 
City (down 18%), and Dallas and 
Little Rock (both off 17%). 


% Change from ‘5) 
Week Ended 


Federal Reserve Aug. Sept. Sept. 
District and City 2s 1 x 
United States — re? -—? 
Boston District —f 2 4 
New Haven 7 0 1 
Boston —10 3 6 
Lowell-Lawrence 5 —8 5 
Springfield 7 3 2 
Providence 2 -_* 0 
New York District r—S5 ri 2 
Newark —1 5 —Il 
Buffalo 6 rl 3 
New York 8 ro 06-2 
Rochester 8 0 2 
Syracuse 2 r2 3 
Philadelphia District —4 7: —!# 
Philadelphia 9 r0 —9 
Cleveland District —_ hl ICC 
Akron 1 0 1 
Cincinnati 7 1 -8 
Cleveland 0 3 0 
Columbus 5 1 —2 
Toledo 6 0 3 
rie 15 12 5 
Pittsburgh 9 4 —4 
Richmond District 1 re ” 
Washington 0 3 3 
Baltimore 7 2 2 
Atlanta District — es —7 
Birmingham 13 —2 8 
Jacksonville 0 0 4 
Miami 3 5 —7 
Atlanta 15 r—14 —13 
Augusta 24 22 15 
New Orleans 19 1 —12 
Nashville 7 —4 . 
Chicage District _ -_7 Send 
Chicago 1 10 2 
Indianapolis 0 0 3 
Detroit —9 7 —3 
Milwaukee 4 —5 -13 
St. Leuls District —r—-lo —# 
Little Rock 4 0 —17 
Louisville 9 8 8 
St. Louis Area —9 wo —9 
Memphis 1 <a 
Minneapolis District — —-w —i3 
Minneapolis —6§ —8 0 
St. Paul —14 4 —9 
Duluth-Superior —ll —6 4 
Kansas City District 0 r—4 1 
Denver i-3 -—5 
Wichita 16 5 10 
Kansas City o —10 9 
St. Joseph ' o -8 5 
Oklahoma City —13 —18 —18 
Tulsa —2 -M4 -—5 
Dallas District .. — ret —10 
as —6 —15 —17 
El Paso 0 o -—9 
Fort Worth —7 r-5S —19 
Houston ‘a rm —3 
San Antonio ... 2 o —6 
San Francisco District 0 ré 2 
Los Angeles Area —3 -—5 -2 
Oakland 4 1 11 
San Diego —l 8 —1l 
San Francisco 1 8 13 
Portland 8 5 -—6 
Salt Lake City —l 1 0 


Seattle 7 17 1 
Spokane 6 17 6 
r—Revised 


*Data not available. 


Columbia Appoints Two 

Edward DeGray and Edward 
Scovill have been named repre- 
sentatives of the station relations 
department, CBS Radio Division, 
New York. Mr. DeGray formerly 
was executive assistant to J. Kelley 
Smith, administrative v. p. of the 
radio division; Mr. Scovill pre- 
viously was business manager of 
the radio-TV department of Ken- 
yon & Eckhardat. 


Eads Johnson Promoted 

Eads Johnson Jr., formerly as- 
sistant v. p. of Southern Wheel di- 
vision, American Brake Shoe Co., 
New York, has been appointed ex- 
ecutive v.p. He started with the 
company in 1934, after his gradu- 
ation from Yale University. 


POPAI Issues New Series 
of Fact Reports on Display 

Point-of-Purchase Advertising 
Institute, New York, has just re- 
leased a new series of “Fact Re- 
ports” on the successful use of 
point-of-purchase displays. In ad- 
dition to the POPAI members, the 
reports have been mailed to a 
selected list of 2,200 advertising 
and sales promotion executives 
who are buyers and users of win- 
dow and store displays 

These reports reveal how various 
organizations have used point-of- 
purchase displays successfully to 
increase sales volume and profits. 
A special folder is supplied with 
the current reports for filing. 
Preparation of the reports was 
supervised by William Melish 
Harris, chairman of POPAI’s ed- 
ucation and research committee. 


Wildroot Buys AM Show 

Wildroot Co., Buffalo, will spon- 
sor a five-minute football sum- 
mary with Harry Wismer each 
Saturday following the game of 
the day over ABC this season. The 
series, placed through Batten, Bar- 
ton, Durstine & Osborn, will start 
Oct. 13. 
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“People Sell Better than Paper” 


eee and You Can Cover 
Central New York with 
ONE Radio Station 


WSIW ACTSE 


In Northern California 
MORE PEOPLE LISTEN — more often—to KNBC 


than to any other radio station 


KNBC’s 50,000 watt Non-Directional transmitter 
reaches all the markets of Northern California... 


KNBC has the biggest and most loyal audience in 
the San Francisco-Oakland Metropolitan Market — the 


seventh largest, fastest-growing major market in America. 


And as a plus, KNBC penetrates all the rich, fast-growing markets 
throughout Northern California. pus MARKETS like Stockton- 
Modesto, Lkiah-Mendocino, Napa-Santa Rosa, Santa Cruz-Monterey, 
Sacramento, San Jose-Santa Clara, and Eureka-Humboldt County. 


ONLY KNBC can reach all these markets — in one, big 
economical package. KNBC sales reps will show you how... 


KNBC delivers MORE PEOPLE (in one pack- 


PLUS-Market Case History 
San Jose-Santa Clara 
© Population — 288,938, an increase of 65.2% 
from 1940-1950 
© Effective Buying Income* — $415,346,000, 
an increase of 166.4% 
@ Retail Sales* — $302,670,000, up 206.2% 


© KNBC Audience —Week after week, almost 
nine-tenths (89%) of the radio families 
listen regularly to KNBC 


age!)—at LESS COST per thousard—than any 


other advertising medium in Northern California. 


* Soles Mano gement's195) Survey of Buying Power 


Northern California's NO. 1 Advertising Medium 


50,000 Watts — 680 K.C. 


San Francisco Represented by NBC Spot Soles 


ee ee 
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N.Y. Publicity Club Begins 
Its Third PR Survey Course 


Los Angeles Adclubs’ Teacher Workshop 


Advertising Age, September 24, 1951 


ea] 


”~ 
: Beginning Sept. 18, the Publicity Drew Top Attendance; 1952 Course Planned 
“lub of A c Ss oO 
egy He — 3 Los ANGELES, Sept. 18—Well, notice of available courses brought 
” course, Fundamentals of Publicity, satisfied with the first advertising in so many registrations for the 
at the Hotel Shelton from 7 to 9 workshop, held Aug. 20-31 in co- ad course that there was fear there 
. p.m. Fee for the course is $15. operation with the advertising would be too many. 
Students wiil learn about the groups in the area (AA, July 2), 
role, scope and place of publicity the Los Angeles City Schools will} # Cooperating clubs were the 
in commerce and industry. Media jaye a similar course for teachers| Hollywood Advertising Club, Ad- 
i 4 tact A di rene Pager next year. Teachers attending re-| vertising Club of Los Angeles and 
laheeiatne expect of the publicist. °eive credit for the course. Advertising Women Inc. The ob- 
The attendance of 150 teachers, | jective of the groups was twofold: 
who selected the course from) (1) to present to the teachers facts 
Foley 6 Gordon Expands 3 among many offered, was believed and information concerning adver- 
George Foley & Richard Gor- to be an alltime record for a sum-  tising which they, in turn, could 
‘ = _ yA ye we mer workshop. The publicity com-,| present to their pupils; (2) to es- 
aS Tork has tehen additional ’ space mittee set up by the adclubs to tablish a pilot model which other 
it Broadway and ist St. These Promote interest in the course representatives of the industry 
; facilities will be used for offices never really functioned. It didn’t|}could follow in working with 
© and rehearsals. need to; the first mimeographed| school systems in their respective 
communities. Chairman of the ad- ADCLUBS’ AD SCHOOL—In front row at one of the advertising workshop sessions 
| vertising orientation committee re- held by Los Angeles adclubs for city school teachers were (I. to r.): George Duvall 
é | sponsible for the workshop was and Dr. Jessie Graham, Los Angeles City Schools; Glad Hall Jones, KRKD, chairman 
Glad Hall Jones, account execu-| the edelubs’ education group; Margaret Finfrock, eee Gate Mie dam.. 
VIOUS. y | tive of KRKD, Los Angeles. member of Los Angeles Advertising Women, and Cash T der, a rep tative of 
Classes wan Senna © ©. ma. to 12: 18 the Los Angeles school system. 
ss Se a ee a ee as to the staging of the course, it;Standard Motor Products, New 
D vertising in ‘Our American Econ-| Wa felt. | York, has been appointed adver- 
| omic System”; 2nd day, “How Ad-| 4 complete report will be made ae — ane eo e 4 
| vertising Sells Ideas, Services and! @t the mid-winter conference of | 26" O° Aresnons tamm Mfg. Co., 
. p .. the Advertising Assn. of the West. | Palisades Park, N. J., oil burner 
’ | Products”; 3rd, ee = |}maker. A new campaign for the 
gm | the Advertising Business”; Ball Flame heater, through United 


“How Advertising Uses Its keane ~ 
| 5th, “Seeing the Advertising Agen- 
|cy at Work.” 

Sixth day, 
| Press,” 


“Advertising Goes To 
a field trip through the 
| Los Angeles Times plant; 7th, 8th, 
| 9th and 10th days, field trips _— 
| ering radio and_ television, 
NBC; visits to the Rexall Drug cn, 
| Gladding McBean & Co., Van de 
| Kamp’s Holland Dutch Bakers, and 
viewing of displays of indoor, out- 
jaoer and point of sale materials. 


| @ As might be expected, there 
| were some rough spots. These are 
| best indicated by the recommenda- 


Silverman to Kresno-Stamm 


Leonard Silverman, formerly 


assistant advertising manager of 


Advertising Agency, Newark, will 
use trade publications, newspapers 
and direct mail. 


a 


LONG BEACH, CALIFORNIA 


7h a Fundamental research in PEORIA made possible | tions of the orientation committee 
S\e . ! | for 1952: 
“Gg the commercial production of penicillin! | 1, More visual demonstrations. 


2. Some form of participation 
for the 


That's only one of many achievements of the Northern Regional Research 


Rich PeoriarealC i Gus 


WALTER THURMAN, popu 
lar world newscaster. His 
8 AM and 12 Noon news 


LOCAL ADVERTISERS KNOW 
IT! They must base their adver- 
tising expenditures on RESULTS 

. and in the highly competi- 
tive Peoria market, local retail- 
ers buy more program time by 
far on WMBD than on any other 
Peoriarea station. These adver- 
tisers get RESULTS! Over 21 of 
them have been on WMBD for 
more than 10 years . . . many 
for more than 20 years. WMBD 
IS YOUR NO. 1 BUY IN THE 


= Laboratory in Peoria. Established by the U. S. Dept. of Agriculture, the - teachers—if only by re- 
“ ‘ , . i" : | quiring them to write samples of 
a lab’’ develops important industrial uses for cereal and oilseed crops | “pital Per : 
yg . - A a | various types of advertising copy. 
oa of the North Central states . . . and agricultural residues of the entire 3. More question-and-answer 
‘J nation. It's OBVIOUSLY OUTSTANDING! periods 

.. >. 

‘2 H 4. Examinations at the begin- 
_ |ning and end of the workshop to 
3 

“ae | wm ee |] Do nates the | determine changes of attitude. 

- | It was apparent that, in the ef- 
+ fort to cover all phases of adver- 


| tising, there were too many speak- 
|ers. This limited the time for dis- 
} cussion and questions and answers. 
Teachers’ reactions made it plain 
they had many questions to ask, 
and the time allowed for answers 
| was insufficient. 


. To get credits, the teacher had 
to make a notebook to be turned 
lin. One result was that, toward 
the end of the course, individual 
|teachers would come up with 
questions relating to subjects of 
| several days before. 

Evidence of the respect the 
teachers had for the power of ad- 
| vertising was given in the oft- 
| voiced statements of teachers that 
they had hoped to learn enough 
| of advertising principles so they 
could employ them to stir up in- 
! terest in their classes. Many teach- 
ers commented that “this is the 
first time the advertising business 


BEING A SELLERS 


MARKET IS JUST 


ONE REASON WHY 


Sales are soaring in Long Beach! According 


to “Sales Management” 


total retail sales in 


the city alone hit a whopping $322,697,000. 


‘ ‘ > = , , P . ed . > ala ~ a 
casts attract more listeners MIDWEST'S NO. 1 TEST MAR- has come before us to tell us how Your advertising in the PRESS-TELE 
: it operates, and what it does. . 2 ’ > * me 
i than the next two Peoriarea KET! GRAM goes to over 2 out of 3 Long Beach 
niente # The orientation committee was families. No other medium can give your 


CHARLES C. CALEY, ¥ 


much concerned lest the teachers 
‘turn out to be a highly critical au- 


e President and > 
General Manager ~ ) dience, partly because their work 
DON D. KYNASTON, Director of Soles 1 has trained them to demand exact- 


message such coverage. 


h ness, and to make them analytical, LONG BEACH, AN 
See Free & Peters... f and articulate. Therefore, a high, |OEAL TEST MARKET MORE THAN 2 OUT OF 3 READ THE 
/ degree of organization and sched- Relatively easy control 


“N 4 


uling was believed a necessity. 


important economic 
factors in this segre- 


Press-Telegram 


3 This need was met by issuing gated area will assure 
gh five different “poop sheets” to sound results that can 

make sure all concerned knew ex-  ¢ used with confi- IN LONG BEACH, CALIFORNIA 
ea actly what decisions and assign- %*"* *sewhere 


_FIRST in the 
Heart of Ilinois 


CBS Affiliate 
5000 Watts 


ments had been made by the com- 
mittee. The practice of keeping 
everyone informed was successful 
_in forestalling negative reactions 


National Repre 


sentative: Cresmer & Woodward, Inc. 
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Shortage of Steel 
Scrap Means Further 
Cutbacks: Wilson 


Wasuincton, Sept. 18—Top 
mobilization officials warned last 
week that further cutbacks in pro- 
duction of civilian goods will be 
necessary unless there is an im- 
provement in the supply of steel 
scrap. 

With consumer goods industries 
already reduced to 58% of their 
pre-Korea steel, additional cut- 
backs could force many producers 
below the break-even point. 

The scrap emergency was high- 
lighted in strong language by De- 
fense Mobilization Chief Charles 
Wilson, who revealed that steel 
output in the first quarter of 1952 
threatens to fall below third and 
fourth quarter 1951 production 
rates. 

He told representatives of 300 
trade associations to “get that 
damn _ scrap.” 
the scrap, we won't get the steel,” 
he said. 


a For the present, the scrap 
drive is centered on _ industrial 
sources, government agencies and 
farmers. At last Thursday’s meet- 
ing, a four-foot steel beam from 
the White House was presented to 
Mr. Wilson by Maj. Gen. Glen E. 
Edgerton as a token contribution 
from the President. 

Since the start of the national 
emergency, the steel production 
goal for 1951 was increased from 


107,000,000 tons to 110,000,000. By | 
1953, the goal is 118,000,000-120,-) 


| don’t underestimate 


To reach the 36,000,000 ton scrap | 


000,000 tons annually. 


goal, 832 scrap mobilization com- 
mittees have been organized. 


Sales Personnel 
Problems Will Be 
Studied by NSE 


WasuHINGTON, Sept. 18—-More 
than 200 directors and club offi- 
cers of National Sales Executives, 
meeting here Friday discussed 
plans for an expanded series of 
surveys covering personnel prob- 
lems among salesmen. 

The surveys, listed by Robert 
A. Whitney, president of the group, 
will cover motivation of salesmen, 
social and economic attitude of 
salesmen, selection of salesmen, 
and auto expenses. 

During the two-day meetings, 
sales executives were hosts to top 
government officials, including 
Mobilization Director Charles E. 
Wilson, Stabilization Chief Eric 
Johnston, and Defense Production 
Administrator Manly Fleischmann. 


Congressional speakers included 
Sen. William Benton (D., Conn.), 
Sen. Homer Capehart (R., Ind.) 


and Sen. Robert A. Taft (R., O.). 


WLAW Names Nona Kirby 


Nona Kirby, regional sales man- | 


ager for Station WLAW, Boston, 
for several years, has been ad- 
vanced to the post of general sales 
manager of the 50,000-watt ABC 
affiliate. She has been associated 
with radio since the mid-’30s and 
was one of the organizers of the 
Radio Executives Club of Boston. 


Jack & Jill to van der Linde 


W. K. Buckley Inc. has appointed 
Victor van der Linde Co., New 
York, to conduct a fall test cam- 
paign in two midwestern markets 
for Jack & Jill cough syrup, a 


product new to the U. S. Grant 
Advertising handles the other 
Buckley proprietaries. 

Joins Gibraltar Paper Co. 


S. Paul Boochever, formerly v.p. 
of Einson-Freeman, Long Island 
City lithographer, has been named 
director of the new merchandising 
display and specialties division of 
the Gibraltar Corrugated Paper 
Co., North Bergen, N. J. He as- 
sumed his duties on June 1. 


| NRDGA Elects Nine to 
Sales Promotion Board 


| Nine new members have been 
elected to the board of directors of 
the sales promotion division of the 
National Retail Dry Assn., 
New York. They are: 

Russell A. Brown, v.p., Allied 
Stores, New York; Samuel J. 
Cohen, sales manager, Lit Bros., 
| Philadelphia; Artie L. Hale, ad- 
vertising manager, E. M. Scar- 


| brough & Sons, Austin; Chess La- | 


|gomarsino Jr., publicity director, 
J. L. Hudson Co., Detroit; Chester 
M. Leopold, sales promotion direc- 
tor, Wolf & Dessauer, Ft. Wayne; 
| James Rotto, sales and publicity 


| director, Hecht Co., Washington; | send them into the company which | 


Reddi-Wip Coupon 
Ad Will Kick Off 
Largest Campaign 


Sr. Louts, Sept. 18—Reddi-Wip’s 
two-color couponed ad in Life 
Sept. 24 (AA, Sept. 10) will kick 
off the company’s most aggressive 
advertising and merchandising 
campaign in its three-year his- 
tory. Total budget is estimated at 
close to $1,000,000. 

Readers of the ad are asked to 
fill out the coupon, take the lock 
tab off a can of Reddi-Wip and 


| Richard B. Schlesinger, advertising | will, in turn, send the reader 25¢. 


| director, Carson Pirie Scott & Co., | 


Chicago; O. William Spoor, pub- 
| licity director, Loveman’s, Bir- 
mingham; and Scott Webster, v. p. 
jin charge of advertising, J. W. 
Robinson Co., Los Angeles. 


Cooper Opens Studio 


|g Apple pie, pumpkin pie 


Diamond V. Cooper, art direc-| “Christmas desserts” 


“If we don’t get| tor of Davison-Paxson Co., Atlan-| Plugged in the drives. Four-color 


The September coupon offer will 


| be followed by three separate pro- 


motions in October, November, and 


| December—three of the heaviest 


sales months for the product. 


and 
will be 


dividual promotions. 

The magazine list includes 
American Home, American Maga- 
zine, Better Homes & Gardens, 
Better Living, Family Circle, 
Ladies’ Home Journal, McCall's, 
Parents’ Magazine, This Week 
Magazine, True Confessions, True 
Story, Woman’s Day and Woman’s 
Home Companion. 

Reddi-Wip also will run 1,000, 
640- and 360-line b&w ads in 
newspapers in most key markets to 
supplement the national pitch. 
Spot radio and TV commercials 
will be aired in about 40 major 
markets. 

Ruthrauff & Ryan is the agency. 


Adams Moves Headquarters 


Burke Dowling Adams, New 
York agency, will transfer its 
headquarters to Atlanta in late 
September. Studios and produc- 
tion offices will be maintained in 
Montclair, N. J., under the direc- 
tion of Thomas Dixcy, v.p. Media 
and accounting services will be 
conducted in Atlanta, where B. 


| ta. has resigned to open Cooper | ads and point of sale pieces for!p. Adams, president, will be in 


Enterprises, Atlanta. 


| food stores will highlight the in-| charge. 
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Cochran Increases Program 


Jacqueline Cochran Inc., New 
York, plans an expanded fall 
campaign for Flowing Velvet, a 
moisture formula to counteract 
aging and drying skin. Pages and 
spreads are scheduled for Septem- 
ber and October issues of Harper's 
Bazaar and Vogue. Other ads are 
scheduled for the New York 
Times Magazine and newspapers. 
James P. Sawyer Inc., New York, 
is agency for the cosmetics ac- 
count. 


Stowell Moves to Clancy 

Henry C. Stowell, formerly of 
Hallmark Productions, Wilming- 
ton, O., has been named publicity 
and advertising director of Clancy 
Publications, New York, publisher 
of American Astrology. 


22 MONUMENT SQUARE 
PORTLAND, MAINE 


| 


with less 


one of which, 


the importance of the 
great and growing 
Detroit market 


by trying to cover it 
than two newspapers— 
The Detroit Times, 


covers HALF 


the market. 


You're missing something 
if you miss The Detroit Times 


REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE 
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What makes a newspaper great? 


EXPERT weedwerkine. ops. 
repairs. Reasonable rates. GV. 


Christian Jorgensen’s little wood- 
working shop in Minneapolis’ east 
unhurried 
until 
that fellow breezed in from the Min- 
neapolis Star and Tribune Classified 
Advertising sales department. 


side was an easy-going, 


haven of fine craftsmanship .. . 


Sure, Mr. Jorgensen could use some 
extra business, and maybe a small ad 
in the papers would help. When the 
visitor departed and the sawdust 
settled Mr. J. had apprehensively 
committed himself to a two-line daily 
contract and was honing down a chisel 
in preparation for a slight spurt in 
trade. 


The spurt came with firehose fury. 
Mr. Jorgensen was swamped with 
orders, deluged with phone calls, 
flooded with fanciers of quality work- 
manship. In desperation he pleaded 
with the Classified Advertising De- 
partment to be released from his 
agreement. He couldn’t handle the 
business. 


Nobody accepts a challenge with 
the optimism of a classified ad man- 
ager. “What? Cancel your contract? 
I say NO, Mr. Jorgensen. We'll write 
more ads for you! Help Wanted ads to 
hire you workers... Real Estate 
Wanted ads to find you a larger plant 

. Business Opportunities ads to get 
you extra operating capital. Mr. Jor- 
gensen, you’re going to be BIG!” 


Mr. J. was unimpressed. “I don’t 
want to be big,” he said. “I want to be 
left alone. I’m going on 80 years old.” 


Regretfully the Minneapolis Star 


B Advertising men 


a KEEP OUT! 


and Tribune cancelled the Jorgensen 
ad, resolved to concentrate on the ad- 
vertising needs of the 4'4 million 
Upper Midwest citizens under retire- 
ment age whose wants, wares, swaps 
and services are publicized in these 
newspapers in more than a million 
classified ads each year. Marketplace 
for a 225-county area, the want ad 
sections of the Minneapolis Star and 
Tribune compete for high readership 
honors with the best of the best-read 
features of one of the region’s most 
effective, most powerful selling 
media... 


Minneapolis 
Star znd Tribune 
EVENING MORNING & SUNDAY 


615,000 SUNDAY - 485,000 DAILY 


JOHN COWLES, President 
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Advertising Age 


Feature Section 


Creative Man Rings the Bell 


Stay-With-It Makes Salesense 


Tips on Starting a Mail Business 


Water-Proof Paper Stock Gets a Test 


THE NATIONAL NEWSPAPER OF MARKETING 


How Food Brokers Can Help 
in Merchandising Advertising 


The role of the food broker in the advertising operations of food manufac- 
turers, and his relations, if any, with the manufacturer's advertising agency, 
have been a matter of much debate. In this discussion, with which some 
may not agree, the author asserts that close cooperation between agency 
and broker pays off in unusually effective merchandising of the manu- 


facturer’s advertising. 


By Lon W. RAMsey Jr. 
Vice-President, L. W. Ramsey Co, Chicago 


For the agency handling certain types 
of food accounts and genuinely interested 
in making the advertising work through 
selling merchandise and establishing a 
strong consumer franchise, the food bro- 
ker can be an invaluable ally. Yet, as any 
broker will tell you, few agencies have 
taken the time or patience to understand 
and benefit from these important ful- 
crums of food distribution. 

The reasons for this are numerous. They 
range from ivory tower platitudes to un- 
pleasant broker experiences to just not 
understanding what the food broker is 
and how he functions. 

We in our agency have many good 
friends among food brokers. These friend- 
ships are an outgrowth of our food ac- 
count work and feeling that the food bro- 
ker and his organization are similar in 
nature to an advertising agency. 


e Like the agency, the food broker does 
not take title to merchandise, and is com- 
pensated on a commission basis. He main- 
tains a staff of men comparable to ac- 
count executives, but their function is 
selling and merchandising which is 
termed “detail work.” Food brokers do 
not handle competing accounts and hold 
their “principals” in the same respect the 
agency man does his “client.” 

As with agencies, there are many types 
of brokers. Some specialize in certain 


types of food accounts, others broaden to 


HEADLINE CHANGE—The Spanish word in 
the headline, perfectly good almost every- 
where, would not help sell anything in his 
market, one broker said. It was changed 
for that market. 


more diversified grocery items. For the 
purpose of this discussion, let us con- 
sider only the modern merchandising type 
of broker who is primarily interested in 
helping build and maintain “specialty 
items” or brand name merchandise. Like 
the advertising agency, the food broker 
is not much interested in a short term ac- 
count. Unless the product has a future 
that will prove mutually profitable he 
will not take on the line. Mere promises 
of building for the future, he has discov- 
ered, don’t pay the rent. 

Also he must represent a good product 
with a sound organization behind it. The 
broker's reputation depends on the pro- 
ducts he represents. He cannot afford io 
endorse and promote items which are not 
good or which are put out by unreliable 
firms. And, he must have Satisfactory 
guarantees that the company’s promises 
with respect to consumer advertising, co- 
operative ad allowances, price guarantees, 
etc., will be carried out. 


s With these common interests, it is nat- 
ural there should be a common meeting 
ground between these two parties, parti- 
cularly when both are interested in one 
or more specific grocery accounts. 

A short time ago, a client of ours had 
some of his brokers in a meeting where we 
introduced our conception of the new ad- 
vertising campaign. In the split second 
vacuum that followed the last syllable of 
presentation, a broker spoke up. “There 
is a real campaign,” he said. “I can sell 
that. Give me that setup and I'll glorify 
it to the high heavens with my buyers.” 

What he liked was obvious. The cam- 
paign was merchandisable advertising. 
The entire story could be forcefully told 
in a few words to the trade because the 
merchandising devices in that campaign 
were developed from ideas we gleaned 
in meetings with various brokers handling 
the product. 

And the client accepted the campaign 
after less than ten minutes of discussion. 


e This particular campaign was devel- 
oped for a big tonnage established pro- 
duct. But in investigating markets 
throughout the country the agency man 
can learn new ideas from them and apply 
them in his own way. It is not uncommon 
with new products for an inspired broker- 
age organization to sell enough merchan- 
dise in advance of a campaign starting 
date to pay advertising space expenses 
before the first message appears. This, of 
course, requires thorough knowledge of 
the media, marketing problems, and close 
attention to details and timing for bro- 
ker and agency. 

On the matter of media, brokers us- 


4 
BROKER HELPS—A supermarket manager, the 
local food broker and the author jointly 
discuss mass floor display ideas in the 
initial planning stages of a campaign, to 
make sure they coincide with retailers’ 
needs. 


ually have many ideas. As with other 
people not actually in the advertising 
business, some of these ideas are imprac- 
tical or influenced by personal friend- 
ships. However, much of their thinking 
is grass roots in character and can be con- 
verted to pay-off planning. 

Like the agency, the broker has experi- 
ences with his other accounts’ media pur- 
chases. He can cite specific examples of 
success and flagrant examples of failure. 
His assertions are not based on Hoopers, 
Pulses, readership, but on the volume of 
merchandise sold. He usually knows what 
media make an impression on the all- 
important food buyer for corporate 
chains, supermarkets. and voluntary 
groups in his market. One broker once 
wrote me: “Due to the poor quality news- 
paper and the outrageously high price per 
column per inch we do not recommend 
space advertising in our only newspaper. 
Based on our experience with our other 
accounts and the paper’s high-handed 
method of operation, we think it is un- 
sound advertising and won’t make a dent 
in the market.” An investigation proved 
him correct. 


s The practical experience of the food 
broker with advertising, promotion, and 
merchandising campaigns in his local 
market should never be underestimated. 
Likewise, his knowledge of the local mar- 
ket is extremely valuable. It must be ad- 
mitted that too often advertising people 
know no more about distant markets than 
what the media people tell them. Brokers 
will tell you that many agency men think 
the entire country is like New York and 
Chicago, or their home town. 

Though mass advertising media have 
created a great deal of uniformity, there 


still is a vast difference in the various 
food markets throughout the country. 
This is not to argue about national vs. 
local media (both have their place) but 
merely to point out that food brokers can 
be a vital link in supplying accurate in- 
formation. 

Just what food buyers think of a medi- 
um, in my opinion, is of great importance. 
The corporate chain or supermarket op- 
erator will sell all the merchandise he 
buys; but first the tools must be shaped 
to sell them. And, the broker knows that 
special displays in big selfservice markets 
can, sales-wise, make poor media look 
like the best advertising buy in America. 


@ Copy, of course, should stem from the 
consumer, her desires, her needs, her pit- 
judices. And good copy comes from) a 
good agency with its “merchandising feét” 
on the ground. The broker, though by fio 
means an advertising expert, can sonje- 
times provide some _ thinking literally 
fraught with consumer selling ides. 
Transformed into copy, some of th@e 
ideas can be consumer tested and used. 

Of equal importance are the broke®’s 
danger signals. In sending photostéts 
of layouts to brokers some time ago, 
received an anxious phone call from ¢ 
He said the headline on one of the 
carried a word that was “poison” in 
market. The word was fine everywh 
else, but the broker was right; it wo 
not sell the product in his territory, 
we were glad to change it. 

In regional campaigns, the broker 
request emphasis on certain products ®f 
a line. By featuring these more heav 
it is evident, the broker assumes some 
the burden of the advertising succ 
works harder, and ads keyed to his pa 
cular situation do a better job. 


@ With the average food broker handling 
between 15 and 25 different accounts, the 
agency can further his client's interest by 
keeping the broker reminded of the pro- 
duct. Letters, phone calls, meetings, and 
sincere interest go a long way toward 
keeping a product uppermost in that im- 
portant man’s mind. At the same time it 
should be remembered that the food bro- 
ker is a busy man, with a great deal of 
material to read and people to see. Unless 
the agency has something worth while to 
offer it is better not to bother him. It 
should be remembered, too, that he often 
knows as much or more about the pro- 
duct than does the agency. The food bro- 
ker should not be insulted by material 
that “talks down to him.” 

Another thing that should be kept in 
mind in connection with “campaigns” to 
the broker is that only a sound, saleable 
program should be recommended for him 
to follow through. All too often an agency 
thinks up activities for, or sends promo- 
tional material to, the broker that is im- 
practical or even ridiculous. The agency 
should recognize the food broker as an 
authority in his field, and not try to tell 
him how to do his work. 

And finally, in this regard, remember 
that the food broker represents a number 
of different principals. He cannot devote 
all his time or attention to any one any 
more than the agency man can devote 
all of his firm's time and effort to one 
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client. The food brokerage firm, like the 
advertising agency, employs a staff of 
specialists because their combined talents 
serve than one company, thus 
spreading the cost. 


more 


e In the matter of merchandising a local 
campaign, brokers play an important role. 
They are in effect the sole representative 
of the manufacturer in their territory. 
As such they should be considered a re- 
sponsible part of the client’s organization 
and be identified with it. They should 
carry the prestige necessary to gain the 
most in advertising and merchandising 
cooperation. 

Some years ago, a food broker wrote 
us: “Before the media are advised that 
they are going to run this advertising we 
would like to have the opportunity of con- 
tacting them. Our experience has been 
that the time to get these people to agree 
to do certain merchandising is before they 
are sure they are going to get the sched- 
ule.” That was simple enough to under- 
stand, and we went a step further. We 
asked him if he would care to deliver our 
space order to the media himself. He was 
very pleased at this and worked out some 
very effective cooperation. 


@ Media orders can be made without spe- 
cific starting dates. In cases 
these orders can be placed in the broker's 
hands, giving him certain time limits in 
yhich to start them. With such a process, 
iming is controlled by the broker and 
ith a turbulent market condition offers 


necessary 


alesense In Advertising... 


It Takes a Long, 
to Make an 


By James D. Woo.r 


The meeting took place in the office of 
1e account executive in an important ad- 
ertising agency. Up for decision was a 
ew campaign for an automotive product. 
resent were the account exec, the agen- 
“s creative produc- 
on chief, and the 
riter who had 
eamed up the new 
eme. On the rail was 
the pattern layout, a 
1,200-line newspaper 
advertisement, exem- 
plifying the “Big Idea.” 
Everybody agreed the 
pattern was It, 

The copy man re- 
ferred to the next step—namely, “getting 
up” a series of a dozen or so ads play- 
ing up the same theme in a variety of 
ways. The creative chief, a brilliant stu- 
dent of advertising, shook his head doubt- 
fully. “I suppose that’s what we'll likely 
do,” he said, “but I think maybe it won't 
be smart. Here’s a pattern ad that says 
exactly what we want to —Says it 
quickly, understandably, and dramatical- 
ly with a few skilfully selected words. I 
think perhaps we ought to run the ad as 
is over and over again.” 


Jim Woolf 


say 


ws The creative chief went on to explain 
that, as he sees it, it takes a long, long, 
LONG time to sell an idea to the Ameri- 
can public. 

He is right, of course. This column re- 
cently referred to the Princeton study 
that revealed 30% of the American peo- 
ple believing the United States had been 
a member of the League of Nations, and 
another 26% confessing they didn’t know. 
Woodrow Wilson’s futile and pathetic 
fight for the League, given enormous pub- 
licity in the press, publicity that would 
have cost an advertiser millions of dol- 
lars, failed to make clear to 56% of our 
people the simple piece of information 
that the U. S. rejected the League of Na- 


top opportunities for success. For exam- 
ple, one broker wrote me: “We have had 
a few unfortunate experiences on other 
lines that we were running a campaign 
on, in that we did not have sufficient 
time before the campaign broke to lay 
ground work which you realize is very 
important so far as success is concerned.” 
Letting the broker break the campaign 
serves the three-fold purpose of (1) 
identifying the broker with the adver- 
tiser; (2) timing the campaign closely 
with the selling effort, and (3) placing 
the campaign’s success to a high degree 
on the local man’s shoulders. I don’ re- 
commend this in every case, but it should 
prove valuable in certain market situa- 
tions. 


@ In any case, the broker should be in- 
formed of the entire advertising and 
promotion campaign well in advance of 
the time it breaks, and should be given 
sufficient time to plan his own contacts 
and other operations in connection with it. 
And where there is a part. the broker is 
to play, and where he consents to play it, 
give him sufficient time to do his job. 

In war or peace, periods of great or 
short supply, an agency’s relationship 
with its clients’ brokers can be important. 
In a buyer’s market, this connection can 
be a powerful selling factor. In a seller’s 
market it can be a solid public relations 
tool. We have all seen many heavy cam- 
paigns fall flat and many small campaigns 
do a herculean job because of a food bro- 
ker. He can be an agency man’s true ally! 


Long, LONG Time 
Idea Sink In 


tions. (The 56% figure may be high or 
low, due to the fallibility of research, but 


either way it isn’t good.) 


The Restless Cry for New Ideas 

A number of years ago a manufacturer 
of household cleansing products brought 
out a new powder (let’s call it ABC) for 
dishes, pots and pans. Chicago was se- 
lected for a test advertising campaign, 
and over a period of 12 months 100,000 
lines ran in the two dominant newspa- 
pers. In addition, a great deal of point of 
sale material was put out. Sales were fair- 
ly good, but not what the advertiser had 
hoped for. Was ABC’s copy theme taking 
hold? The ads were strikingly done, the 
copy expertly written. Was too much ex- 
pected too quickly? Surely every house- 
wife in Chicago ought to be familiar with 
the product after a whole year of adver- 
tising. Why, then, were sales below the 
quota set? 

House-to-house researchers inter- 
viewed 500 housewives in Oak Park, a 
comfortably well-to-do Chicago suburb. 
Less than a hundred of these women, aft- 
er 12 months of advertising, knew def- 
initely what ABC was, and only a few 
of these bad any accurate knowledge of 
the copy theme. 

Was the theme no good? Or was the 
time too short? The advertiser blamed 
the theme and tried another, and shortly 
thereafter still another—each time with 
disappointing results. 


@ It has always seemed to me that an 
advertising theme that makes real sales 
sense ought to be given a thorough trial. 
Agencies are under constant pressure 
from impatient, restless advertisers for 
new ideas, a fact which may explain 
partially the astonishing number of agen- 
cy changes we have witnessed this year. 
Not all advertisers, obviously enough, 
are in agreement with this point of view. 
We find Old Golds, for instance, telling 
us over the years that “There’s Not a 
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The Creative Uans Corner 


The Corner has made inquiries and has learned, from a reliable source, 
that on July 4, 1776, this country severed all allegiance to the British Crown. 
As a result, he concludes that the public notice issued by the British 
Centre, to the effect you must visit Britain this year, need not, and probably 
will not, be taken seriously by the great majority of our people. 

Patriots who have supported the cause of independence will find comfort in 


Travel 


1. The fabulous Festival of Britain’ has 
five more weeks to run. The nation- 
wide program of ceremonials and 
pageantry, festivals and exhibitions, 
brilliant presentations of music and 
drama, great sporting events, celebra- 
tions everywhere in the land—con- 
tinues till October! 

2. Travel and hotel reservations are 
easily made. Most shipping com- 
panies and airlines now have space 
available any ume you want to go 
over. You can get good hotel accom- 
modations for almost any ume and 
place you choose. Your travel agent 
has complete details, and can make 
all the arrangements for your trip. 
Fare reductions start August Ist by 
sea, September Ist by air. 


4 reasons why you 
must visit Britain 
this year! 


For free information and literature write 
Dept. 2.5, British Travel Cemre, 336 Madison Avenue, New York, N.Y, 


3. Good food awaits the tourist in 
every part of Britain. The NEW YORK 
TIMES reports: “It is a surprise for 
American visitors to find that there 
is good eating in London.” The shops 
are full of wonderful things for you 
to buy, and the dollar is worth more 
than ever before in British currency. 
You get more for your money! 


4. Last chance. Says Lowell Thomas: 
“1951 is the chance of a lifetime to 
see Britain in all her glory. If you miss 
this vacation of the century, it will 
be a chance gone forever. Britain in 
1951 is a great bet. Don't miss it. Go 
on over, and take your family. The 
holiday will do them good, and they 
won't forget the experience as long 
as they live.” 


were rrr 


the statement by one Lowell Thomas, a wireless commentator, that “1951 is 
the chance of a lifetime to see Britain in all her glory. If you miss this vaca- 
tion of the century, it will be a chance gone forever.” Apparently Mr. Thomas, 
reputedly well-informed on world affairs, is also of the opinion that the 
Mother Country has reached and is passing her crest. 

Meanwhile, The Corner feels entirely justifed in commenting that the afore- 
mentioned public notice is just one more piece of evidence that the British 
Crown has not as yet learned the spirit of independence which dominates our 
people, and which refuses to bow the knee just because told to. From the tax 
on tea to this notice, the British have constantly failed not only to understand 
our character but to make even the slightest effort to grasp it. 

Must, indeed! Let the bell of freedom ring, clear and loud! 


Cough in a Carload,” that “Something 
New Has Been Added,” that the only 
thing Old Golds cure is tobacco, and so 
on. Camels and Luckies come up with a 
new angle every three or four years, or 
so it seems. 

These and other leading brands just 
can’t seem to make up their minds about 
what “Big Idea” they ought to bear down 
on and stay with. My own feeling is that 
the impact of enormous expenditures of 
money for advertising—and not the copy 
themes themselves—is the reason cer- 
tain brands lead in sales. 


Some Ideas Never Fade Out 

As against this, however, there are 
many successful advertisers who do agree 
with the stay-with-it point of view. Lux 
toilet soap (“9 Out of 10 Movie Stars 
Use, etc.”) has stuck to this theme since 
1927—and that’s nearly a quarter of a 
century. 

Coca-Cola has been loyal to “The Pause 
that Refreshes” and to faithful inter- 
pretations of this theme since 1929—again 
almost a quarter of a century. The No. 1 
beer today is said to be Schlitz, which 
never tires of telling us that it is “The 
Beer that Made Milwaukee Famous.” 

For more than 30 years Sherwin Cody 
has been asking us, “Do You Make These 
Mistakes in English?” And the Cody 
people know what they are doing be- 
cause, being mail order operators, their 


copy must pay off on the dotted line. 
And Ivory’s current page continues to 
tell us—after 69 years of telling us—that 
Ivory is “99 44/100% Pure...It Floats.” 
Note, too, that Woodbury is still promis- 
ing us what it promised us first 40 years 
ago: Use Woodbury’s for “A Skin You 
Love to Touch.” 


@ It takes a long, long, LONG time for an 
idea to sink in. I recall a survey, which I 
participated in some years ago, that re- 
vealed (in certain backward areas) an 
amazing number of American citizens 
who could not identify Christopher Co- 
lumbus. It is not at all unlikely that a 
similar survey would uncover a sub- 
stantial number of people unable to iden- 
tify “99 44/100% Pure...It Floats” or 
“The Beer that Made Milwaukee Famous.” 


The Constantly Changing Market 

A generation is usually taken to mean 
about 33 years. This means that the ad- 
vertiser of today is talking to a market 
of adults who were less than teen age, 
or indeed not yet conceived, in 1918. An 
entire generation of mothers who were 
bathing their infants with Ivory 69 years 
ago have no need for soap today in Elysi- 
um. It is their granddaughters who must 
be reminded now that Ivory is “99 
44/100% pure.” 

People are born, people live and re- 
produce, people die. Among other things 
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they leave behind them, in the genera- 
tions that succeed them, are the same 
basic human hankerings. The debutante 
of today yearns for “A Skin You Love to 
Touch” just as desperately as the deb- 
utante of 40 years ago. It is often neces- 
sary only to dress up the old tried-and- 
true theme in modern garb and key it to 
modern fashions and patterns of living. 


Emotional Themes Most Memorable 

It seems probable that ideas which hit 
at our emotions—ideas that appeal to 
elemental urges and yearnings and frus- 
trations—are more memorable than less 
glamorous and impelling concepts. A sur- 
vey today would probably uncover a 
thousand Americans who can identify 
Rudolph Valentino or Dale Carnegie to 


Tips for the Production Man... 


five who can identify Dr. Eliot or Henry 
James. The same survey would reveal 
Babe Ruth, in all likelihood, getting a 
higher identification rating than Christo- 
pher Columbus or Patrick Henry. Power- 
ful emotional themes are hard to come 
by and should not be abandoned lightly. 
The American Red Cross, publicized as 
“The Greatest Mother in the World” dur- 
ing World War I, has a great theme that 
would seem to deserve far more play than 
it is getting. 

But whether the theme is emotional or 
otherwise—whether it’s an appeal to the 
heart or the head—is really not the moral 
of this essay. The moral, as pointed out 
by the creative chief, is that it takes a 
long, long, LONG time to sink an idea 
into the consciousness of the American 
public. 


New Water-Proof Card Stock 
Goes Through a Test 


By KENNETH B. BUTLER 

I've been having a lot of fun in the 
bathtub lately. Not that my bathing habits 
have changed, but I’ve been proving in 
my own household proving ground the 
merits of a new outdoor paper board used 
for all kinds of signs and display work. 
Whereas cardboard for outdoor work pre- 
viously has had to be coated with varnish, 
lacquer, or paraffin, this new board is 
impregnated right in the beater at the 
paper mill, so that the water-proofing 
agent is part of the board itself. 


es The manufacturer of this board, which 
is called H,O-PRUF, put up such a con- 
vincing story that I got some samples and 
tried them for myself. I had these samples 
floating around or bedded down in the 
bathtub for several days. Then I stuck 
them out in the sun. I also left them out 
in the daily rains we had been having 
this summer. 

I am convinced that the latex-impreg- 


Employe Communications... 


nated treatment in the paper as it is being 
made has provided a display board that 
will withstand the pounding of the wea- 
ther. The manufacturer points out that 
the board is ideal for wall signs, truck 
signs, fence signs, transportation advertis- 
ing, traveling displays, etc. Apparently it 
can be printed with any of the common 
reproduction processes, letterpress, silk 
screen, lithography, etc. 


se It would seem to me that one of the 
big advantages, in addition to keeping the 
message bright and fresh, would be the 
elimination of swollen or misshapen dis- 
plays. 

I understand that H,O-PRUF also can 
be printed with the new fluorescent inks. 
If you'd like to experiment with a card 
stock that defies moisture or soaking in 
water, the manufacturer will be glad to 
send test samples. Write P. H. Oliver, Ho- 
bart Paper Co., 111 W. Washington St., 
Chicago. 


Checklist of Better-Than-Average 
Communications 


By Rosert NewcomMs AND Marc SAMMONS 

Those whe roam the pastures of com- 
munication are forever seeking the new 
and unusual, the four-leaf clovers of in- 
dustrial literature. There isn’t as much as 
there should be, but there’s some. The 
proprietors of this pillar from time to 
time like to pause and highlight a few of 
the better things of employer-employe 
communication: 

Centennial issues of the “Illinois Cen- 
tral Magazine”: For nearly a year Editor 
Clifford G. Massoth and his staff have 
drawn together in the centennial bond the 
members of the IC family, sprawled along 
6,500 miles of track. His fat (48 pages) 
publication has been newsy and pictorial; 
his special centennial number worth fil- 
ing away. His address: Illinois Central 
Railroad, 135 East 11th Pl., Chicago 5, Ill. 


es “Caps and Gowns in the Family”: A 
sincere and warming feature showing 
sons and daughters of shop people—the 
molders, cupola tenders, maintenance 
men to whom the graduation of a child 
from college or high school is a proud 
achievement. It’s from American Brake 
Shoe Co.’s “News” and it is edited by 
Robert E. Farrell at 230 Park Ave., New 
York 17. 

Messages from a strike-bound plant: 


naw 


An interesting campaign of information 
in Ashland, O., conducted by F. E. Meyers 
& Bro. Co. Series of letters sent to em- 
ployes was temperate, and at one point all 
letters were reproduced in a full-page 
newspaper ad for the public to read. Dave 
Sigler is Meyers’ industrial and public 
relations manager. 

Report of a company’s financial con- 
tribution: Spicer Division of Dana Corp. 
in Toledo, O., contributed $50,000 toward a 
local YMCA, and came out and said so 
in print. Too many companies hide their 
contributions for fear of being misunder- 
stood, then scream bloody murder when 
they are. 


es Recruitment for a utility: Consolidated 
Edison Co.’s “Around the System” was 
drafted for a story on what personnel the 
company wanted, done largely in a ques- 
tion-and-answer method. Instead of going 
syrupy, the article trotted out the really 
rough questions, along with equally can- 
did answers. Inserted in the issue was a 
tear-out introduction card, to be filled out 
by employes’ friends and acquaintances. 
Result was a flock of applications from 
desirable people. Editor of Con Edison’s 
magazine is Barbara Beach at 4 Irving P1., 
New York 3. 

Sales booklet issued to employes: When 


the sales department of San Diego Gas 
& Electric Co., San Diego, Cal., issued a 
booklet on television at home for distribu- 
tion through local television dealers, it 
made copies available to employes. It is a 
small booklet, full of good ideas and 
exploded myths. It could keep half the 
country from going blind. 

Design news for employes: Passengers 
aren't the only people who like news and 


83 


pictures of improvements on railroads. 
For the 60,000-odd employes of the Balti- 
more & Ohio, Editor Virginia Tanner 
(Room 1202, B&O Bidg., Baltimore) car- 
ried 23 pages of photographs in her 
magazine, showing what progress really 
looks like. The arresting feature was that 
practically everyone on the railroad was 
linked in some way with the road’s ex- 
pansion, and therefore felt partially re- 
sponsible for it. 


The Eye and Ear Department... 


Prop Is Too Sturdy 


If as much time and skill were spent on 
the writing and direction of most TV mys- 
teries as are spent on their titling and 
crediting, the minutes intervening would 
be considerably more entertaining. “Rocky 
King, Detective” is 
Bromo-Seltzer’s entry 
in the TV mystery der- 
by. It’s presented over 
the DuMont Network, 
Sunday nights between 
9 and 9:30. Roscoe 
Karns plays the part of 
Rocky and an offstage 
voice plays the part of 
Mabel, his wife. The 
latter is completely 
unnecessary to the action—contributing 
even less than Duffy does in “Duffy's 
Tavern.” Rocky talks to her at the break- 


Roscoe Karns 


Mail Order and Direct Mail Clinic... 


fast table, while she models an unseen 
bathing suit, or passes the time of day 
with her over the phone. Mabel may have 
been intended as comedy relief, but she 
provides neither. 

Nor does Karns impart much convic- 
tion to the part of Rocky. He acts with 
ease and doesn’t muff his lines. But aside 
from saying, “I don’t like it” and telling 
his assistant sharply to “Come on—let’s 
get going,” he bears little resemblance to 
police inspectors, alive or dead. 

It sems a pity that suspense in most 
mystery stories—the normal curiosity to 
learn “who done it”—is usually enough 
to induce viewing to the bitter end. If the 
writers and directors of mystery dramas 
had less of a device to lean upon, 
might do a better job on the remain 


of the story. 


So You Want fo Start a Mail Business 


By Warr Nortumore ScuHuttz 


A column reader, who wants to sell 
by mail, wrote me the following letter 
recently: 

“As advertising men, one of greatest 
pleasures in our profession is to prepare 
copy which produces direct tangible re- 
sults. .. 

“I have often wanted to try mail order 
advertising as sort of a hobby... but I 
am temporarily stumped on items to try. . . 

“Could you give me some advice on 
what to try to promote? ...It seemed to 
me that a product retailing for a dollar, 
or under, would have the greatest ap- 
peal...I had hoped to find an article 
which almost everyone could use with the 
emphasis primarily on something for 
women. .. 

“Since the limited funds I have would 
have to be put into advertising, I had 
hoped to get merchandise on consignment 
at a pretty good price. This is a tall or- 
der, but in these days of large inventories 
it might be possible. 

“I would appreciate any comments or 
suggestions you might make...” 


se Because his letter is typical of a good 
many received recently, I'd like to try 
to answer it here: 

First, about copy. You're a good copy 
writer when you can write an effective, 
order-pulling, mail order ad. A mail or- 
der ad is written to produce orders and/ 
or inquires. Its got to have a lot of sell 
in it. 

Next, about starting in the mail order 
field as a hobby. That’s a fine idea. You 
enjoy a hobby. And when you enjoy your 
work you do good work. And mail order 
selling requires good and careful work. 
Two friends of mine started their mail 
order businesses as sidelines to their 
regular eight-hour-a-day jobs. One re- 
cently died a millionaire; his millions were 
made in mail order. The other friend, still 
very much alive, is making excellent 
progress. He quit his former job a short 
time ago and now devotes full time to his 
growing mail order business. 

What items to promote? There are 
thousands. Just look at Sears’ and Ward's 


catalogs! Decide first what you'd li 
sell: Gifts, housewares, toys, food, ‘ 
sporting goods, etc. You'll find thaf if 
you're enthusiastic about a product yau’ll 
enjoy selling it by mail. Keep these t 
in mind when selecting an item: Is is n@w? 
Unusual? A value? Is it easy to ship? Gan 
you buy it right? Is your supplier de 
able? 

Now, about that dollar item. You're 
rect: A dollar item has great appeal. 
Just about everyone has a dollar bill. 
it’s easy to slip into an envelope. But, 
profit margin is small on a dollar i 
particularly after including boxing 
postage charges. It may be wiser to sell 
more expensive items. Say somewhere be- 
tween $3 and $5. You'll sell fewer, yes, 
but your profit margin per sale will be 
higher. And you'll probably have less 
packing and shipping costs. But, if you 
still want to sell a dollar item, try and 
buy it for 20¢. You need a big mark-up 
on a dollar sale by mail. 

You say your funds are limited, so I'd 
suggest a two-way test: Space advertis- 
ing and direct mail. Put a small but care- 
fully prepared ad on your product in a 
proved mail order medium that specializes 
in selling your type of item. And, send out 
a clever mailing to a test group of logical 
mail order buyers who would be inter- 
ested in your product. 


e You ask about getting merchandise on 
consignment. I don’t believe you'll have 
much luck doing this. But, if you've got 
a dependable, nearby supplier who ap- 
preciates that you're just a beginner, and 
that you're going to promote his product 
in nationally circulated media, he may 
be persuaded to sell you a small quantity 
at his best discount, thus relieving you of 
carrying a heavy inventory. 

Here’s something to remember: Make 
certain your supplier can handle re-or- 
ders in a hurry. You can never tell how a 
mail order ad will pull. We ran an ad 
once that appeared to be a loser. Then 
one day we opened the mail and there 
was an order in it for 6,000 of the items 
we were advertising! 

And that answers your letter, 

Good luck to you, D. J. 
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$80 MILLION 
PLANT KEEPS 
2,000 BUSY 


Two thousand workmen are racing the calendar so 
Reynolds Metals Company's new San Patricio Plant can 
A be pouring aluminum by January 1. This $80 million plant 
on the shores of Corpus Christi Bay will 


num a year. Another sign of Corpus 


Christi’s industrial growth. Write for 
market folder. 
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ORPUS CHRISTI, TEXAS 
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TEXAS QUALITY NEWSPAPER NETWORK, Dallas, Chicago, New York 
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Survey Is Cause for Wonder... 


Are Advertisers Kidding Themselves 


About Their Use of 


Cuicaco, Sept. 20—Most national 
advertisers believe they are doing 
a regular and consistent advertis- 
ing job in dealer merchandising 
papers, but internal evidence indi- 
cates that to some extent, at least, 
they are kidding themselves. 

This conclusion seems reason- 
able from a study of 49 answers to 
a question as to whether national 
advertisers are making effective 
use of dealer merchandising papers 
in their field, which ApvERTISING 
AGE addressed to food, drug, hard- 
ware and appliance advertisers. 

Forty of the 49 companies reply- 
ing said they advertise in the 
dealer papers in their field “regu- 
larly and consistently,” while sev- 
en said they used these papers 
“only occasionally or irregularly,” 
and two said they “never” use 
them. 


es But when they were asked 
whether a definite percentage of 
their total advertising budget is set 
aside for advertising in dealer pa- 
pers, 21 said yes, and 26 said no. 
The other two did not answer this 
question. 

Since “regular and 
advertising would naturally re-| 
quire a budget which would be 
determinable each year as a per- 
centage of total advertising ex-| 
penditures, the logical conclusion 
seems to be that many advertisers 
who believe they are “regular and} 
consistent” trade paper advertisers | 
are actually “occasional or irregu- | 
lar” advertisers in media going to} 
dealers | 

However, ever, though only 21) 
said they had a fixed percentage of 
tneir total advertising budget set 
aside for dealer papers, 26 re- 
ported the percentage of their 
total current advertising which is 
going into these dealer media. 


consistent” | 


s Of these, nine reported spending 
10% or more of their total adver- 
tising dollars in dealer publica-| 
tions, three said their expenditures | 
ranged from 3% to 5% of total ad| 
dollars, and nine gave their dealer | 
paper expenditures as 1% to 3% 


|}of total advertising dollars. Five 


said dealer publication advertising | 
accounted for less than 1% of) 
their advertising budgets | 

As might “be expected, the per- | 
centages going into dealer papers | 
varied pretty much in relation to 
the size of the total advertising 
budgets. Most of the “over 10%" 
group were advertisers whose total 
expenditures were under $100,000, 
while the bulk of those spending 
less than 3% in dealer papers were 
advertisers whose total budget ex- 
ceeds $1,000,000. 


e Of the 49 respondents, 46 indi- 
cated the approximate size of their 
total advertising budget, with 25 
reporting total expenditures of 
more than $1,000,000; five with) 
expenditures between $500,000 and | 
$1,000,000; five with expenditures 
between $250,000 and $500,000; 
three with budgets ranging from 
$100,000 to $250,000; and eight 
with budgets under $100,000. 

The answers to a question on the 
functions they perform with their 
dealer copy were also interesting. 
They were asked to check a brief 
list of such functions and also to 
number them in order of their im- 
portance. The detailed results of 
these 49 advertisers’ analysis of the 
principal functions they try to 


perform with their copy addressed 


to dealers, and the relative impor- 
tance they assign to each function, 
are as follows: 


es Merchandising general advertis- 
ing to the trade—27 of the 49 try. 


Dealer Papers? 


to perform this function with their 
dealer paper advertising. Of these, 
eight say it is the most important 
thing they try to do with dealer 
advertising; seven assign it second 
place in importance; eight put it 
in third position, and four place it 
in fourth place. 

Getting news of new products, 
new prices or new terms to the 
trade—30 use their dealer paper 
advertising for this purpose. Of 
these, 10 say this is the most im- 
portant function of their dealer 
advertising, and 11 assign it the 
second most important place. Five 


put it in third place, and only four | 


give it a lower ranking. 

Informing the trade of special 
deals or premium offers— 19 re- 
port using dealer papers for this 
purpose, with four saying it is 
their most important function, six 
putting it in second position, five 
in third position, and four lower 
than third. 


s Trying to line up new dealers— 
only 13 admit using dealer papers 
for this function, with only two 


| placing primary importance on it, 


and an additional three placing it 
second in importance. Three others 
rank it third in importance, while 
the other five rank this function 
far down the line. 

Doing a general institutional job 


| —28 of those answering the ques- 


tionnaire say this is one function 
of their dealer paper advertising, 
but only three say it is the most 
important function. Another six 
assign it second place, while 11 
put it in third place, and the re- 
maining eight place it fourth or 
lower. 

Acquainting dealers and their 
salespeople with the features and 
merits of the product—37 say this 
is one of the functions of their 
dealer paper advertising, the larg- 
est number mentioning any single 
function. Its importance in the 
minds of advertisers is further em- 
phasized by the fact that 17 say it 
is the most important function they 
can perform, while 10 place it in 
second position, and eight place it 
third. Only two of the 37 gave it a 
rank lower than third. 


e Asked to comment on what 
either the advertiser or the publi- 
cation could do to make advertising 
in these media more effective, 
those answering the ADVERTISING 
AGE questionnaire generally indi- 


cated a somewhat apathetic state, 
although a number said _ they 
thought the papers were doing a 
good job, and that advertisers 
might very easily do a better job. 

Several indicated a desire for 
more merchandising assistance, 
and a number, rather surprisingly, 
suggested that the dealer papers 
devote less space to “manufac- 
turers’ releases.” 

One drug advertiser said: “I feel 
that the cost of doing an effective 
advertising job on both independ- 
ent and chain drug store managers 
and owners is out of proportion to 
any point of sale support we or 
any manufacturer might hope to 
get. We feel consumer advertising 
more important and more profit- 
able considering our limited ap- 
propriation.” 


e Another said: “The average na- 
tionally distributed drug paper is 
especially good. The regional or 
sectional type are poorly edited 
and contain more manufacturer re- 
leases than they contain news 
items.” 

And an appliance manufacturer 


says: “Too many dealer papers 
print too many manufacturers’ 
publicity blurbs—there is not 


enough ‘how to do it.’ Too many 
manufacturers shout about their 
national advertising or their prod- 
ucts, without telling and showing 
dealers why this advertising is 
important, and how to take ad- 
vantage of it—also how to demon- 
strate the product’s features.” 
Another appliance manufactur- 
er: “Advertisers generally could 
stop bragging in bold face type in 
trade papers, but this is too much 
to expect. It would increase be- 
lievability of trade paper adver- 
tising generally, however.” 


s Although most of the comments 
said “the papers we use do a fine 
job for the trade,” or made similar 
statements, many were critical of 
both advertising and editorial con- 
tent in dealer papers. 

One food manufacturer who 
spends well over $1,000,000 in ad- 
vertising asks bluntly: “Are trade 
papers read? Do they influence 
retailer action or create sales?” 

Another food advertiser says 
that “many dealer media fall short 
on editorial value and consequent- 
ly are not read by the dealer, thus 
limiting the effectiveness of ad- 
vertising messages.” 

A household specialty manufac- 
turer thinks dealer publications 
should “leave politics alone and 
devote themselves to an education- 
al program instructing jobbers and 
their personnel on how to buy and 
sell.” An appliance manufacturer 
would like to see “more case his- 
teries showing how dealers profit 
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STEAK, NO LESS—That’s what California 
h Packing Corp. will show in this ad in 
Collier's and Look this fall. Del Monte 
| will run similar color pages in 12 maga- 
zines, vio McCann-Erickson. 


by manufacturers’ advertising aids. 
etc.,” and another appliance manu- 
facturer wants “more merchandis- 
ing similar to consumer maga- 
zines.” 


@ The merchandising theme is 
sounded also by a drug manufac- 
turer, who says: “Trade publica- 
tions do nothing to merchandise 
their advertising in the way con- 
sumer publications such as Life, 
4 Look, Collier’s, SEP do. I believe 
they might be more merchandising 
conscious.” 

Another appliance manufacturer 
would like “more editorial materi- 
al on training salespeople and 
making better use of manufac- 
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handling the drive. 


turer’s advertising, showing how to 
tie in with it to secure maximum | 
good from it.” | 
Perhaps the advertising manager 
of one of the country’s most im- | 
portant hardware manufacturers | 
sums up the genera) attitude best. 
“The answers depend on the publi- 
cation,” he says. “Some are good, 
some extremely poor. We will take 
a long, hard look at the 41 publica- 
tions which we are now using, 
when we make up our 1952 list.” 


Austin Says 60,000 
Canadians Now Drive 
its Passenger Cars 


Toronto, Sept. 19—Austin Mo- 
tor Car Co. of Canada is using full 
page, two-color ads in national 
magazines; three-fifths pages in 
roto sections, and 600-line and 
250-line ads in daily and weekly 
newspapers throughout Canada to 
accent the fact that “60,000 Cana- 
dians now drive Austin.” 

| Copy says that “economy is not 
} the only reason ...60,000 Cana-| 
; dians have discovered in Austin | 
’ 


a driving satisfaction that can 
only come from a finely ap- 
pointed, finely engineered car ...a 
car that gives you everything you 
want...” | 
i The company has stepped up 
fall and winter newspaper sched- 
ules on both light and heavy com- | 
mercial vehicles, as well as on the 
» passenger cars. 
Harold F. Stanfield Ltd. handles | 
the account. 


Oldsmobile Backs TV Film 
Oldsmobile Division, Lansing, 
, Mich., is sponsoring a 30-minute 
TV commercial movie entitled 
“The Lady and the Rocket,” to be 
produced by Jerry Fairbanks Pro- 
, ductions, Hollywood. The film will 
, be used to introduce the 1952 Olds- 
mobile at regional and national 
conventions. D. P. Brother & Co., 
Detroit, is the agency. 


: Hyster Boosts Arthur Kramer 


Arthur F. Kramer, administra- 
tive assistant in the general sales 
department of Hyster Co., Port- 
land, Ore., materials handling 
equipment manufacturer, has been 
promoted to field research worker 
in sales promotion and sales train- 
ing. 


Video, Sunday Magazines 
Used to Introduce Teek 

A combination of network tele- 
vision and Sunday magazinés is 


SOMEBODY'S SECRETARY ... . by Post-Hall Syndicate 


being used by Norwich Pharmacal 
Co., Norwich, N. Y., for its new 
cherry flavored Téek cough syrup. 
On TV the company is sponsoring 
“Sunday News Special,” with Don 
Hollenbeck, over CBS. 

Advertising in Sunday maga- 
zines, including This Week Maga- 
zine, Parade, First 3 Markets 
Group and independents, will 
break Oct. 21. Benton & Bowles is 


A NEW iDEA FOR 

OUR SALES TRAINING 
PROGRAM ? I DON'T 
BELIEVE IT/ 


Two Join Associated 

William H. Hetherington, artist, 
and John G. Maupin, radio-TV 
writer, have joined the executive 
staff of Associated Advertising 
Agency, Cincinnati. 


Paul Batt Promoted to S. M. 

Paul V. Batt, sales promotion 
manager of the RCA Victor Dis- 
tributing Co., Buffalo, has been 
promoted to radio and television 
sales manager. 


HONEST... AND IT’S A 
GOOD ONE! THE BOSS 
/ \S PUTTING OUT A 
FOUR-COLOR CARTOON-TYPE 
BOOKLET TO HELP TRAIN 
DEALERS AND SALES 


SOUNDS GOOD... 
BUT WHO'S GOING 
TO DO THE JOB? 


THEY SPECIALIZE IN 
LOW-COST BOOKLETS FOR 
BUSINESS ANDO INDUSTRY. 


JOB FOR US FROM SCRIPT 


Call Ken Hall at the POST-HALL SYNDICATE, 295 Madison Avenue, NYC 17. 


THEY'LL HANDLE THE COMPLETE 
IDEA TO PRINTEO BOOKLETS / 


WHICH IS YOUR CATALOG? 


For an extra fraction of a cent per copy bright, durable, eye-catching Hammermill 
Cover will make them want to read... and keep... your sales catalog! 


Very often the difference between a catalog that is 
promptly filed in the wastebasket and one that 
brings in the orders is simply an attractive cover 
that wins attention. If you have an important sales 
message, make it Jook important . . . and interesting. 


Your printer will be glad to show you how use of 


Hammermill Cover will help give your mailings 
initial impact — and keep them selling for you for 


“ASME, 


BY THE MAKERS OF HAMMERMILL BOND 
bir a sn 
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COVER | 


months after you send them out. Hammermill Cover 
comes in eleven attention-winning colors and a 
bright white. You can depend on the quality and 
printability of this sturdy, “‘like-sided” cover paper 
because it is backed by the “‘Hammermill” name, 
accepted by thousands of buyers of business printing, 
Send the coupon for a sample 
book. No charge or obligation. 


Hammermill Paper Company 
1459 East Lake Road, Erie 6, Pennsylvania 


Please send me—FREE—the up-to-date sample book of 
Hammermill Cover. 


Name 


Positi 


(Please attach to, or write on. your business letterhead.) AA9 24 
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Favors Crusade Against 
Pirating Agency Accounts 

To the Editor: Writing letters 
to the editors of publications re- 
garding their editorials is not a 
common practice with us. We are, 
however, persuaded to say that 
the editorial [How Solid Is an 
Agency Structure?, AA, Sept. 3] 
touches a topic that merits wide- 
spread attention not only in the 
agency field but among principal 
advertisers as well. 

The writer has been in advertis- 
ing and public relations work al- 
most 25 years, on both sides of 
the desk as buyer and seller, as 
well as an agency employe and on 
his own. We do not recall a sin- 
gle case of piracy of account that 
worked out satisfactorily 


This department is a reader’s forum. Letters are welcome. 


mentioned in yo. ~ article: We do}! 
believe that it would pay all con-| 
cerned to crusade against the all- 
too-prevalent practice of pirating 
accounts. Otherwise, it seems to 
us, the situation is not unlikely to 
get worse. As for ourselves, if we. 
lose an accoun’ it would be be-| 
cause we deserve to lose it...a/ 


|result as yet unfulfilled, we are) 


on a! 


long-pull basis. Such practice may | 


be, and often is, a source of quick 
profit for the pirating employe or 
the new agency, but in our opin- 
ion, the pall of unmorality re- 
mains constantly in the picture: 
a consciousness of smell that re- 
mains for the triangle of parties 
involved. 

May we differ on one point 


happy to add. 
S. Rosert Swiss, 
Public Relations and Adver- 
tising Counsel, Toledo. 


Young Recalls Piracy-Free 
Record of Largest Agencies 

To the Editor: I thoroughly en- | 
joyed your lead editorial in the 
current issue of ADVERTISING AGE 
“How Solid Is an Agency Struc- | 
ture?” It meant a great deal to me) 
for obvious reasons. 

While “it is difficult to find an| 
advertising agency which has not, 
in a sense, grown out of some. 
other agency,” at least it can be 
reliably stated that the two larg- 
est agencies in the world built 
their own clientele and volume, 


not by taking any business away 
from former employers. 
Congratulations on the broad 
view you take of the current agen- 
cy debacle. 
Joun Orr YOUNG, 
New York. 
Mr. Young presumably refers to 
J. Walter Thompson Co. and to 
Young & Rubicam, of which he 
was a founder. And he is, of course, 
correct. 


Defends ‘Wrights’ of Radio 

To the Editor: I'd like to strike 
back at the creator of the column 
entitled “Eye and Ear Depart- 
ment.” In the Sept. 10 issue of AA 
his intimations as to the humor of 
Robert Q. Lewis are nothing short 
of a sacrilege! 

What ever was he thinking of 
when he said Robert Q. wasn’t 
funny? The entrance of Robert Q. 
into the entertainment scene marks 
a new and refreshingly different 
type of emcee entertainment. Why 
take a crack at a type of humor 
if there’s any possibility that some 
other people might not only like 


...and in North Dakota, the nation’s largest wheat 


producer, fast climbing incomes are reflected in other kinds 


of growth, too: a 399% increase in bank deposits for 


the past ten years: a 290% increase in retail sales 


for the same period (North Dakota second in the nation 


in both instances). North Dakota families are saving 


—and spending at a record rate! 


ONLY NORTH DAKOTA DAILIES GIVE 
YOU BLANKET SATURATION 
IN THIS RICH MARKET AREA! 


No other publication, or group, can give comparable 
hard-hitting market penetration in North Dakota 
—at such low cost. North Dakota families, rural and 
urban, read NORTH DAKOTA DAILIES FIRST 
—for the locally edited news of their community 

. and back up their reading preference with 
buying power that pays real dividends for the 
advertiser. Don’t overlook the rich North Dakota 
market—and the NORTH DAKOTA DAILIES. 


— — \ 
DEVILS LAKE JOURNAL FP yanpan DAILY PIONEER | 
o\l ca 


tit | 


JAMESTOWN SUN 


eens 


ae 


a — Ee net 
Sante CO OCENTUS TSIEN 


THe FARGO FORUM = For patty NEWS 
OL oO 
GRAND FORKS HERALD Fe cory Times RECORD | 
ra f=) 
ao 
ca —— 


THE NORTH DAKOTA DAILIES 


Advertising Age, September 24, 1951 


his style—but love it? 

Radio was just another medium 
until guys like Arthur Godfrey 
(another radio great) and Robert 
Q. came on to the scene. What 
they did for advertising and radio 
is comparable to what the Wright 
Brothers did for aviation. AND 
YOU SAY ROBERT Q. ISN’T 
FUNNY!!! 

Mor ey R. THILL, 

Advertising Manager, Rock- 

ford Standard Furniture Co., 

Rockford, Ill. 


Reprints Creative Man 

To the Editor: I have taken the 
liberty of lifting a few paragraphs 
from The Creative Man’s recent 
column commenting on the change 
of emphasis in recent railroad ad- 
vertising, and offering a few 
trenchant comments on the quality 
of the service rendered by rail- 
road passenger employes. 

This appears on Page 29 of the 


September issue of Railway Pro- 
gress, published monthly for the 
Federation of Railway Progress. 
Currrorp H. RAMSDELL, 
Editor, Railway Progress, 
Washington. 


| 


Accuracy Appreciated 


To the Editor: May I thank you 
for the excellent article in your 
issue of July 23 on the Study of 
Radio Broadcasting being con- 
ducted, by the Oral History Re- 
| search Office? 
| As a former journalist of some 
|}experience, I particularly appre- 
| ciated the accuracy and sense of 


| COMMERCIAL NEWS 
|L. A. BUSINESS MAGAZINE. WILL 
CREDIT YOUR PUBLICATION. 


proportion with which Mrs. 
Christopher handled this rather 
complicated and difficult material. 
FRANK ERNEsT HILL, 
Director of the Study, Co- 
lumbia University, New York. 


Here, It's ‘Pilsener-Type’ 

To the Editor: To get into the 
beer argument (AA, Sept. 3), in 
some places, where the sale of ale 
is heavy, as in Canada and New 
England, you say “lager” if you 
want beer. Otherwise you may get 
ale of the same name. 

J. B. MricraM, 
Brooklyn, N. Y. 

P.S. The ATU won’t let you 
call your beer “pilsener” in the 
U.S. You have to call it “pilsener- 
type.” 


°* e e@ 
Reprints Ad Rate Story 


To Tue Eprror: REQUEST PERMIS- 
SION TO REPRINT STORY QUOTE BuUSI- 
NEss StTrtt Gets BARGAIN IN AD 
RATES UNQUOTE AuG. 20 IssUE AD- 
VERTISING AGE IN SEPT. 24 ISSUE 
A MONTHLY 


Pat McCONvVILLE, 
COMMERCIAL NEws, Los AN- 
GELEs. 


Insurance Man Finds a Tie 
Between Adjoining Columns 

To the Editor: Although I am 
not in direct contact with the ad- 
vertising industry at this time, 
many of my friends are still ac- 
tively associated there. 

For this reason I was extremely 
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interested in the article “The Word 
for It Is ‘Tension’,” by G. D. Crain 
Jr., in your issue of Aug. 27. 

What made it especially interest- 
ing to me was that, although Mr.| 
Crain concerned himself solely) 
with what the adman might do to 
extend his life span, the column | 
directly underneath by James D. 
Woolf asks, “Is he planning to in- 
crease his insurance?” This, to my 
mind, is the perfect question. Al- 
though it was used in reference to 
another topic entirely, it was 
nevertheless very pertinent to Mr. 
Crain’s essay. 

Kar C. BaDAsH, 
Special Agent, The Prudential 


paratively few. | Salesmen Made to Order 
Prosperity can only be measured > the Editor: We want to re- 
by the most complete distribution | produce James D. Woolf's article, 
of the products of labor and in-| “The Hardest-Working Fellow in 
dustry; which can only be in- the Agency Business” (AA, Sept. 
creased each year by finding wider 3) and use it as a mailing piece, 
bases of purchasers—reduced which would be sent out to our 
prices. | present clients and to likely pros- 
Have industry avoid excess) pects. 
taxes by increasing the demand The article, so beautifully writ- 
for their product. ten and candidly stated, is ideally 
Cuartes N. THOMPSON, _ suited to our situation in Green- 
Buck Hills Falls, Pa. | 


| wich. In fact, Mr. Woolf could 


very easily have had us in mind 
when he wrote his article for 
your magazine. 

Therefore, we request your per- 
mission to reproduce Mr. Woolf's 
article as it appears on Pages 49 
and 51 of the Sept. 3 issue of 
ADVERTISING AGE. 

Joun Wetsx III, 

Moore and Beckham Inc., 

Greenwich, Conn. 
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Rennick Named Editor 

Dan Rennick, formerly v. p. and 
editorial director of Topics Pub- 
lishing Co., New York, has been 
appointed editor of American 
Druggist, New York, succeeding 
John McPherrin, who recently re- 
signed (AA, June 18). 


Dye Home to W. B. Doner 

W. B. Doner & Co., Detroit, has 
been appointed agency for Dye 
Home Improvement Co., Detroit. 


Wrong Is Wrong 
To the Editor: Take another 


the best buy ... 


look at “Amateurs Get a Break” in 


In a low cost mass medium, the ; 
ADVERTISING AGE, dated Sept. 10. 


Insurance Co. of America, Ja- 


a Research is wonderful but it. 

BBR pete isi : PUBLISHING CORPORATION 
5 aad quesiat names 2 een Advertising Management: REINHOLD 

; buyers each year. Advertising is 

‘ another of the world’s wonders; it. 330 West 42nd Street, New York 18, i oe 


maica, N. Y. You say, “(Panels) appraise each best buy in the Twin Cities and 
. . e tune. . and. ..are seldom far from Twin Ports is car card and Travel- 
Offers WU a Different Idea = | “*°®: 


To the Editor: The enclosed 
Western Union advertisement 
seems to me to be meant for the 
Creative Man’s chopping block. 

The important new message is 
buried in small type beneath a 
trite, “cute” heading and carica- 


ture, the feeling of which is wor- 
risome—negative (helluva lotta 
trouble to send a wire). 

Why not have a full width il- 
lustration of a telegraph blank 
with a closeup of the actual mes- 
sage hand written in 15 words— 
about 15 words being the new 
number. 

CLARENCE N. JOHNSON, 

Art Director, Reincke, Meyer 

& Finn, Chicago. 


» ton ie coverage of all the variously titled chemists and  ™anagement) in two large, well-known industrial 
Complete Distribution Key lants, points up this fact: 
to Prosperity, Reader Says engineers engaged in management, research, de- ee P : 
To the Editor: Apropos the Distribution of Subscribers 


Roessner article appearing in your 
Sept. 3 number [What They’re 
Saying], it’s too bad such men as 


Lasser and Ruml, both long on ing team composed of officials, works executives, ame 
experience, are so short in memory z ‘ 

as to what develops an industry— supervisors, engineers, research directors, chemists 

what to do with profits to avoid Plant 8 


excess taxes. 

If they had thought back 25 
years their memories would have 
been refreshed with what was 
then happening to the develop- 
ment of the greatest industry this 
country has ever seen—the auto- 
mobile. 

The idea that developed that 
industry was lower prices. Each 
year the same automobile sold 
for a little less, or a better car 
sold for the same. The reason for 
the development was very simple: 
Each year they tapped a new and 
wider range of buyers. Then they 
decided to raise prices and the 
further development of the indus- 
try, as far as volume distribution 
was concerned, stopped. 

I do not have before me statis- 
tics, but I’m quite sure that (con- 
sidering the life of a car ten years, 
ten-year-period production is the 
proper comparison) the number of 
cars produced 1930-1940 was 


As H. L. Mencken says, you may 
be right. But maybe you are 
wrong. Yes? No? Wrong is right? 

R. D. Linpsay, 

Appliance Advertising Depart- 

ment, Westinghouse Electric 

Corp., Mansfield, O. } 


ing Display advertising. 


Murray & Malone Co. 


712 Ontario Ave. West 
Minneapolis, Minn. 


(wae 


Blanket coverage of the chemical world means 


sign, development and production. For these men 
are all members of the 7-group buying and specify- 


and consultants. 


The strongest, 

best balanced circulation, 

makes CHEMICAL AND | 

ENGINEERING NEWS 

. the only magazine 
giving blanket coverage 
of the chemical world! 


An analysis* of C&ENews subscribers (excluding 


Inte the Functional Groups Other Than Management* 


greater than in 1940-1950, yet 
population was up 15% or more. | 


may tell some fellow that he is, 
able to buy something he thought | 
he was not, but such are com-| 


In addition to having the largest weekly circulation 


among executives, company officials and manage- 
ment men, C&ENews reaches out into the plants 
to give balanced coverage of the chemists and engi- 
neers who design, develop and run the chemical 
and process industries. 


CHEMICAL AND ENGINEERING 


NEWS 


Thus, with its circulation of 72,000, with its broad 
horizontal coverage of the 24 chemical and process 
industries, and with its deep, balanced penetra- 
tion into the thousands of manufacturing plants, 
C&ENews alone offers your advertising blanket 
coverage of the chemical world. 


"Your C&ENews representative hos the detailed documentation of this study. 


Newsmagazine of the Chemical W orld Since 1923 


An AMERICAN CHEMICAL SOCIETY Publication 


CHICAGO « CLEVELAND «© SAN FRANCISCO + LOS ANGELES + SEATTLE + DALLAS 
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WANTED 


SALES PROMOTION 
MANAGER 
Emphasis on Direct Mail! 


Busi FE. +“ Audi ' 


Neat 1 4 blish of 


information services and books for 
business and professional use offers 
splendid opportunity for sales pro 
motion manager. Prime requisite is 
proven ability to plan and create re 
sult-getting direct mail campaigns to 
elicit sales and inquiries. Must be 
fast, able writer. Alert understanding 
of government impact on business 
will help. Aptitude for layout req 
uisite. Preference for someone who 
knows selective marketing and field 
selling techniques. Location in East. 
employee benefits are liberal, asso- 


EXPERIENCED 
DECAL SALESMAN 


Nationally known decal manufac- 
turer has several openings, partic- 
ularly Chicago and Detroit, for 
sales representative with billings. 
Excellent proposition available for 
steady, conscientious go-getter. 
Please write freely, on a con- 
fidential basis. Our staff knows of 
this advertisement. 


Box 7968, Advertising Age 
200 E. Ilinois St., Chicago 11, Il. 


Advertising Age, September 24, 1951 


Rates 
lines (maximum—two) 30 letters and 
per line. Add two lines for box number. Deadline Wednesday noon 12 days 
Preceding publication date. Display classified takes card rate of $12.00 per 


column inch. Regular card discounts, 


90¢ per line, minimum charge $3.60. Cash with order. Figure all cep 


spaces per line; upper & lower case 40 


size and frequency, apply on display. 


HELP WANTED 
MALE COPYWRITER who would like to 
live year ‘round in sunny Miami wan 
by national agency. Transportation and/ 
or airline background a MUST. Write 
full particulars: experience, age, salary 
expected, etc 
Box 40%, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS—PLACEMENTS 
209 S. State St. HA 17-2063 Chicago 
ADVERTISING AND SALES 
PROMOTION MANAGER WANTED 
Must be familiar with advertising and 
merchand consumer products. Will 


ciates congenial. Salary c - 
rate with qualifications. Send complete 
resume of experience, state present or 
desired salary. and enclose ONE 
sample of direct mail work 


Box 7969, Advertising Age 
200 E. Ilincis, Chicago 11, Il 


YOUR CLASSIFIED 
ADVERTISEMENT HERE 
WILL GET RESULTS 


No. 4101. Beautifying the Hirsute 

Male 

How many men still use straight 
razors” How is lather standing up 
against brushless? How is Burma- 
Shave doing against Palmolive? 
How does Wildroot stack up with 
Vaseline? How about Old Spice vs 
Aqua Velva? The answers are all 
contained in Sports Afield’s new 
book, “Men's Toiletry Survey, 
1951.” 


No. 4103. Selling to Parents of 

Growing Children 

How to Sell America’s 1% Mil- 
lion Biggest-Buying Families” is 
a new presentation offered by 
Parents’ Magazine, showing how 
families with children spend from 
40% to 75% more than others, and 
the publication reaches the 
most important segment of this 
buying group. A detailed and com- 
prehensive study of the picture. 


how 


No. 4112. How to Sell Motels 


‘A Market Analysis of the Motel 
Bi ndust: vy" tracing and documenting 
pre growth, scope and future of 

notels is now available from 
American Motel Magazine. Prod- 
ucts used and needed by motels, 


ways to sell motels, and informa-, 


about the magazine are all 


covered 


thon 


No. 4113. Selling Through Service 

Stations 

1952 A Big Year for TBA” 
(tires-batteries-accessories) is a 
new market and media folder of- 
fered by National Petroleum News, 
which tells how the corner service 
station has become a “department 
how products are distrib- 
uted, and the special services of 
the publication to manufacturers 
seeking outlets in this field 


store,” 


No. 4114. Television in Ohw. 
“1951 Television Survey, Part 1" 
is a recent study offered by the 


Information for Advertisers 


Select List of Ohio Daily Newspa- 
pers. The findings seem to indicate 
that TV is not yet a major factor 
in Ohio’s non-metropolitan market 


No. 4105. New Art and Production 
Ideas 

The Mead Corp. is out with a 
new “Hunting Issue” of its elabo- 
rate house organ, “Better Impres- 
sions.” It contains the usual highly 
inspirational material for artists, 
as well as some worth while 
thoughts for production managers. 


No. 4106. Coffee Consumption and 
Brand Loyalty. 

Available is Good Housekeep- 
ing’s “Consumer Panel Report on 
Coffee” which reveals, among 
other interesting facts, that 90% 
of American homes serve coffee 
daily and that 77% of respondents 
in a recent survey have used the 
same brand for more than a year 
The survey covers brands used, 
age groups, types of coffee-makers 
used, etc 
No. 4107. How to Order Special 
Phonograph Records and Tran- 
scriptions. 

RCA Victor Custom Records Di- 
vision offers a new brochure, “I 
Never Knew,” outlining services 
offered in recording, processing, 
pressing, and shipping of special 
records, as well as other services 
in script writing, preparation of 
records for slidefilms, etc. Good 
buying information 


No. 4108. How Farm Families Buy 
Shoes 
Wallaces’ Farmer & lowa Home- 
stead presents a new survey, “Iowa 
Farm Family Shoe-Buying Habits.” 
The net of it is that shoes are 


spend much time in field on sales promo- 
tion and dealer training. Should be college 
graduate between ages 30 and 40. Famil- 


jiarity with cameras desirable. Please 
| write stating experience, age, educa- 
| tion, salary required. Address inquiries 


to 

Assistant to the President, Argus Cam- 
jeras, Inc., 405 Fourth St., Ann Arbor, 
Michigan. 


DIRECT MAIL 
| Small national mfgr. needs capable pro- 
| motional advertiser - must be alert to all 
class mailings and responsible for lists- 
layouts & help. Opportunity 

O. Box 869, Alliance, Ohio 


ASSISTANT ADVERTISING MANAGER 
for 
| LARGE PHARMACEUTICAL MANUPAC- 
TURER 


Mead Johnson & Company. one of Amer- 
ica’s leading and best known pharmaceu- 
| tical manufacturers, is seeking an Assist- 
ant Advertising Manager. The Company 
is locat in Evansville, Ind... a pleasant 
Midwestern city with a population of 160,- 
000. This position offers an outstanding op- 
portunity and future to the right man. The 
man for this position must be between 
the ages of 26 and 38, have an excellent 
well-rounded college education, and be a 
sound logical thinker with proven crea- 
tive ability and experience. This man will 
supervise direct mail and a wide assort- 
ment of promotional material to the med- 
ical profession, drug trade and food trade 
He must know good layout and typogra- 
phy and have exceptional creative ability 
to make rough layouts for art studio “vis- 
uals” and finished art. Experience in 
copy writing necessary. Some knowledge 
of production desirable. Pharmaceutical 
experience desirable but not necessary 
Must be personable, have mature judg- 
ment, be an efficient organizer. and an 
jable executive capable of handling nu- 
merous superviscry duties. Replies wil! 
be treated confidentially. Send detailed 
history of experience, personal qualifica- 


tions, photograph and salary desired to: 
Advertising Manager, Mead Johnson & 
Company, Evansville 21, Indiana 


| FRED J. MASTERSON 
| ADVERTISING & PUBLISHING 
} PERSONNEL 


All types of positions for men and women 
| 185 N a Fr 2-0115 Chicago 
PRODUCTION MANAGER—Young, alert, 
}minimum 2 years agency experience as 
production chief or assistant. Able scale 
jand properly order type, thoroughly fa- 
miliar engraving-printing processes. Must 
have proven ability to accept responsibil- 
ity, keep accurate records, organize own 
work and that of assistant. Man or wom- 
an considered. Good salary, excellent 
working conditions, rated Central 


Penn- 
sylvania agency. Give complete history, 
photo, references. Reply “President.” 


Box 4014, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill 
WANTED: Advertising salesman for ra- 
Didly growing labor-management maga- 
tine. Circulation already 25.000. Only pub- 

lication of its kind in the country 
x 4015, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ili 


“LEADING BUILDING PUBLICATION 
ANTS 


Experienced, hard-hitting, sound-think- 
ing, well-wearing ad salesman who desires 
real future with expanding leader in pub- 
lishing field. If you're really good, prove 
it—in writing so we can talk it over. Sal- 
ary or draw and expenses plus commis- 
sion. Can earn what you're wort 

Box 4016. ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill 
| N. ¥. SPACE REPRESENTATIVE 
Experienced for small regional display 
magazine. Good established book for ag- 
gressive salesman or woman. 20% com- 
mission. Western Display Magazine, 315 
W. 9th, Los Angeles, Calif 


WANTED—ASSOCIATE EDITOR 


| 


bought in a town 25 miles away,| Must have intimate knowledge of con- 


mostly at the shoe store, otherwise 
at the department store. Trade- 
marks, price ranges, and psycho- 
logical factors in shoe selection are 
analyzed extensively 


Note: Inquiries for the items listed above will not be serviced beyond Nev. 5. 


! Readers Service Dept., ADVERTISING ACE 


200 E. Illinois St., Chicago 11, Ill. 


please print or type) 


NAME ..... 
COMPANY 
ADDRESS 


USE COUPON TO OBTAIN INFORMATION 


Please send me the following (insert number of each item wanted | 


CITY B ZONE on..ncccccecccerecessscsses snsnennsersnenens 


struction equipment and its application, 
and be able to prepare finished copy for 
publication. Experience in construction, 
writing and editing essential. Send resume 
and state salary. 
x 4017, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
PERSONALIZED SERVICE 
| Advertising-Promotion & Sales Managers- 
|Copywriters-Account Executives-Editors- 
Artists-Merchandising-Research-L a y 0 ut- 
Radio-TV-Production and Salesmen 
THE HONES COMPANY 
'14 E. Jackson Bivd Chicago 4, Il! 
| PUBLIC RELATIONS 
Philadelphia ad agency has opening for 
man to handle public relations and publi- 
city for client organization. Must have 
experience, ability to write copy editors 
will accept and to plan comprehensive 
public relations program. Knowledge of 
engineering desired, as quick grasp of 
technical aspects of client's operations is 


vital 
Box 4031, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill 


INDUSTRIAL EDITOR. .. Wanted: Young 
man (25 or under) with Journalism School 


background to serve as assistant editor on | 


industrial publication. Good opportunity 
with fast-growing, nationally advertised 
known manufacturer in northern Wiscon- 
sin Resort area. Salary $275 per month. 
Box 4033, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill. 


POSITIONS WANTED ai 
SALES & ADVERTISING MANAGER 
SEEKS CHALLENGING NEW JOB: 
20 years experience in all aspects of or- 
ganization & operation of programs in | 
Sales, Merchandising, Advertising, Promo- | 
tion. Big corporation and agency, 
training. Especially skilled in establishing 
“Interrupting Ideas” & “‘New Approaches”. | 
Now employed, but looking for a bigger | 
creative opportunity to build “Sales-Ma- 
king Machine” for new, or lagging, prod- 
uct backed by forward-looking top man- 
agement. Starting income $12,000: rea- 
sonable incentive basis. 
4019, ADVERTISING AGE. 

200 E. Illinois St., Chicago 11, Til. 
ACCOMPLISHED COPYWRITER 
WITH STRONG TV BACKGROUND 
offers fresh, crisp style of writing plus 
a thorough knowledge of radio & tv. Wide 
national, retail & trade experience. Seek- 
ing step up from present spot with medi- 


um-sized Phila. agency. Am 28, college 
graduate, alert to latest trends. Prefer 
Phila. or N.Y.C. area 


$7500 
Box 4020, ADVERTISING AGE. 
11 E. 47th St., New York 17, N. Y 


WRITER AVAILABLE 
Background includes sound § siidefilm 
scripts on sales training, employee indoc- 
trination, industrial safety—safety bulle- 
tins and folders for employee consump- 
tion-casualty insurance advertising copy 
Strong on ideas and ability to develop 


them. 
ADVERTISING AGE, 


Box 4021, 
200 E. Mlinois St., Chicago 11, Il. 

ADV. MGR. INDUSTRIAL 
Available soon due merger. Experienced 
space, specifications, printing, promotion, 
shows, field, correspondence, publicity. 
house organ etc. Photographer, knowledge 
printing dept. References, 37, married 
children, located NE. Relocate anywhere 
for opportunity, $10-12,000 

Box 4022, ADVERTISING AGE. 

200 E. Illinois St., Chicago 11, Il) 

RESOURCEFUL YOUNG 
COPY-CONTACT MAN 

Seeks position with Chicago agency or ad 
dept. Weaned on two-year background of 
agency and consurner magazine experi- 
ence. Some prod. know how. Married, 26, 
vet, college grad. Want to see me? 

Box 4023, ADVERTISING AGE. 

200 E. Illinois St., Chicago 11, Ill. 


| publications 


PUBLISHERS REPRESENTATIVES 
AVAILABLE 
EXPERIENCED AD MAN seeks New York 
representation of magazine in business 


field. Strong merchandiser. 
Know the agency field 
Box 3930, ADVERTISING AGE 
11 E. 47th St. New York 17, N. ¥. 
FARM MAGAZINE PUBLISHERS — 
Experienced farm paper representative is 
now in position to add another publisher 
to small group of exclusive farm publica- 
tions—Intensive coverage east and north- 
eastern territory. 
Box 4018, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 


TOP-NOTCH 
AGENCY 
EXECUTIVE 


With Outstandingly 
Successful Experience 
In PROPRIETARIES 


Available When Right 
Opportunity Presents Itself 
(Preferably In Midwest) 


Prolific idea man with emphasis 
on showmanship. Unusual flair for 
dramatic, proprietary mass-sale 
approaches that ring the bell! 
Has solid agency know-how. 
Can fit in practically every phase 
of agency operation . . . from 
Administration to new business 
solicitation . . . from framing 
complete basic campaigns to pinch 
hitting for Account Executives. 
Personable, capable, works well 
with Top Management. Wears 
well as evidenced by servicing 
same accounts up to 14 years. 
Merchandising groups respond 
actively to his contagious en- 


ILLUSTRATOR—ART DIRECTOR 
Top studio experience. Versatile, creative, 
practical. Solid art and production know 
how. Established free lance business but 
must have saner working hours. Desire 
position art buyer, director, dept. head 
or similar responsible art job. 

Box 4024, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill 
MEMO TO A TOP-NOTCH EXECUTIVE: 
Will give you 4 yrs. agency AE exp. with 
all phases cpy, med., mkt. res. in exch. 
for lifetime opp. anywhere. 27, BA, mar., 
ADS frat. Now agency branch mgr. One 

|day you had the job I see 

Box 4025, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Il. 

READY FOR THE BIG MOVE 
Former Dir. of Adv. & Prom. large nat! 
corp seeking genuine opportunity as adv- 


prom mgr. or ass't to top consumer. Age 
31-2 degrees $7500 N. Y. area. 
Walter M he eee 2101 Bedford Ave. 


Bklyn 26, N 


ADV. & PROMOTION MGR. 

Asst. in food company adv. dept. wants 

co. dept. in western U. S., anywhere if 

job is right. Good copy, many ideas. TV, 

direct mail exp. Doing liason with agency, 
TV stations & artisits, p.a.’s. Age 31 
Box 26, ADVERTISING AGE. 

200 E. Illinois St., Chicago 11, I! 


PRODUCTION MAN 
5% years experience in traffic and pro- 
duction married. Age 27 
Bo 


x 4027, AD . 
200 E. Illinois St., Chicago 11, il! 


ARTIST: 15 yrs. experience with agencies 
and manufacturers. 

Box 4028, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill. 


Industrial copy, tech. writing. V. Pa. 
Chem. deg. Copy, layout courses. Printer. 
Box 4029, ADVERTISING AGE. 

Illinois St., Chicago 11, Ill 


PUBLICITY WOMAN—creative, former 
editor, excellent connections and exten- 
sive experience in fashion, cosmetic, food 
and flower fields, newspaper, radio, TV 
and press promotion, interested in free 
lance offers in Metropolitan New York 
area 


Box 4030, ADVERTISING AGE, 
11 E. 47th St., New York 17, N. ¥ 


IDEAS, COPY, CONTACT 
Excellent background in Cosmetics, Food, 
and Beverages. At present ad. mgr. cos- 
metic co. Desire position with agency Chi- 
cago. Age 29, married, over $8500. 

Box 4032, ADVERTISING AGE. 
200 E. Illinois St., Chicago 11, Ill 


MISCELLANEOUS | 


His direct-action thinking . . . 
his aggressive sales promotion 
- +» Gre patterned for tough sell- 
ers’ markets. He is responsible 
for humanized campaigns in wide- 
ly diversified fields—tangible and 
intangible—that pay off at the 
cash register. 


BOX 7927, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


ADVERTISING-MERCHANDISING 
SALES PROMOTION EXECUTIVE 


Broad experience in National Adv. 
Consumer, Trade, Industrial and Re- 
tail filelds—many product divisions. 
Knows sales and promotion thru 
Mfg.— Jobber — Dealer —plus distri- 
bution problems. Create and produce 
profitable sales making campaigns 

Familiar with Magazines, Direct 
Mail, publicity, point-of-sale, shows, 
presentations. administrator, 
merchandiser, speaker. Budgets and 
production. Presently employed. suc- 
cessful record. Under 40, five figure 
salary. Top references and details to 
established Advertiser or Agency 
1 will recognize a real business 


asset. 
Box 7971, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Tli 


EXECUTIVE-COPYWRITER 
SEEKS BROADER FIELD 


Present job with 4-A’s agenc ays me 
$10,000, but does not utilize all ‘Co to 
offer. Have trunkful of samples to prove 
my creative versatility. Fifteen years ex- 
perience in copy, contact, planning, sales 
Promotion, public relations, and as adv. 
mgr. Sound knowledge of agency proce- 
dure and merchandising. Better than 
average on roughs. Will consider place in 
agency or as Adv. Mgr, if top flight. Good 
speaker—excellent appearance. Available 
after reasonable notice. If you have a 
challenging place to fill, let’s talk it over. 
Box 7967, Advertising A: 
200 E. Illinois St., Chicago fi. Til. 


eee 
AGRICULTURAL 


PHOTOGRAPHS 
Stock Photos Special A nts 
J. GORDON MILLER 
1221 Farnam Oma 


2, Nebr 


A GUIDE TO ART PRICING 
38-page Illustrated Manual for determin- 
ing cost of Advertising Art; Straight for- 
ward; Up-to-Date; Reliable: 


Everyone in the Graphic Arts Industry. 
$2.00. Postpaid. Roy Jacobs, Box 162, 
Wash. Bridge Station, New York 33 


| COMPLETE LINE OF NATIONALLY ADV. 

Swiss watches. Beautifully gift boxed. 
Low, low prices. Write for catalog. 
Alanjack, Inc. 580 5th Ave., NY 19. 


| SPECIAL PROMOTIONS, PUBLICITY 
| AND PUBLIC RELATIONS 
programs thoroughly organized, firmly 
| established. Now scheduling 4-12 week 
,domestic and foreign assignments. Ben- 
‘ton Business Bureau, Morristown, N. J. 


in Easy-to-— 
Read form -a necessary working tool for | 


WANTED 


Advertising manager 

Super Market Chain 

Must be experienced 

Write details to 

Mr. Shaye — 

Big Bear Markets 
12600 Greenfield, Detroit, 

Mich. 
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Advertising Age, September 24, 1951 


Englander Fall 
Drive Features 
$38,000 X-ray 


Cuicaco, Sept. 19—The key- 
stone of Englander Co.’s fall ad 
campaign, which broke last week, 
is an X-ray photo which cost $38,- 
000. 

When the company introduced 
its Airfoam mattress and Red-Line 
foundation combination several 
seasons back, it decided that it 
would like to find some method 
for proving the claims it made for 
the combination. 

After a great deal of work and 
an impressive investmert, it 
emerged with the first full-length 


X-ray of a human being reclin-| 


ing on a mattress and foundation. 
The X-ray shows how both the 
mattress and sprirg foundation 
conform to body contours. 
The X-ray photo made 
debut in the Sept. 17 Life, as 
part of a b&w spread. Similar 
spreads are scheduled to run in 
Life on Oct. 15, and in The Satur- 


day Evening Post on Sept. 29,| 


Oct. 20 and Nov. 10. 


@ Full-page ads will appear in the 
winter issue of Bride’s Magazine 
and in the September and October 
issues of Living for Young Home- 
makers. The company currently is 
not running in Better Homes & 


Do You Need This Kind 
of Ad Experience? 

CONTACT Major national accounts. 
CREATIVE WithtopflightN.Y. agency 


and as branch copy chief. 
PLANS PRESENTATIONS RESEARCH 
SALES MEETINGS 


Married, family, age 37. 


Box 7970, Advertising Age, 
200 E. Illinois St., Chicago 11, Ill. 


its| 


are looking 
X-ray 


Gardens, Ladies’ Home Journal 
and The New Yorker, but plans 
to resume in those magazines after 
the heavy schedule of spreads has 
run. 

In addition to the magazine por- 
| tion of the campaign, Englander 

has been featuring the X-ray idea 

| three nights a week on its Chicago 
|TV show (Clifton Utley’s news- 
cast on WNBQ). The video pro- 
gram is somewhat of a test of the 
medium, although it has been 
running since March. 

A complete window and floor 
display package has been prepared 
for Englander dealers. The com- 
pany also is making a full-length 
reproduction of the X-ray photo 
available and offers dealer im- 
print folders and a cémprehensive 
newspaper mat service. 


@ Production of the X-ray it- 
self was a major achievement. 
It was first necessary to determine 
whether an exposure long enough 
to produce satisfactory results 
would be injurious to the model. 
Following preliminary experi- 


picture ever taken of a living pr 


WHAT THE HUMAN EYE CAN'T SEE—Englander Co. is using this full-length X-ray 

photo of a reclining human being as the keystone of its fall ad drive. The com- 

pany is backing its Goodyear mattress and Red-Line foundation with five magazine 

spreads in Life and The Saturday Evening Post, plus TV and o promotion kit. The 
X-ray, as shown here, is used on the company’s TV commercials. 


ments, the research team elimi- 
nated this possibility. 

A wax mannequin was prepared 
for the initial work; a new X-ray 
machine had to be constructed— | 
and a cooling system for it; filters 
and special film holders had to be! 
developed; special developing) 
tanks large enough to hold a sev- 
en-foot negative were built; a 
viewing box was put together and 
a darkroom was improvised. } 

Numerous attempts failed. But 

| repeated experiments and the ad- 
| dition of a number of refinements 
finally permitted the company to 
produce the full-length X-ray. 
| The technique, incidentally, is ex- 
| pected to be valuable in orthopedic 
| surgery. 

Leo Burnett Co. handles the Eng- 
lander account. 


Hutton Joins Schipper 
Donald Stanton Hutton, for- 


merly of the Columbia Broadcast- 
ing System’s Detroit office, has! 
been appointed an account execu-| 
tive of Schipper-Webb Associates, 


Detroit. \ 


Worcester’s $50,000,000 
Housing Development Takes Shape | 


A $50,000,000, 745 acre, Worcester housing 
development, conceived by the Worcester Housing 
Authority, adds another page in the continual growth 
of this active, prosperous, major market. The two 
areas in the development sponsored by the Authority 
will house approximately 1,000 families. The Curtis 
Apartments, in the foreground of the picture, will be 
ready for occupancy, by 390 family units, next month. 

The first part of the development, Great Brook 
Valley Gardens, in the background, Federally sup- 
ported, will house 600 families next Spring. Ground 
has been broken for schools. Private capital will 
supply homes for another 3,000 families and for 
churches, utilities projects, theaters, shopping facilities 
and playgrounds. 


Se WORCESTER’S WONDROUS TWINS 


Every. one of these 4,000 families can be con- 


Wi 


sumers of your products, by consistent advertising in 2- latensive 


the newspapers that blanket the Central New England 
Market, the Worcester Telegram-Gazette. Daily cir- 
culation in excess of 150,000. Sunday over 100,000, 


WORCESTER, MASSACHUSETTS 
GEORGE F BOOTH Publishers 


q 
MOLONEY. REGAN & SCHMITT. INC, NATIONAL REPRESENTATIVES 
OWNERS OF RADIO STATION WTAG and WTAG-FM 
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Rogers, Pryor to ‘Journal’ Max B. Pryor, formerly in the! Wanted: Liquor Ad Poli.. 
pot C. Rogers, previously sales department of Helene Curtis ae 


with Kenyon & Eckhardt, has Industries, Chicago, has been Wh Di lik What 
jemi yor iaitl tae” “Come “No One Knows Who Dislikes 

KCMO leads the field of all stations ls Li Ad tisi e "| ht ] 
heard in Mid-America’s 1,691,410 In iquor ver Ing: ac e 


radio homes. With KCMO you get 


Says sent predilection for advertising re- 
ss a bonus of more radio homes than Ad Restrictions strictions—30, 50, 70 or 90%? Gal- 
2 any other Kansas City station. Get Have No Influence on lup has been making polls of pro- 


. . | hibition sentiment for 17 years, 
proof —get the facts on Mid-America Liquor Consumption mo always, the national wnnees 
radio coverage from the Conlan SEATTLE, Sept. 18—W. W. Wach- | has fluctuated between 67% to 
“Study of Listening Habits” in the tel, president of Calvert Distillers 70% wet. That’s the national aver- 
Od ienien see th a cael alt Corp., told the National Alcoholic | age and applies to open and mono- 
eememmnes ages ams 5 om OF | Beverage Control Assn. here today | Poly states. 
the 3-part continuing study are ready that “there is very little logic in| 
now. Write on you letterhead to | the present pattern of federal and # “Would you say,” Mr. Wachtel 
state liquor advertising rules and asked, “that all states where wet 


| regulations. sentiment is above national aver- 
| “We do not know what the pub- age should have no advertising 
| lic thinks about liquor advertis- curbs over and above federal 


| ing,” he declared. “Unless we make rules? Would you say that where 

50,000 WATTS | a survey of public opinion directly) a state has wet sentiment below 

on this subject, we can have no the national average, the indica- 

_ real proof. tions are that the public also wants 

“How much wet sentiment must strict advertising curbs? Well, 
or The KATZ AGENCY aa state have to indicate a public mull over these figures: 
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| “The latest Gallup poll shows 
that in Maine, New Hampshire, 
Vermont, Washington, Pennsylva- 
nia, Michigan, Montana, Ohio, Ida- 
ho, Wyoming and Utah, wet senti- 
ment exceeded 70%.” Mr. Wachtel 
|emphasized that unless a survey 
were made strictly on public opin- 
ion of liquor advertising nobody 
could know what the public thinks 
on the subject. 


e “In Oregon,” he pointed out, 
“such a survey was made. In fact, 
two surveys were made. One which 
has been unpublicized was made 
by the industry before the Novem- 
ber, 1950, liquor advertising refer- 
endum in Oregon. This found that 
63% of those questioned favored 
letting the consumer register his 
attitude toward an advertisement 
by his freedom to buy or refuse to 
choose that product, while 18% 
were undecided. Only 19% wanted 
definite advertising restrictions. 

“The other survey,” Mr. Wachtel 
continued, “was the 1950 election 
in Oregon, when voters rejected 
liquor advertising restrictions by a 
vote of 3 to 1. 

“There you have, so far as I 
know, the only surveys of public 
opinion on the question of liquor 
advertising. 


es “Most defenses of liquor adver- 
tising curbs,” Mr. Wachtel said, 
“presuppose that the existence of 
dry sentiment indicates also the 
existence of anti-liquor advertis- 
}ing sentiment. One does not neces- 
| sarily follow the other, and putting 
them together is like comparing 
| pineapples with onions.” 

Pointing out that dry sentiment 
is receding, Mr. Wachtel mentioned 
that “Kansas has been added to the 
wet column, and California, 
Arkansas, Nebraska, North Dakota 
and Arizona, to name but a few 
instances, have rejected prohibi- 
tion, local option and other dry 
restrictions.” 

But while dry sentiment recedes, 
he said, there has been no relaxa- 

| tion of advertising curbs, which, 
for the most part, “were promul- 
gated 17 years ago, after repeal, 
and do not today reflect the con- 
dition of public sentiment. 


@ “On the theory that we ought 
to let sleeping dogs lie,” he said, 
“basic changes in advertising rules 
have been few. If anything, we 
have squeezed the lid down more 
tightly on the freedom of the in- 
dustry to advertise. 

“Perhaps the failure to libera- 
lize advertising rules consistent 
with present public attitudes,” Mr. 
Wachtel suggested, “represents an 
appeasement of the militant, pro- 
fessional prohibitionist lobby. This 
articulate dry minority has suc- 
| ceeded in foisting upon the voice- 

less masses control regulations in- 
consistent with the majority view- 
point.” 


@ Taking up the argument that 
| liquor advertising is supposed to 
| increase liquor consumption and 
that restrictions on advertising 
copy, consequently, are necessary 
to hold down consumption, Mr. 
Wachtel said statistics disprove 
this. 

“In 1946,” he said, “newspaper 
and magazine expenditures totaled 
$29,900,000. In that same year, per 

| capita distilled spirits consumption 
in the U. S. was 1.65 gallons. In 
1950, in spite of the scare buying 
caused by the Korean War, per 
capita consumption was only 1.26 
| gallons. But in that same year ad- 
vertising expenditures totaled $46,- 
116,000. Consumption, therefore, 
decreased 23.6% but expenditures 
rose 54.2%. Would you say there 
was cause and effect between the 
rise in advertising and decrease in 
consumption? 


@ “In 1944,” he continued, “per 
capita spirits consumption was 1.26 
gallons and newspaper and maga- 
zine advertising expenditures to- 
taled $24,700,000. In 1950, with all 
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the scare buying, consumption re-| criticism of either state. These are 
mained at the same level as in the facts. 
1944 (1.26 gallons) while adver-| 
tising expenditures increased| s “Two other states,” Mr. Wachtel 
86.7% in 1950 over 1944. |continued, “forbid the use of 
“In one case, comparing 1944| drinking scenes in liquor advertis- 
with 1950, we showed an increase/|ing; yet the per capita consump- 
of 86.7% in advertising expendi- tion in both states is several points 
tures, while consumption remained | above the national average and 
stationary. In the other case, com-| considerably higher than the per 
paring 1946 with 1950, we had capita consumption in 23 other 
an increase of 54.2% in advertis- states. 
ing expenditures, while consump- “None of us should have an in- 
tion decreased 23.6%. feriority complex about liquor 
“I could do these arithmetic | advertising,” Mr. Wachtel empha- 
gymnastics all day and the results| sized. “Last year newspaper ex- 
we would get would be stranger penditures in monopoly states for 
and stranger,” Mr. Wachtel said.| whisky advertising alone exceeded 
“But one conclusion does stand | $8,000,000. This was the largest 
out adamantly, irrevocably and/| total since repeal. But strict ad- 
unquestioned, and that is that| vertising regulations tend to hold 
liquor advertising does not influ-| down the volume of expenditures 
ence over-all consumption. It) since the proportion of advertising 


switches drinkers from one brand | expenditure is considerably less in | 


to another. |monopoly states than in open 
states. 
s “This leaves us with the ques- 
tion whether advertising restric-|@ “This is important,” he said, 
tions curb consumption. “because this volume of advertis- 
“Again, the facts tend to contra-| ing expenditure by the distillers 
dict that conclusion,” Mr. Wachtel | represents a substantial contribu- 
said. “For example, the state with! tion to the economy of your states. 
the strictest advertising regulations This does not include other selling 
has the fourth highest per capita and promotional expenditures 
consumption in the U. S. In that which result in jobs and the pur- 
state, no bottle or price is per- | chase of goods and services by the 
mitted in liquor advertising and its| industry at all levels.” 
per capita consumption is 1.82 Citing five other advantages of 
gallons, which is 56 points higher advertising, Mr. Wachtel told 
than the 1950 per capita national) members of the National Alcoholic 
average of 1.26 gallons. A neigh- Beverage Control Assn. that seven 
boring state has no regulations be-| monopoly states have gone on rec- 
yond the federal law and has a per ord suggesting a study of liquor 
capita consumption of only 0.94 advertising laws and regulations. 
gallons. This is not intended as “It costs your state less to handle 


standard brands than unadvertised 
goods,” he declared. “Name brands 
have greater stability of price, 


less than a month’s supply on hand 
to meet steadily mounting con- 
sumer demand, John S. Schulte, 
v.p. of Park & Tilford Distillers 
Corp., tald the state monopoly 
liquor commissioners attending the 
14th annual meeting here of the 
National Alcoholic Beverage Con- 
trol Assn. 


greater turnover, and inventory 
losses are held at a minimum. 

“Branded merchandise relieves 
a state of responsibility for quality 
of the goods. 

“Advertising reduces the num- 
ber of brands and the size and Not until 1954, Mr. Schulte said, 
complexity of the stock a state| will distillers in Scotland have 
must carry to satisfy public de-| enough fully matured whisky to 
mand and convenience. satisfy world demand. A slight in- 

|crease in shipments to the U.S., 
® “The distilling industry and the | however, may be expected in 1952 
whisky business of a state,” Mr.| if current plans materialize. 
Wachtel said, “could never be a 
modern, big business supplying Scotch importations will total 3,- 
taxes, revenues, providing jobs| 890,000 cases, the highest on rec- 
and responsible for the purchases ord. Scotch sales in the 17 monop- 
of vast quantities of goods and| oly states during the first half of 
services, were it not for advertis-| this year, he said, were 26.2% 
ing. |} above the same period last year. 
“Finally, if the whisky business) 
were not a big business, there | s “The first distillations after the 
would be no mass production and| end of the war took place in 1946,” 
distribution and advertising. This| Mt. Schulte explained. “Those 
would mean higher prices and| Were at first small in quantity, to- 


Mr. Schulte estimated that 1951) 


91 


taling about 10,000,000 gallons. 
Since then distillers in Scotland 
have produced virtually at capac- 
ity. A substantial inventory has 
been accumulated but this inven- 
tory is regarded by distillers as 
not having reached the maturity 
needed for the maintenance of 
their quality standards. 

“As a consequence, beginning in 
1952 there may be a small increase 
in the Scotch whiskies available 
for export to the U.S., but it will 
not be until 1954 that the Scotch 
whisky industry will be in suffi- 
ciently strong inventory position 
to meet world demands. Remem- 
ber,” Mr. Schulte added, “con- 
sumption of Scotch in the United 
Kingdom has been reduced to a 
mere trickle in order to maintain 
exports to dollar currency coun- 
tries.” 

Demand for Canadian whisky is 
also rising, Mr. Schulte said, but 
the inventory position is favorable, 
with a three-month supply in 
the hands of importers. 


greater loss of revenue through) 
illicit production and sale. This | 
would also mean lower tax poten-| 
tial, and less revenue to the state.” 

Action to bring the advertising | 
situation up to date, he declared, | 
is long past due. He urged that a 
fresh evaluation of liquor adver- 
tising be made as a basis for pos- 
sible modification of existing laws} 
and regulations. 


ONE-MONTH SUPPLY 

OF SCOTCH ON HAND 
SeaTTLe, Sept. 18—American 

importers of Scotch whisky have 
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Newark Electric to Move 

Newark Electric Co., Chicago, 
has leased a five-story building at 
223-225 W. Madison St. The com- 
pany will take possession on Jan. 
16, and will move in after mod- 
ernization. 


Muskett Joins WIP 

Sidney Muskett, formerly gen- 
eral manager of Sports Broad- 
cast Network, Philadelphia, has 
joined the commercial staff of 
WIP, Philadelphia. 


Commonwealth Mtg. to Snow 
Commonwealth Mfg. Co., Gard- 
ner, Mass., has appointed Cory 
Snow Inc., Boston, to handle ad- 
vertising and public relations, ef- 
fective Oct. 1. Direct mail and 
trade publications will be used. 


Matteson Joins Arthur 

Bertha E. Matteson, formerly 
with Bo Bernstein & Co., Provi- 
dence agency, has been named a 
copywriter of Ruth I. Arthur 
Agency, Providence. 
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‘Chronicle’ Carries 
736” of Ads from 
Japanese Companies 


San Francisco, Sept. 17—As the 
Japanese peace treaty was signed 
here Sept. 8, the San Francisco 
Chronicle ran a special eight-page 
section with its regular edition. 

The first page of the section was 
devoted to photos taken at the 
meeting, but inside were 736” of 
advertising from Japanese com- 
panies heralding their re-entry into 
the American market. 

Steamship lines, steel manufac- 
turers, camera exporters, banks, 
breweries, sewing machine com- 
panies and miscellaneous enter- 
prises were represented in the sec- 
tion, which was the result of sev- 
eral months’ work by the Chron- 
icle. 

The majority of the insertions 
were straight commercial ads, 
which might have run in any 
business publication. And most of 
the advertisers exhibited an un- 
derstanding of copy appeals and 
English grammar, American ver- 
sion. There were a few ads, how- 
ever, whose appearance under- 
seored the fact that a decade had 
passed since Japan enjoyed un- 
limited commercial interchange 
with the U. S. 

Japan Steel Works declared that 
| it was “First always in advanced 
engineering and of quality.’’ Osaka 
Yogyo Cement Co. said that it was 
the “largest plant of cement in the 
| Orient.” Tokyo Optical Co. stated: 
“To American people—with the 
conclusion of the peace treaty the 
economic relations between our 
two countries are expected to grow 
closer.” 


@ The Uraga Dock Co. noted that 
it was “a Japanese foremost ship- 
yard.” The Nippon Kangyo Bank, 
“the hypothec bank of Japan,” of- 
fered “friendly help for your busi- 
ness in Japan.”’ Hokkaido Colliery 
& Steamship Co. offered “Con- 
gratulation on peace treaty.” The 
makers of Youth sewing machine 
(“house hold”) said, “Ladies look 
more beautiful.” 

And seven companies in Nagoya 
penned the following: “City of 
Nagoya is the industrial metropolis 
of mid-Japan, and Nagoya Port 
is well noted for its prosperous 
gate to America, through which 
many kinds of products such as 
porcelain, textile, metal wares, 
clocks, bicycles, plywood and oth- 
ers are exported to U. S. A. con- 
stantly. 

“We sincerely hope,” the Nagoya 
companies continued, “to recipro- 
cate very cordially in sending on 
to you our warmest greetings for 
the delightful future existing be- 
tween U.S. A. and Japan.” 

And between the lines in all the 
ads one could read that the 
Japanese intend to remain com- 
petitive and to seek, as rapidly 
as possible, to establish themselves 
firmly in all world markets. 


| Reynolds Ltd. Shifts Execs: 
Plans Insurance Campaign 

C. Warren Reynolds, v.p. and 
/general sales manager of E. W. 
| Reynolds Ltd., Toronto agency, has 
|been promoted to president, suc- 
ceeding E. W. Reynolds, newly 
elected chairman of the board. 
John H. Mitchell has been elected 
a v.p., and N. Stuart Walton has 
been named director of the plans 
board. 

The agency is directing a fall 
campaign in Canada for New York 
Life Insurance Co., using the 
theme “The New York Life agent 
in your community is a good man 
to know.” Newspapers, magazines 
and business papers will be used. 


Hubbell to Denman & Baker 

Denman & Baker, Detroit, has 
been appointed agency for H. L. 
Hubbell Mfg. Co., Zeeland, Mich., 
furniture manufacturer. Newspa- 
pers, magazines, television and di- 
| rect mail will be used. 
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OMEN OF THINGS TO COME?—On Sept. 8, as the Japanese peace treaty was 

signed in San Francisco, the San Francisco Chronicle ran 736” of ads from Japanese 

companies. Typical are these insertions in the special section devoted to the peace 
treaty ond postwar Japan. 


Boston Advertis> = 
Course to Be Based 
on ‘Plans Board’ 


Boston, Sept. 18—*“Advertising 
in action” is the name of the un- 
usual ad course offered by the Ad- 
vertising Club of Boston, beginning 


Sept. 25. 
“Students” will sit in on “plans 
board” meetings, each of which 


will be devoted to a particular ad- 
vertising problem. 

Experts on the boards will dis- 
cuss and formulate policies, origi- 
nate advertising plans, organize 
campaigns and execute them. In 


addition, sessions will be devoted 
to such subjects as setting ad ap- 
rropriations, introducing new 
products and advertising in a com- 
petitive market. 

The boards will include panels 
of from three to five specialists 
and all discussions will be based 
on real products and actual prob- 
lems. 

Registration blanks are obtain- 
able from Miss Jennette Gold, Ad- 
vertising Club of Boston, Hotel 
Statler, Boston 17. 


Sheppard Joins WEBR 


Richard C. Sheppard has been 
appointed an account executive of 
WEBR, Buffalo. 


daily newspapers print 
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*Run-of-paper 
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ELECTROTYPE CO. 
1224 W YAN BUREN ST - CHICAGO 7, ILL 


NEW YORK « Reilly Electrotype Div. 

DETROIT + Michigan Electrotype & Stereotype Div. 

LOS ANGELES - Reilly Plastictype Div 

SAN FRANCISCO + American Electrotype Div. 
INDIANAPOLIS + Advance independent Electrotype Div. 
ELKHART + Advance Independent Electrotype Div. 

NEW HAVEN + New Hoven Electrotype Div. 
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Premium Sales High 
at Centennial Show 


(Continued from Page 1) 
that materials shortages affecting 
certain lines will have no over-all 
effect on the continued use of pre- 
miums.” 


e A walk through the exhibition 
booths in the Grand Ballroom of 
the Hotel Astor—where some 170 
manufacturers displayed approxi- 
mately 9,000 items—convinced the 
visitor of the truth of Mr. Wag- 
goner’s statement. 


The exhibit floor had almost the | 


appearance of a completely stocked 
department store, so varied were 
the products being offered for pre- 
mium promotion. They ran the 
gamut from unusual buffet sets, 
leather goods, major home appli- 
ances, glassware, home furnish- 
ings, sports and handyman equip- 
ment to jewelry, molded products, 
personal accessories, Mexican 
jumping beans, auto accessories 
and a framed picture of a beautiful 
blonde who does a strip tease— 
down to nothing—right before 
your eyes. 


e@ Despite the variety, there didn’t 
appear to be anything on exhibit 
that was startlingly new. If the 
premium makers had new ideas, 
they were probably keeping them 
under wraps for special presenta- 
tions to manufacturers rather than 
put them on view for the competi- 
tion. 

A demonstration of premium ad- 
vertising on the Columbia Broad- 
casting System’s regularly sched- 
uled color TV show was one of the 
highlights of a special program. 
William Hylan, sales manager in 
charge of CBS-TV sales, cautioned 
the group that, based on previous 
short-sighted predictions as to the 
expansion of television, “tomorrow 
comes sooner than you think.” He 
urged premium users to consider 
the promotion potential of color 
television now, “when it will never 
cost less.” 


e E. B. Weiss, director of mer- 
chandising for Grey Advertising, 
and Frederick Schneller, recently 
named v. p. of D’Arcy Advertising 
(formerly general merchandising 
manager of Lever Bros.), put in 
two strong plugs for the use of 
premiums in merchandising pro- 
motion. 

Mr. Weiss worked on the prem- 
ise that “everything in any way 
connected with the effort to move 
more merchandise more profitably 
needs distinctiveness—as never 
before in the history of selling.” 

Among the reasons for the need 
for stand-out selling Mr. Weiss 
listed: 

1. The increase in the number 
of advertisers, which has made 
competition for listenership to the 
advertiser’s message heavy, par- 
ticularly in the food field “where 
everybody and his 


quence, almost all of the advertis- 
ing has a dismaying similarity.” 


2. Lessening differences in 


unique features between compet-| 


ing brands, a current example of 
which can be found in the deter- 
gent market. 

3. Lessening difference in price 
between competing brands. 

4. Increase in the total number 
of advertising impressions. 

5. Consumer feeling that any- 
thing which is advertised is okay. 

6. Increase in self-service and 
self-selection retailing. 

7. Retailer tendency toward 
“formula-ized” promotion. 

8. Increasing importance of “na- 
tional” store brands. 

9. Faster shopping and more im- 
pulse buying by consumers. 

10. In several industries custom- 


ers are swapped rather than cre- 
ated, making it necessary for 
something, like a premium, to in- 
itiate the change. 


e Mr. Weiss emphasized further 
that distinctive selling will be even 
harder due to “a practical morato- 
rium by government decree on im- 
portant improvements in product 
and package,” price control, and 
a tendency toward identical sub- 
stitute parts. 

“The degree to which a brand 
attached to an item of repeat pur-)| 
chase is pre-sold will be measured 
by the distinctiveness it has cre- 
ated in its advertising, its promo- 
tion and its merchandising. Pre-| 
selling and distinctiveness are 
identical!” he averred. 

“For all these reasons,” he said, | 


WELL EARNED—The $200 annuol advertising scholorship established by the Omaha 
Advertising Club for one senior at Omaha and one at Creighton universities majoring 
in advertising is being presented by Clete Haney, v.p. of Bozell & Jacobs, Omaha 
agency, and club president, to this year's winners. Left to right: Dr. Milo Bail, 
president, University of Omaha; Wallace G. Anderson, Omaha winner; Mr. Haney; 
Harold Soderlund, sales manager of KFAB, Omaha, and club v.p. and program 
manager; Joseph A. Bray, Creighton winner, and Father Reinert, president, Creighton. 


range in cost from fractions of a 
penny to hundreds of dollars. Pre- 
mium types include: 
Self-liquidating. These premi- 
ums are sold at about one-third 
their normal retail value, condi- 
tioned upon the purchase of a 


“premiums are destined for in- | Product. Money sent in usually 


Scheideler Adds 

2 Jones Accounts; 

Suit ‘a Certainty’ 
(Continued from Page 1) 

Co., its corporate structure, 2,000- 
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‘Parents ‘ Has 
25th Birthday 
Next Month 


New York, Sept. 20—The Octo- 
ber issue of Parents’ Magazine 
marks its 25th anniversary, and 
the 200-page issue marks the rise 
of the magazine from the time 
George J. Hecht conceived it as 
Children, until it had a circulation 
just short of 1,300,000, and an ad- 
vertising take of $4,500,000 an- 
nually, and was the cornerstone 


|of Parents’ Institute. 


The notion of a magazine to be 
published in the interest of rear- 
ing better children intrigued Pub- 


|lisher Hecht on his return from 


Europe in 1924. His publishing ex- 
perience was limited to work on a 
college magazine at Cornell, and 
to a magazine he supervised in his 
spare time for United Neighbor- 


creased importance in the mer- 
chandising plans of advertisers. 


the merchandise itself, and where | 
distinctive promotions cannot be 
built around the merchandise it- 
self, something outside of the ad- 
vertised merchandise must be 
found to supply the lack. That’s 
where the premium comes in. | 


s “The merchandising experts be- 
lieve that there will be very few 
shortages in any merchandising 
category next year. Intensive sell-| 
ing wili be required for 90% of | 
all merchandise,” he said. “Selling 
will be more essential in 1952 than 


can even contemplate.” 

Mr. Schnellér reiterated many 
of Mr. Weiss’ points and, based on 
his definition of merchandising— 
which is any promotion, short of 
price cuts, that moves a product— 
explained why premiums can be 
used as a special inducement to 
activate selling. 

Premiums are vital to the mer- 
chandising structure, he said, be- 
cause: 

1. They help toward improved 
brand distribution. 

2. They reduce out-of-stock posi- 
tions of well known brands. 

3. They induce better sales cov- 
erage, special displays, additional 
advertising and, most important, 
if properly selected, premiums 
help to build reminder value of 
the product every time they are 
used. 

Having covered the reasoning 
for initial use of premiums, Mr. 
Schneller then outlined a check 
list designed to better relations be- 
tween premium manufacturers and 
established premium users. It in- 
cluded: 

1. Rigid quality control. 


today’s distréssed manufacturers | 
| sive items, given with a singlasale, 


|} covers the cost and delivery ex- 


| penses on the item. Although this 

“Certainly it can hardly be| type of premium is intensively ad- 
argued that where distinctive ad-| Vertised, self-liquidators comprise 
vertising cannot be built around | about 20% of the total premium 


market. j 


es Coupon plan. Coupons are re- 
deemed for a wide variety of mer- 
chandise, usually shown in a pre-| 
mium catalog. In some instances) 
they may be redeemed for money. | 
Certain premium users, like Gen-| 
eral Mills, frequently offer items 
on an alternative basis—free for 
coupons only, or for few coupons) 
and some cash. 

Giveaways. Relatively inexpen-| 
sive items, given outright with a 
ejngle purchase. 

‘Direct premiums. More el 


such as cooking utensils with a 
stove, an electric clock with a 
TV set, luggage with clothing. 
Dealer premiums. A premium or 
coupon or certificate offered to 
dealers for the purchase of so 
many cases, cartons or units. These 
premiums are usually more ex-| 
pensive than consumer premiums. 


s Salesmen’s rewards. A coupon 
or certificate offered to jobbers, 
salesmen or store sales forces 
based on an aggregate sales vol- 
ume. These premiums are usually 
the highest priced merchandise, in- 
cluding furniture, major appli- 
ances, etc. 

Contest premiums. Prizes of all 
sorts, awarded to contest winners. 

Companies base their decision 


ft. of floor space, and a skeleton 


staff which will “follow through on 
resigned accounts which might 
otherwise be inconvenienced prior 
to naming other agencies.” 

Mr. Jones said that he has had 
“terrific offers from a number of 


agencies, publishers and advertis- | interested the Laura Spellman 


ers.” Asked to elaborate, he said 
he has been tendered the presi- 
dencies of four agencies, while the 
principals of seven agencies have 
approached him with merger of- 
fers. 

“However,” he went on, “my 
only interest would be to continue 
Duane Jones Co., and no merger 
appeals to me. I am seriously con- 
sidering reopening after a vaca- 
tion. You know, the finest clients 
are the principles on which you 
stand. With those alone it might 
be easy to build up another big 
agency.” 

Meanwhile, Don Gill, who re- 


| signed as v.p. of Duane Jones Co. 


in the course of the furore there, 
announced he has joined W. Earl 
Bothwell Inc. as v.p. and account 


supervisor. While with Jones, Mr. | 


Gill handled Tetley tea and Kiwi 
shoe polish. 


s The Bothwell agency told AA 
that in appointing Mr. Gill it was 
“interested in talent and not in 
buying accounts.” 

When the Jones Co. battling be- 
gan, the agency boasted 16 ac- 
counts, worth about $13,000,000 in 
billings. As of today eight of the 
one-time Jones’ clients have been 
gathered in by Scheideler, Beck & 


on which type of premium to offer, 
according to the requirements of 
their merchandising programs. For | 
speedy action the self-liquidator 
and the giveaway have no peers. 
To retain year-round customers, | 
the coupon plan usually works | 
best, and, in order to move major | 
appliances quickly, a direct pre- 


2. Flexibility of quantities. 

3. Making product-related pre- 
miums for reminder and re-sale 
value. 


uncle uses} 
recipes and where, as a conse- 


|mium and the product. | 


4. Maintaining industry integrity 
by, for example, not telling one 
company of a competing one’s pre- 
|}mium plans. 

5. Maintaining production and 
shipping schedules. 

6. Keeping in mind the “visual 
sell” factor of premiums. 

7. Keeping in mind the size of 


| best results. 


Ready-to-Use Cocktails 
Get Testimonial Push 


G. F. Heublein & Bro., Hart-|® The following ex-Jones clients | 


ford, Conn., is expanding its 
testimonial campaign for ready-to- 
| use cocktails. Two-column ads are | 


| scheduled for Collier’s, Cosmopoli- 


tan, Esquire, Life, Redbook and 


The New Yorker during fall and) 


winter. Four-color pages, using a 


mium offer invariably gets the| 


the relationship between the pre- holiday gift theme, will appear in 

Collier's, Esquire and Life. 
| A campaign in class magazines | 
for Bell’s Scotch whisky, using 
two and four colors, is also’ 


8. Packing the premium well. 


| @ The premium business, which is planned. Lawrence C. Gumbinner 


100 years old this year, began Advertising Agency, New York, 
when B. T. Babbitt Inc. offered is the agency. 

lithographed cards in return for 

coupons from the wrappers on its Buchanan Joins Mactadden 
laundry soap, as an inducement to V. A. Buchanan. Sormeriy with 
housewives to buy wrapped seap Sports Afield, has joined ea ual 
(AA, April 9). Today, premiums ern office of Macfadden Publica- 
are in six main categories with a| tions. He will act as sales repre- 


| total retail value this year between | sentative for True Story Women’s 


two and three billion dollars and Group in the Northwest. 


Werner: 
Manhattan Soap (Sweetheart, 


Marlin Firearms (razor blades, 
firearms) 

International Salt (Sterling, Red 
Cross, Purity) 

Wesson Oil & Snowdrift Sales 
(Tavol, Quik-Blend, MFB) 
| Borden (Hemo and instant hot 
chocolate) 

G. F. Heublein (A-1 sauce) 

MclIihenny (Tabasco sauce) 

C. F. Mueller (macaroni) 


|are still considering where their 
billings shall go: 
*Hudson Pulp & Paper 


| skin bracer, etc.) 
Tetley tea 
Kiwi polish 


hood Settlement Houses, a little 
book called “Better Times.” 


es Mr. Hecht was then in the hide 
and skin business with his father. 
In his search for capital to launch 
the new publication, he eventually 


Rockefeller Foundation, since 
merged with the giant Rockefell 
Foundation. The foundation wie 
willing to give the money to fo 
colleges, Yale, Columbia (Teach< 
ers College) and the state univer< 
sities of Iowa and Minnesota, and 
the colleges gave grants to Hecht. 

For 22 years, representatives o' 
the colleges sat on Parents’ board 
of directors, but three years ago 
they “invited an offer,” and Mr. 
Hecht bought them out. 

He was looking for an editor i 
1926, in a shabby office in th 
hide and skin district (“down i 
the swamp,” Hecht says reminis 
cently) when a young woma 


named Clara Savage Littledal 

| came in to see him. Mrs. Littledal 
had worked for Good Housekeep 
ing, left her job to have a baby 
and Heckt hired her as his editors 
She still is. 


es The publisher recalls that h 
was gunning for a book of abou 
100,000 circulation. It crossed tha 
mark in 1929, the year the nam 
was changed from Children to 
Parents’. 

In 1940 it crossed the 500,000 
mark, and in 1947 it passed the 
million mark, and Mr. Hecht, 
thinking of the zooming birthrate 
——‘'4,000,000 babies will be born in 
1952”—has given up setting ceil- 
ings. 

For the original Hecht publica- 
tion, as for his later ones, Hecht 
asks two things: First, that the 
magazine render a genuine serv- 
ice; second, that it make a profit. 


“I don't believe in subsidized 
properties,” he told reporters. “I 
believe in combining education 
and profit.” 


@ The magazine had plenty of 
hurdles to top. Topflight educators 
and child psychologists were 
afraid of popular magazine treat- 
ment, thought “superficial” hand- 


Mennen (shave creams, talcum, | ling would ruin their academic 


reputations; but they stayed on to 
| become regular contributors. The 
| magazine branched out, is used in 


Pharmaco (Feen-a-mint, Chooz) |'more than 15,000 mother’s clubs, 


Pierce’s Proprietaries (Dr. 
Pierce’s Golden Medical Discov- 
ery) 

*Continental Briar Pipe and 
Empire Briar Pipe 

Kenwill (Magikoter) 


| 


child study groups and parent- 
| teacher associations, where it is 
|a guide for group study. 
Similarly on the business side, 
Parents’ utilized a seal of com- 


mendation (412 manufacturers 


(*Thought to be going to SB&W.) now use it) and last year depart- 


Paxson to Ist Agency Group 
With the addition of Paxson Ad- 
vertising, Benton Harbor, Mich. 


ment stores devoted a week to 
special promotion of Parents’ seal- 
bearing brands, as did three food 
chains. In fact, in 1950 Parents’ 


to the First Advertising Agency ‘anked third among all magazines 
Group, membership now stands/|in the U. S. in retail store news- 
' paper advertising tie-in linage. 


| at 23. 
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Lid on Ad Tax Allowances 
Feared in Senate Action 
WASHINGTON, Sept. 20—The Sen- 
ate’s debate on the $5.9 billion tax 
bill holds the attention of virtual- 
ly everyone who makes a living 
following government activities. 
As the bill emerged from the 
Senate finance committee, it was 
about as acceptable to business as 
any measure of this kind could 
be. The question this week was: 


By STANLEY E. COHEN, Washing 


Editor 


What will be done on the floor 
to make it less acceptable? 

In vitriolic debate, the Senate 
finance committee has been ac- 
cused of being overly generous to 
“special interests,” and of rigging 
income tax increases to hit low 
and middle income groups. 

Business observers—lobbyists, if 
you please—have been watching 
for an amendment putting a lid on 
allowances for business expenses, 


, such as advertising. 
| An amendment of this kind was 
reportedly drawn up by the legis- 
lative reference service, the pro- 
fessionals who work up drafts of 
legislation at the request of con- 
| gressmen and their staff members. 

Sponsors of the business deduc- 
tion rider were known to be look- 
ing for a senator willing to offer 
the plan. 
e . e 

The $3,100,000 Army-Air Force 
|advertising budget went safely 
through the Senate last week, de- 
spite grumbling over some of the 
radio programs sponsored by the 
recruiting service (AA, Sept. 17). 
Sen. Paul Douglas (D., Ill.) had an 
amendment wiping out recruiting 
ads, but he came out on the short 
end of a point of order. 
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He saw no reason for advertis- 
ing agencies to get a $450,000 
“kickback” from the recruiting 
program, and he felt newspapers 
and magazines—‘which receive 
what amounts to a subsidy in the 
form of low mailing rates”—sheuld 
donate space. 

» . . 

The Senate labor and public 
welfare committee may report a 
drug prescription bill before Con- 


gress adjourns. Despite unanimous | 


industry opposition, some commit- 
tee members seem convinced that 
Food and Drug Administration 
should have authority to list “dan- 
gerous” drugs which are to be sold 
only on prescription (see story on 
Page 70). 

Industry people feel existing 
law, which permits Food and Drug 
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Home Circulation: Quantity. Among Washington, 
D. C.’s four daily newspapers, The Star continues to 


maintain its lead in home-delivered circulation. 


For the 


first three months of 1951, daily home deliveries aver- 


aged 177,472, Sunday home deliveries 200,808.* 


These 


figures are 23‘; and 31.5‘. above the next local paper. 


Home Circulation: Quality. Combined home and street 
sales in the ABC City and Retail Trading Zone repre- 


sent more than 95% 


of The Star’s total circulation. 


Quantity and quality of circulation are two reasons why 
successful advertisers, both national and local, choose 


The Washington 


Star first in the Nation’s Capital. 


*March, 1951 ABC Figures 


No Matter How You Look at it... 
No. 1 in the Nation’s Capital 


The Washington Star 


Evening and Sunday Morning Editions 


Represented nationally by: O'Mara and Ormsbee, Inc., 420 


Lexington Ave., NYC 17; 
Tower, Chicago 11 Member : 
ANPA Metropolitan Group, Audit 


The John E. Lutz Co., Tribune 
Bureau 


of Advertising, 


Bureau of Circulation. 


THE EVENING STAR BROADCASTING COMPANY OWNS AND OPERATES STATIONS WMAL. WMAL-FM AND WMAL-TV 


, to get court injunctions, is ample 


protection against the handful of 
sharpshooters who may try to mar- 
ket questionable products. They 
fear Food and Drug would list 
“twilight zone” preparations, 
where there is a difference of 
opinion. That would mean fewer 
items sold over-the-counter for 
home medication. It would also 
trigger endless litigation. 


+. 7 e 
The Senate small business com- 
mittee challenges reports that 


newsprint supplies are improving. 
Though spokesmen for National 
Production Authority say produc- 
tion currently exceeds consump- 
tion, the small business committee 
answers that many small publish- 
ers are still having trouble getting 
newsprint—and even more trouble 
paying for it at today’s prices. 

The small business committee’s 
newsprint subcommittee has 
launched a direct mail survey to 
collect impressions from publish- 
ers. Committee Chairman Hubert 
Humphrey (D., Minn.) has written 
to 14,000 publishers for informa- 
tion. He says direct mail may pro- 
duce better results than public 
hearings. 

. e 


The Senate judiciary committee 
has marked Sept. 27 for a secret 
hearing on the nomination of Fed- 
eral Communications Commission- 
er Frieda Hennock to the federal 
bench. Barring the unforeseen, ap- 
proval is likely. By custom, com- 
mittees have public hearings if 
they are seriously considering un- 
favorable action on a nomination. 


Federal Reserve Board has tight- 
ened its consumer credit rules in 
an effort to bar fake trade-in al- 
lowances which are granted to 
evade 15% down payment require- 
ments. To curb “no down payment” 
transactions, the Reserve Board has 


ruled allowances must bear “a 
reasonable relationship” to true 
value. 

* e . 


Office of Price Stabilization fi- 
nally announced that advertising 
agencies are “decontrolled” (AA, 
Sept. 10). It’s been a “comedy” of 
errors. More than six weeks ago, 
OPS’ services division conceded 
agencies should never have been 
controlled. But the decontrol rec- 
ommendation gathered dust in top 
level pigeonholes. 
| Meanwhile, agencies were in a 
legal no man’s land. There were 
instances where local OPS offices 
reminded them that Ceiling Price 
Regulation 34 required agencies to 
file price lists. In some instances, 
local OPS offices began making 
threatening noises. 

To compound the injustice, an- 
nouncement of decontrol was de- 
layed a full week from the time 
the ink was dry on Price Chief 
Michael DiSalle’s signature. Gen- 
erally, three days is sufficient to 
notify field offices and prepare 
necessary releases. Nobody seems 
to know why the ordeal of the ad- 
vertising agency business was pro- 
longed. 


WTCN Names Three 

Richard A. Jensen, local sales 
coordinator of WTCN and WTCN- 
|TV, Minneapolis, has been pro- 
moted to national sales coordina- 
tor and will also represent WDSM, 
Duluth; KILO, Grand Forks, N. 
D., and KSDN, Aberdeen, S. D. 
Donald N. Borgen, formerly on 
the sales staff of the Daily Journal, 
Rapid City, S. D., has been named 
loca! sales coordinator, and Robert 
A. Huelster, formerly sales promo- 
tion manager of the Montgomery 
Ward stores in St. Paul, has joined 
the sales staff. 


Congress Wanted on TV 


A recent nationwide Psycholog- 
ical Barometer survey, conducted 
| by Psychological Corp., New York, 
reports that 65% of the public 


wants to see Congress sessions 
televised. 


eee a ee ae 0s a TS ew come Gee Oo ho Tag "Dice ates, QS Sr a yy «@ rhe 2 lls 
ae : 
33 = ee 
3 
‘ eae - 1. ee 
7 ¢ Cs 4 f, z' a f +”, . . a d F “J 
. - » * } =| 5 1 — * ey ~ 
s —= Fe ee A sae 
x r ig V. Stew te sat “f Pi J 3 — 
- é oo, ‘ee + ~~. as 
ey Sa ER Sg es tet | PY ae 
A “= Py . at At att q 
a “! : — 
: on 
— — 
ee a ee ee ee me NES UE ree me Pk ere ee ee 
oA Te a a al os 
if : "a Paw et 4 +e ae « Se ta 
aga er Se re : , eS i 
: ili te ‘ , ‘eal 
P +* tt 4 Pt oe A 
we 4 : is : Re “Sse 
3 ’ ae : ._— — th 
"3 7 
ee is ‘ x . ? 
= « . : : Re ois 
. . e . ; a4 o*: eee 
i — Fg ‘oy 
| vd ‘ = 4 —" ae a 
ve - am " oe ae i : 
& . ce. a i oi = Fe i ™ a » 4 
ie "es i ae = a roa 
} ; ee Be 
ny ‘Se 4 se oe 
‘ <e ea a 7. ¢ 
: : te a . ? + ae ee Dies Sas a er: a 
1 . ey : ag e he eae 2 ate te ; ue ae y 
| rt a 2 ete ee aa 
: ca a : ’ aa ‘a aon ae o Mos. 2 
: , a + 4 7 
fi , F at a. _ Se a fe 
. a onl "=" <a i. ee he : a ee i q 
rs . a eee.) 
4 i > Tea wa. \ . ae s ae 3 
| Sse Ses 2S, ee 
Eh Ber 7: eee gaae 
~ F a ile -G 5 a+ aa 
“e. + x Hoe. r % pe. ee, 
a x > poe a ‘e —_ p SS : 
‘i » ~~ o> <P, a mee F "4 > $0 d00 . Rvening eat a ae ; 
i Ca ae _ - Se 
a gt go “ 7 . Su pee ee 
=a. vo be eet AEE + mie i 4, te i 
~~ - all + i= ‘ — si 
. | —_— j . : " a ae 
=| — . ey 
4 —— —~ ~ iia 
— — er - > ae: 
« - ~ <a ~ a ‘ < “eae 
- to en “ - oe 
: - — ee ‘ ene : > oe 
| SS 2 a ~~ ee 
oo =, =“ & a re - — es 
‘ — zy - ——t . . — 
‘é - = ~ —— - shy + ae 
- aa SS - . ~ ~~ ° 
5 » - << > : I ~~ a. 
Ss =~, - ~ Pn i a 
Sa — LZ : ~ oa) —S = a 9 
a ~ a . ' o Sd ee 7 
; ~ me . — ii , . “ ie ae > s 
+: ee C4 , ~ — 
r " ty, he ~ om - of P re ed y "Sa - : > ; ‘ : 
4 : i ae ey ia : x5 ] ; as 
at a ~ aa ae gis ia . eh eds 8 “Se 
3 
° PC‘is 
iN 
: ani ee 


ee tll 


Advertising Age, September 24, 1951 


Seattle Agencies, 
Media Pleased with | 


Summer Trainees | 


SEATTLE, Sept. 21—A dozen Se- 
attle advertising agencies and me- 
dia provided summer work schol- 
arships for 13 advertising students 
from the University of Washington 
school of journalism under the 
sponsorship of Alpha Delta Sig- 
ma. A report on the project was 
presented to the Seattle adclub 
last week. 

The students included men and 
women between their junior and 
senior years. They were chosen 
after screening by the faculty of 
the journalism school and by a 
committee representing Alpha Del- 
ta Sigma and the agencies and me- 
dia. 

The students put in time during 
the summer like any other mem-| 
ber of the staff but instead of be- 
ing assigned to a single depart-| 
ment were given new assignments | 
periodically through the summer, | 
working in each department of the 
organization as a form of appren- 
ticeship. The students received 
$125 a month from sponsors, the 
money being regarded more as a 
scholarship than as payment for 
work. 


® Participating organizations were 
Frederick Baker & Associates; 
Botsford, Constantine & Gard-| 
ner; Wallace Mackay Co.; Pear- 
son, Morgan & Pascoe; Honig- 
Cooper Co.; Strang & Prosser; Mac 
Wilkins, Cole & Weber, and Pacific 
National Advertising Agency, 
among the agencies; also KING- 
1V, KJR, Sunset Outdoor Adver- 
tising, and Foster & Kleiser, 
among media groups. 
Organizations checked by AA 
spoke warmly of the first sum- 
mer’s experience in the appren- 


DESIGNS OWN POSTER— 
this poster, designed by National Tea’s own ad staff, to promote the savings bond 
drive. On hand to view the poster in Chicago last Tuesday were (left to right) 
A. J. Raven, Illinois director of Treasury's defense bond division; E. J. Chaplicki, 


National's 


National Tea Co.'s 665 stores in the Midwest will use 


Chicago stores manager; Val S. Bauman, sales and ad director of Na- 


tional, and Ruben Richman, sales and publicity director of Goldblatt Bros., who is 
volunteer Cook County defense bond publicity chairman. 


ticeship program. At least one 


agency has offered parttime work | 


to its trainee during his senior 
year. 


Plans Stetson Canadian Drive 


Independent survey figures 
showing that “more people wear 
Stetson hats than any other brand” 
will spark the fall newspaper cam- 
paign in Canada of John B. Stet- 
son Ltd., Brockville, Ont. Cock- 


| field, Brown & Co., Montreal, is 


the agency. 


Forms Richard Hirsch Agency 


Richard I. Hirsch, formerly ad- 
vertising and sales promotion 
manager of City Furniture Co., has 
formed his own agency, Richerd I. 
Hirsch & Co., 225 N. Michtgan 
Ave., Chicago. 


: 


mut 


@ New product, new package, new price, 
new promotion can be pretested in Bur- 


goyne store panels in one or more repre- 


sentative test cities. 


@ It’s sensible to find out what impact 


the idea will have on your sales and those 


of competitors. 


@ It’s dollars to doughnuts your Man- 
agement will approve the national cam- 
paign when you present pretested facts 


on probable profits. 


@ What do you want pretested? Let us 


submit a proposal NOW. 


these folks have us 
check new ideas 


GRAND RAPIDS 


@ Second only to Detroit 
. primary market and 
major distributing cen- 
ter for Western Michi- 
gan’s 25-county Billion 
Dollar market. 
@ Metropolitan Grand 
Rapids diversified as 
Furniture Capital and 
GM “plant city” with 
over 300 factories has 
quarter million people 
and quarter billion re- 
tail sales. 


hav r or ro net income 
of $ 
a ry every day they 
read 64,521 copies of 
THE GRAND RAPIDS 
ESS .. . with 97.4% 
coverage you can con- 
centrate est copy in 
the PRESS. 


Burgoyne Grocery éx Drug SL, 


FIRST NATIONAL BANK BUILDING ¢ 


CINCINNATI 2 


@lts 66,211 families 


Buys Deep Rock Chicago Sales 


Completing the withdrawal of 
Deep Rock Oil Corp. from direct 
marketing operations, the company 
has sold its Chicago marketing 
properties to a group headed by 
B. L. (Barney) Majewski, who 
simultaneously resigned as mar- 
keting v.p. of Deep Rock. Renamed 
Great American Oil Co., the Deep 
Rock distributor has offices at 616 
S. Michigan Ave. 


Ceco Steel's First 
Consumer Ads Will 


Be Pages in ‘Time’ 


Cuicaco, Sept. 20—Ceco Steel 
Products Corp., which started 
large scale trade advertising only 
a few years ago, will begin con- 
sumer advertising this month, 
with several full-page ads sched- 
uled in Time. 

“By the very nature of our busi- 
ness (Ceco makes steel windows, 
steel joists, metal lath and rein- 
forcing steel) most of our adver- 
tising has been in the trade field,” 
Ned Ochiltree, president, said. “We 
cover all the architectural, build- 
ing and engineering publications. 
We also advertise in major re- 
gional and state publications in 
those fields and in institutional 
magazines. 

“Last year was the biggest home 
building year in the country’s his- 
tory. So we advertised, outside the 
trade field, in shelter magazines. 
Even in trade publications we ac- 
cented home building materials. 


e “This year the emphasis shifted 
to industrial building and we de- 
cided to use our consumer budget 
on full-page ads in Time. We) 
think these ads will: (1) broaden 
our total market; (2) reach top 
management and high purchasing | 
levels, and (3) add prestige to) 
our regular trade advertising. | 

“Ceco has been in business for | 
39 years but did not go into large | 


d 
vr 


scale advertising until a few years 
ago,” Mr. Ochiltree added. “Since 
then our sales have increased sev- 
eral fold and I think that our new 
advertising policy has had much 
to do with this increase.” 

Casler, Hempstead & Hanford is 
the agency. 


Plans Largest Silver Drive 

The largest campaign in the his- 
tory of Reed & Barton, Taunton, 
Mass., silversmith, will back its 
new Florentine Lace sterling pat- 
tern. Introductory color copy in 
trade publications will be followed 
by color pages in fall issues of 
Bride’s Magazine, Bride’s Refer- 
ence Book, Glamour, Gourmet, 
Guide for the Bride, Harper’s Ba- 
zaar, House Beautiful, House & 
Garden, Ladies’ Home Journal, 
Mademoiselle, Modern Bride, Sev- 
enteen, Town & Country § and 
Vogue. Radio, TV and point of sale 
will also be used, through Badger, 


| Browning & Parcher, Boston. 


Northbrook Appoints Agency 

Northbrook Plastic Card Co., 
Northbrook, I1l., maker of Lifetime 
playing cards, has appointed Rob- 
ertson & Buckley, Chicago, to han- 
die its direct mail, point of sale, 
and consumer and trade publica- 
tion advertising. 


SALES LETTERS 


Letters with “instantaneous appeal, 
that beckon to be read, that impel 
and sell. One series 25 years old. 


“That Folie Wott F 


Leo P. Bott, Jr, 64 E. Jackson, Chicage 


\\ 
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Tops in the a 


4% 


| a 


Home ownership increased 161% in 

Greater Miami between 1940 and 1950 -- 

a rate that was three times the national 
average! The 1950 Census of Housing 

' shows that Miami -- already first in the 
nation in residential housing during 1950 -- 

is leading the nation* in home ownership 


a wy ydrgyn 


in Home Ownership Gains 


Greater 


Miami — 


a 


aap 


4 /, 


1H 


\ 


wa Ne 18 


audience, every 


gains--impressive proof of Miami's amazing 


growth as a major year ‘round market. 


America’s fastest-growing metropoli- 
tan area has been busy chalking up other 
records too: Population has soared over 
half a million, 1950 retail sales zoomed to 
$665,000,000, and effective buying income 
reached an all-time high of nearly 700 


million dollars. 


JOHN S. KNIGHT, Publisher 
STORY BROOKS & FINLEY, Notional Reps. 
A. $. GRANT, Atlanta 
Affiliated Stations — WQAM, WQAM-FM 


For record-breaking results in this 
record-breaking market, use The Miami 
Herald, the completely dominant medium 
that delivers more than 700,000 year ‘round 
residents plus an important vacationing 


season of the year. 


* Metropolitan areas of 250,000 or more in 1940 
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House, Senate 


Conferees Get 
Postal Rate Bill 


(Continued from Page 1) 
which would have pegged the in- 
crease for magazines at 60% and 
for newspapers at 30%. 

Patterned after language which 
was written into the Senate $400,- 
000,000 bill during floor debate 
last week, this amendment by Rep. 
Edward Rees (R., Kan.) triggered 
a floor revolt against high second 
class increases pushed by ad- 
ministration forces. 


es Once the Rees amendment was 
shouted down, opposition forces 
began gathering strength. Shortly 
afterwards, Rep. John Lyle (D., 
Tex.) rallied a bloc of Democrats 
and a solid phalanx of Republi- 


cans to cut the increase on news- 
papers and magazines to 30%, 
instead of the 60% recommended 
by majority members of the postal 
committee. 


for newspapers and magazines 
would be delayed until April 1, 
and other increases until Jan. 1. 

Conferees will have serious dif- 
ficulties on these issues: 


Except for a minor amendment | 


retaining existing rates for educa-| 


tional, scientific and religious pub- 
lications used by schools and 
churches, Rep. Lyle was the only 
member to dent the committee 
bill. 

As it passed, the bill includes 
the 2¢ postcard; a 30% increase in 


second class in three annual steps; | 


l‘e¢ third class; 23¢ special de- 
livery, and a schedule of increases 
in insured, C.O.D. and registered 
mail. 


se Effective date of the legisla- 
tion hinges on the ability of con- 
ferees to reach agreement. If the 
bill reaches the White House this 
month, the increases for news- 
papers and magazines would be ef- 
fective Jan. 1, and other increases 
Dec. 1. Should the conference con- 
tinue into October, the increases 


The annual 


fd and Mid-South 


DOLLARS 


presented by one of the 
leading farm personalities 
Walter (Bull) Durham, 


WMCF Farm Director and 1951 win- 


ner of the REUBEN BRIGHAM 
AWARD for meritorious service to 
Agriculture, appears Monday through 
Friday on WMC's “The Farmers Pro- 
gram,” bringing the Mid-South Farm 
Family information on improvements 
in crop and livestock raising. On the 


air since 1943, “Bull” 
a radio farm broadcaster 
tremendous listening audience 
Memphis Market Area 


*Based on Sales Management 1951 
buying powe 


Farm income 


Nation's 


Durham has won 
not only the Nation's highest honor for 


survey of 


” MEMPHIS MARKET 


in the 
Market is over a 


Memphis 
BILLION 


and WMC, scheduling programs 
specifically for this Market Area produces the 
ket's most outstanding Farm P 


mar- 
rogram 


WMC- 


but a 
in the 


Walter Durham 
commentator on 
The Farmers Program’ 


HERE'S WHAT THE SPONSORS THINK .. . 


This Terminal Livestock Market + 
cell pleased with * The Farmets Pro- 
gram wm presents ur story 
splendidly te @ vast listening audience 

signed: G, D. Strauss 

President 


South Memphis Stockyards 


WW /NAEG 


Durham and “The Farmers 
Program” have done a great job in 
selling our services to the farmer and 
livestock raiser 
signed Col. R. M. Bevis 


Burnette-Carter Commission Co. 


NBC — 5000 
WATTS—790 


| National Representatives, The Branham Compony | 


WME 260 KW Simultaneously Duplicating AM Schedule 
WMT First TV Station in Memphis and the Mid-South 


Owned and Operated by The Commercial Appeal 


s 1. Four-cent letters and 8¢ air 
|mail. Biggest revenue factor in 
the Senate bill, this accounts for 
$250,000,000 but is strongly op- 
posed by House postal chairman 
Tom Murray (D., Tenn.). 

2. Special third class exemptions. 
| Senate bill retains 1¢ rates on di- 
rect mail promotions of so-called 
non-profit organizations, a dis- 
tinction never previously made in 
third class. House bill omits this 
special privilege. 

3. Catalogs and parcel post. Sen- 
ate bill scales $100,000,000 catalog 
and parcel post hike authorized 
by the Interstate Commerce Com- 
mission down to $67,000,000. The 
ICC increases are to become effec- 
tive Oct. 1, unless House leaders 
accept Senate terms. 

4. Special delivery. 
23¢ rate, Senate 20¢. 

5. Investigation of postal rate 
making. Senate wants a joint com- 


House has 


making policies. House postal com- 
mittee chairman Tom Murray is 
hostile. 


e Subconsciously, conferees also 
will be mindful of the need to 
agree on a bill which comes rea- 
sonably close to covering the $200,- 
000,000-$250,000,000 postal pay 


ence. 

During vigorous debate on the 
postal bill, several House members 
defended the need for low second 
class rates, and stressed the dan- 
ger to small magazines and farm 
journals if rates were increased 
abruptly. 

Most of the debate simply re- 
peated the arguments which have 
become familiar during the five 
years that Postmaster General 
Jesse Donaldson and his predeces- 
sors have campaigned for second 
class adjustments ranging upwards 
of 100%. Since a 30% increase in 
second class raises only about $12,- 
000,000, the debate is a matter of 
principle, rather than a_ serious 
effort to meet a $550,000,000 deficit 
with the present bill. 


s In shouting down the punitive 
rate scheme offered by Rep. Rees, 
some members were clearly seiz- 
ing an opportunity to take a slap 
at President Truman, who had 
joined the debate in person Tues- 
day by chiding publishers for be- 
ing “strongly against subsidies— 
| for everyone but themselves.” 
| In a speech to a convention of 
postmasters, the President con- 
tended that publishers and ad- 
| vertisers who used second and 
third class mail to reach the pub- 
lic “are not paying fully for the 
| services they get.” 

“To put it bluntly,” he said, 
“the taxpayers of the country are 
subsidizing these business interests 
to the tune of several hundred mil- 
lion dollars a year.” Noting that 
Congress was studying the mat- 
ter, he said: “I hope they will soon 

| pass legislation to raise these sec- 
|eond and third class rates sub- 
| stantially.” 


a “However, there is a lot of op- 
| position to raising these rates,” he 
continued, “and I am sorry to say 
that most of it comes from the 
|magazine publishers who are 
| getting the benefit of millions of 
dollars of the taxpayers’ money 
each year. I am glad to say that 
a large number of newspaper pub- 
lishers know this is not right and 
are entirely willing to pay their 
own way.” 

President Truman said “There 
is some justification for using pub- 
lic money to subsidize the mailing 
of certain publications—such as 
the small weekly papers in rural 

| areas. But I see no excuse what- 


mittee to work out long-range rate | 


hikes which are also in confer- 
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ever for subsidizing huge pub- 
lishing concerns which make mil- 
lions of dollars in profits each year. 

“And yet some of these con- 
cerns have come down here and 


| lobbied the members of Congress | 


from breakfast to bedtime, trying 
to prevent them from raising sec- 


ond class postage rates. Some of | 
the biggest magazine publishers | 


in the country are fighting tooth 
and toenail to keep their juicy 
subsidies. 

“And at the very same time 
those magazine publishers are 


writing editorials and printing ar- | 


ticles complaining about high 
taxes and government deficits. 
They are strongly against sub- | 
sidies for everyone but themselves. 
Here they are, costing the taxpay- 
ers millions of dollars every year, 
and they have the nerve to com- 


| Agricultural Publishers Assn., 
Associated Business Publications, 
Emergency Committee of Small 
and Medium-Size Magazine Pub- 
lishers and National Assn. of Mag- 
azine Publishers joined in spon- 
soring a five-page statement out- 
lining the case for a 30% increase. 

This statement was delivered to 
every member of the House. 

It contended that the out-of- 
pocket cost of handling second 
class mail is only $34,000,000; that 
the cost ascertainment system of 
the Post Office Department, which 
assigns a $200,000,000 “deficit” to 
second class, is unsuitable for rate 
| making; that the actual cost of 
handling second class mail has 
| increased less than 30% since 1929, 
| and that small publications would 
| be seriously damaged by a 60% 
| increase. 


plain about the high cost of gov-| 


ernment.” 


@ During the past few days, mag- 
azine publishers were concen- 
trating their attention on the pun- 


itive-type increase which caught} 


them off guard in the Senate. 

A special brief was circulated 
by the Emergency 
Small and Medium-Size Magazine 
Publishers outlining the economic 
and legal consequences of a rate 
structure which gave an advantage 
to newspapers. 


Committee of| 


s Hitting out at the punitive in- 
| crease which the Senate planned 
to apply to magazines, the state- 
ment noted that Nelson Wentzel, 
the department’s top rate expert, 
testified that magazines “are pay- 
|ing a higher proportion of their 
| cost of carriage” than most other 
second class users. 

In his defense of the bill, Rep. 
Murray contended that big pub- 
lishers were using the plight of 
small magazines to hold on to the 
advantageous rates they get from 
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the Post Office Department. 

As in previous debates, the 
Reader’s Digest, which pays a 
minimum rate since it contains 
no advertising, was cited as an 
example of publications obtain- 
ing tremendous benefit. | 

“The cost to send the Reader's | 
Digest through the mail is ap- 
proximately one-third of a cent. 
for each magazine,” Rep. Murray | 
pointed out. “The 60% increase, | 
when applied to the Reader's Di-| 
gest for 12 copies throughout the) 
year, is 2.4¢. Spreading this over | 
three years means that the in-| 
crease per subscriber is less than 
l¢ per year.” 


@ The difficulty of enforcing a 
punitive rate on magazines was 
dramatized by Rep. Gardner R. 
Withrow (R., Wis.), who waved a 
copy of This Week Magazine be- 
fore the House. “Is this a maga- 
zine or a newspaper?” he asked. 

Many House members indicated 
they considered a 30% increase 
sufficient, until less controversial 
information could be obtained 
about the actual cost of handling 
second class mail. 

From the applause supporting 
House members who argued for 
60% increases on newspapers and 
magazines, it was apparent that 
visiting postmasters were taking 
time to attend the House debate. 
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SPLIT AD—An editorial column will divide 

this Scott Radio Laboratories ad when 

it runs in Holiday's November issue. Fen- 
sholt Co. is the agency. 


Just before passing its bill, the 
House called up an amendment 
which would have held the direct 
mail increase to 1%¢. For an un- 
explained reason the sponsor was 
absent, and the amendment was 
quickly shouted down. 


Most Coast-to-Coast Television Programs 
to Fly National Broadcasting Co.'s Flag 


New York, Sept. 2i—When 
American Telephone & Telegraph 
Co.’s new transcontinental micro- 
wave hookup becomes available 
for regular TV service late this 
month, West Coast audiences, who 
will be seeing live New York-orig- 
inated sponsored shows for the 
first time, will find the lion’s share | 
of them carrying the National 
Broadcasting Co. insignia. 

Next, numerically, will be Col- 
umbia Broadcasting System, with 
American Broadcasting Co. in| 
third place. DuMont Television | 
Network has not reserved regular | 
time on the West Coast section of | 
the route. | 

Arrangements will be made for | 
DuMont clearance from time to 
time for special events such as 
major professional football games. 

Some 1,687 miles, from Omaha} 
to San Francisco, have been added 
to the AT&T video networking 
facilities to give the country regu- 
lar transcontinental service from 
New York to Los Angeles for the 
first time. 


es However, only four new sta- 
tions—-San Francisco, Los Angeles, 
San Diego and Salt Lake City— 
join the 50 cities already linked to 
the live hookup as a result of this 
extension. Regular transcontinen- 
tal service will start Sept. 29, with 
one channel in the Omaha-to-San 
Francisco link available in each 
direction. 

To carry the full hookup—which 
is rarely available to a single ad- 
vertiser—for a half-hour show, 
costs slightly more than $600. 

NBC-sponsored programs, to be 
given New York-to-Los Angeles 
coverage, include: Daytime—‘“Miss 
Susan” (Colgate); “Bert Parks 
Show” (General Foods Corp.); 
“Bill Goodwin Show” (General 
Electric Co.), and Kate Smith 
(several sponsors). 


es NBC nighttime—Gillette’s Fri- 
day fights; “Greatest Fights of the 
Century” (Chesebrough Mfg. 
Corp.) ; “All Star Revue” (Kellogg, | 
Pet Milk, Snow Crop); “Show of 
Shows” (several sponsors); “Hit 
Parade” (Lucky Strike); “Good- 
year Theater” and “Leave it to the 
Girls” (Regent cigarets). 
Sponsored programs, which will | 
originate in Los Angeles for pres- 
entation to the rest of the coun- 
try: “Red Skelton Show” (Procter 
& Gamble); “Colgate Hour” (most 


of the time depending on the star 
of the evening) ; Chesterfield’s new 
Sunday night telecast, on which 
Bob Hope, Jerry Lester and Fred 
Allen will rotate (the latter may 
prefer to work in New York, in 
which case he probably will be 
permitted to do so). 
] 

ws CBS-sponsored shows, to be 
carried coast to coast from East to 
West: “This is Show Business” 
(Lucky Strike); Fred Waring 
(General Electric); “Celebrity 
Time” (B. F. Goodrich Co.) ; “God- 


frey’s Talent Scouts (Lipton); 
“Lux Theater”; “Studio One” 
(Westinghouse); “Oldsmobile 


News” (an 11 p. m., EST, retelecast 
for western stations) ; “Crime Pho- 
tographer” (Carter Products and 
Prom Permanent) and “Schlitz 
Playhouse.” 

George Burns and Gracie Allen 
(Carnation) and Alan Young 
(Kroger in the West and Esso in 
the East) will originate their 
shows from Los Angeles for tele- 
casting to the remainder of the 
country. 

Six ABC-sponsored programs, 
as of this date, are set to go trans- 
continental. They are (from East 
| to West): “Paul Whiteman Revue” 
| (Goodyear Tire & Rubber Co.); 
“Celanese Theater”; “Stop the 
Music” (Old Gold, Prom home 
| permanent and Hazel Bishop Inc., 
| starting Nov. 1); “TV Teen Club” 

(Nash-Kelvinator) and (from West 
to East) “Frosty Frolics” (Amer- 
ican Vitamin Assn.) and “Life with 
| Linkletter” (Green Giant Co.). 


Mill to Needham & Grohmann 

| New Braunfels Textile Mills has 
| appointed Needham & Grohmann, 
New York, as agency for its two 
gingham lines, Kilkarnie and Ore- 
lay. A business paper campaign 
will break toward the end of Octo- 
| ber, and color pages are planned 
|for later in Good Housekeeping, 
Parents’ Magazine, Vogue, and 
|others. A b&w drive in women’s 
| magazines is being drawn up. 

| 

| Forms Berkshire Surveys 


Last Minute News Flashes 


‘Better Living’ Shifts Execs: Sommerfield Leaves 


New York, Sept. 21—Al Sommerfield has resigned as director of 
sales development at Better Living, effective Oct. 1. He will announce 
future plans after a vacation. A realignment at Better Living sees 
Ridgway C. Hughes, formerly sales promotion manager for Look, be- 
coming promotion manager; Mary K. Brown, formerly ad manager 


: |of Grand Union Stores, becoming store promotion manager; Paul 
- | Danielson, previously media and research director of Paris & Peart, 


named director of research, and Ray Ruffio, leaving as food and drug 
director of Good Housekeeping to join the trade relations department 
of Better Living. 


Dillon Quits FC&B International 

New York, Sept. 21—Luis G. Dillon, executive v. p. of Foote, Cone & 
Belding International since 1949, resigned today because of “funda- 
mentally different points of view” with the new management on 
methods of operating in Latin America. At present he has no plans 
and is considering opening his own office, consulting on promotional 
problems in Latin America. 


Kenyon & Eckhardt Elects Lewis President 

New York, Sept. 21—William B. Lewis, formerly v. p. and account 
supervisor on Lincoln-Mercury, has been elected president of Kenyon 
& Eckhardt. Thomas D’Arcy Brophy continues as chairman of the 
board; Dwight Mills, formerly president, becomes chairman of the 
executive committee, and Edwin C. Cox will be senior v. p. in charge of 
creative work and professional service. Mr. Lewis joined K&E in 1944 
as v.p. for radio. Before the war he was v.p. in charge of program- 
ming for CBS. 


Mennen Reportedly Going to K&E 

New York, Sept. 21—Mennen Co., one of the accounts resigned by 
Duane Jones, will reportedly transfer its billing to Kenyon & Eck- 
hardt on Oct. 1. 


Handkerchief Week Coming: Other Late News 


e Handkerchief Promotions Inc. will promote Handkerchief Week, 
Nov. 24 through Dec. 1, with a contest offering $6,412 in prizes including 
$1,000 in cash and a week's trip to Switzerland as first prize for 25 
words on why handkerchiefs are ideal gifts. Announcement of the con- 
test will be made in the Nov. 12 issue of Life, and extensive promo- 
tions by 60 manufacturing sponsors. Chernow Co., New York, is the 
agency. 


e Chevrolet Motor Division (via Campbell-Ewald Co.) is set to take 
over the NBC-TV Tuesday and Thursday 7:30 to 7:45 p. m., EST, time 
spot, which Stokely-Van Camp is vacating at the end of the current 
cycle. Dinah Shore will star in the Chevrolet telecast. 


e Haire Publishing Co., New York, has bought Giftware and Home 
Fashions, Los Angeles. Haire does not contemplate any changes in the 
personnel or design of the magazine; it will continue to be published 
in Los Angeles. 


e ABC-TV has signed two more new sponsors—Jene Sales Corp., Chi- 
cago (Sherwin Robert Rodgers & Associates, Chicago) for “Paul Dixon 
Show” and Block Drug Co., Jersey City (Cecil & Presbrey) for “Crime 
with Father.” 


Atomic Scientist's Swedish Calculators 
New Color TV Tube Will Be Introduced 
Now in Production 


New York, Sept. 21—Chromatic 
Television Laboratories, a sub- 
sidiary of Paramount Pictures 
Corp., expects to have a sufficient 
number of its direct-view, com- 
patible, tri-color television tubes 
to start public demonstrations in 
four or five weeks. 

The first tube, hand made by 


tists here this week. 

Following this showing, Richard 
Hodgson, president of Chromatic, 
declared: “We are happy to report 


the successful operation of our 
tube. It works in conjunction with 
either the CBS system, which has 
been approved for commercial use 
by the Federal Communications 
Commission, or any of the other 
proposed systems for color tele- 
vision transmission. The tube can 
be automatically switched from 
}one system to another and from 
color to b&w on any size screen.” 
| Commercial production already 


Harold Ninger, v. p. of Barnard | has been started in the company’s 
Inc., will resign, effective Sept. 28,| newly acquired Connecticut plant. 
to establish Berkshire Surveys, a' Chromatic also may manufacture 


regional marketing research agen- 
cy with offices in Cannan, N. Y. 


Saker to O’Connell Agency 

R. T. O’Connell Co., New York, 
has been appointed agency for 
Saker Industries, household metal | 
specialties manufacturer. 


receivers later. Other manufac- 


in New York Only 


New York, Sept. 20—Facit Inc. 
|} will launch a campaign for its 
| Swedish calculating machines Oct. 
1 in New York newspapers and 
business papers, to run through 
| 1952. Anderson & Cairns is the 
agency. 
| Media and space to be used in- 
clude 154-line, single-column ads 


Prof. Ernest O. Lawrence of the weekly in the New York Herald| , 
University of California, one of, Tribune, New York Times and | Belding, this program will start 
the world’s leading atomic scien- | Wall Street Journal, and two-color | Oct. 1. 

tists, was demonstrated for scien- | pages monthly in Industrial Ledg- | 


| er, Journal of Accountancy, Office, 
and American-Swedish Monthly. 

Facit Inc. is the U. S. subsidiary 

of Abatvidabergs Industrier, Swed- 


calculating machines, typewriters 
and office furniture. 

The limited introductory cam- 
paign is the result of a survey of 
the American market which An- 
derson & Cairns made for Facit, 
AA was told. It is predicated on 
the belief that, initially, more 
tangible results will be effected at 
less cost by confining sales efforts 
and advertising pressure to a rela- 
| tively limited area. 

The advertising campaign will | 
be supported by a publicity pro- 
gram which will use institutional 
and product publicity, business re- 
ports and technical articles. 


turers will be licensed to make the The agency during the past 18 
tube, which, because of its “sim-| months has worked Pant a with 
plicity and similarity to b&w Facit in preparing an administra- 
tubes,” is expected to cost only tive and sales operating plan, of 
slightly more than the present| which the forthcoming drive is 
monochrome tubes. merely a segment. 


Radio Sales Pace 
Set by NBC, But 


Rivals Gain, Too 


(Continued from Page 1) 
sale to Chesterfield (Cunningham 
& Walsh) and Whitehall Pharm- 
acal Co. (John F. Murray Adver- 
| tising Agency). Chesterfield was a 
sporadic “tandem” backer last sea- 
son and Whitehall was a limited 
summer sponsor of the plan. Their 
buy included participation in the 
“Big Show” with Tallulah Bank- 
head, “Mr. Keen” and a new Dean 
Martin and Jerry Lewis program. 


ws On the credit side for CBS ra- 
dio there was the signing of four 
new sponsors. Among them is Car- 
ter Products, which will join the 
network’s mid-Saturday dramatic 
lineup, starting Oct. 6 at 1:30 
p.m., EST. Time for the 30-min- 
ute program—titled “City Hospi- 
tal”—was bought through Sulli- 
van, Stauffer, Colwell & Bayles. 

Toni Co. (Foote, Cone & Beld- 
ding) has canceled “Alias Jane 
Doe,” now heard in this time pe- 
riod, but will present “Grand Cen- 
tral Station” at an earlier hour on 
Saturdays. The latter program had 
formerly been aired by Pillsbury 
Mills. 

Beltone Hearing Aid Co. (Olian 
Advertising) has bought the 
“World News Roundup,” starti: 
Sept. 30. This 15-minute ne 
program will be broadcast at 4: 
p.m., EST. 


s Dr. Pepper Co., through Ru 
rauff & Ryan, will sponsor week 
a quarter-hour sports roundup wi 
Ted Husing over a southern ne 
work of 55 Columbia stations, e 
fective Sept. 29 at 6:30 p.m., ES 

Sylvénia Electric Products (R 
S. Durstine Inc.) will back Gran 
land Rice in a 15-minute spor 
program, starting Sept. 28 at 
p.m., EST 

American Broadcasting Co 
which has been enjoying a health 
sales boom lately, is celebrati 
the happy state of having no fr 
time available mornings Monda 
through Friday (8:55 a.m. 
12:30 p.m., EST). The network 
using newspaper space to heral 
the glad tidings of “morning radi 
sold out” as a secondary theme 
its major promotion theme, “Amer 
ica is sold on ABC.” 


a Last open weekday morning 
time went to Lever Bros. (N. W. 
Ayer & Son) for the daytime drama 
“Lone Journey,” to go on the air 
Oct. 1. Bought for afternoon air- 
ing on American was “Dulany 
Daily Double,” a five-minute, five- 
a-week telephone quiz with John 
Reed King. The sponsor is John 
H. Dulany & Son, Fruitland, Md. 
Placed through Foote, Cone & 


Mutual Broadcasting System has 
sold “The Shadow,” one of the 
highest rated Sunday afternoon 
programs, to Wildroot Co. as of 
Oct. 7. Time—Sundays at 5 p.m., 


their enthusiastic confirmation of | ish manufacturer of adding and EST—was bought through Young 


& Rubicam. 

Starting next month, Miller 
Brewing Co. will present a nightly 
five-minute newscast (Monday 
through Friday) featuring Robert 
F. Hurleigh. Mathisson & Asso- 

| ciates services this account. 


| 


Nat Wood to Los Angeles 


Nat Wood, editor and advertising 
manager of lowa Lumber & Build- 
ing Material Dealer in Minne- 
apolis, has resigned, effective Oct. 
1, to enter the publishing business 
in Los Angeles. 


Thrifty Buys 1042 TV Hours 

Thrifty Drug Stores, Los An- 
geles, has purchased 10% hours 
weekly on KTTV, Los Angeles, 
through Milton Weinberg Adver- 
tising Co. Movies, sports and vari- 
|ety shows are included, 
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Manufacturers and Retailers Agree- 
Fair Trade Pricing Is Desirable 


(Continued from Page 1) 
some loss leaders to be found in 
department stores,” he said, but 
on the whole “the price war got 
a little too tough, even for Macy's.” 


e According to an official of the 
Detroit Board of Trade, “When the 
New York price-cutting war first 
began, the Detroit dealers all 
waited for the other fellow to start 
price reductions. None came and | 
now there is no prospect of any.” 

The sales manager for a chain 
of Seattle drug stores told Elliott | 
Marple: “Any damn fool can re- 
duce a price. Any damn fool can 


COPY WRITER... 


| 

| 

We want a two-fisted, all ‘round I 
writer between 30 and 35 years old | 
with experience. This mar should | 
be capable of producing good con | 
sumer or industrial copy without | 
being led by the hand. The man | 
we want must be able to think for | 
himself in terms of common sense | 
and write from a basic knowledge | 
of people, markets and media. He i 
must know good English and be a | 
glutton for hard work | 
If you are interested in this job, tell | 
. us what you think we should know | 
about you in a letter. | 
We are a medium-sized active 4-A | 

agency located in Philadelphia and 

a good starting salary is only part ! 
of this opportunity. Box No. 7966 | 
c/o Advertising Age, 200 E. Mlinois | 
St, Chicago 11, II 


|ers to do their buying now. Most 


get into a fight. We rode on the 
tail of the price-cutter—on just 
those items and at just those 
prices that were cut. If we had 
kicked the thing over, the price} 
cutting would have lasted longer. 
But it has stabilized pretty well | 
now, for the good of all.” 


| 
® Fair trade pricing is very much | 
alive. It’s alive because manufac- | 
turers and retailers of fair traded | 
merchandise want it that way. 
From evidence gathered by AA, 
the majority plan to keep it that 
way as long as the market holds/| 
up. And, judging by the cutbacks 
in the use of raw materials for 
civilian consumption, that will be 
a long, long time. 

Only in New York, where the 
price war reached its peak, is there 
any uncertainty about the future 
—any undercurrent of disharmony 
or any fear that the price cutting 
could begin again. 

The majority of persons inter- 
viewed privately advise consum- 


retailers seem convinced that last 
June’s price war is not likely to be 
duplicated. 


s Prices of fair traded merchan- 
dise are fairly near where they 
were before the fireworks started, 
partly because of the prodding of 
manufacturers like Sunbeam and 
Simmons, partly because of the 
price policing of other companies 
like Hamilton Watch, and partly 
because price wars hurt, and no- 


There’s a difference 


between 


@ @readers 


with 


body wants to get hurt. 

Not all observers of the retail 
picture are convinced that the 
worst is over. A pharmaceutical 
association executive, for example, 
said that business “is 20% to 50% 
off because of the price war” and 
“there’s going to be hell to pay” 
at the retail level. The big depart- 
ment stores, he felt, will certainly 
start another price war “because 
of the millions of dollars worth 
of free publicity they'll get that 
way.” 


@ One jewelry trade observer re- 
ported that “the flurry in watch 
prices” last June has passed and 
“prices are now back to normal.” 
He felt that retail policing by 
watch makers would keep prices 
from getting out of control again. 

He was contradicted, however, 
by another jewelry expert who 
said, with a shrug, “New York is 
always in a state of chaos as far | 
as jewelry is concerned.” He said 
that the New York Retail Jewel- 
ers Assn. was crying the blues— 
contending that “many of our 
members say they'll soon be forced 
out of business by price-cutters.” | 

The Bureau of Education on Fair 
Trade official said that “another | 
price war can break out at any 
time due to the loophole in the 
Supreme Court decision and be- 
cause the big stores are under} 
compulsion to undersell their com- 
petitors. Whether a war actually 
starts again depends upon pur-) 
chasing volume. , 


a “We will have the possibility | 
of price wars until Congress passes 
a new fair trade bill,” he con- 
tinued. (This, of course, coincides | 
with the views of Federal Trade, 
Commission Chairman James} 
Mead, who said in a recent speech | 
that there is no legal way to get) 
around the Supreme Court deci- 
sion outlawing non-signer clauses 
under the fair trade law. The 
remedy, if any, he said, must come 
from Congress.) 

These few comments, however, 
were the only anxious notes 
sounded in the six cities checked 
by AA. When ApverTISING AGE re- 


| porters surveyed the situation in 


| June, they found that almost ev- 


|eryone was worried about pros- | 


Readers can’t become custom- 
ers unless authority is combined 


the need or desire to buy. 


Over 78,000 presidents and top 
executives who read “Dun's Re- 
view” have final authority in com- 
panies with a continuing need for 
the goods, services, and ideas you 
have to sell. 


pects. 


ein the June 18 issue, AA 
summed up the situation in these 
words: 
In general, retailers have adopted | 
a hush-hush attitude toward any talk 
of price cutting, feeling that they 
are sitting on a powder keg and 
that maybe if they ignore it it won't 


¢ 
5 
= 
.) 


are in the somewhat para- | 
doxical situation of wanting to cut 
prices on fair traded items, but fear- 
ing to do so because they don't want 
to bring on a full-scale price war, 
in which only the larger retailers 
can hope to survive 
Firecrackers popped off oc- 
casionally, but the powder keg 
didn’t quite go off. The reason? 
Manufacturers and retailers pulled 
out the fuse. 


e In Detroit, for example, Miller 
Hollingsworth reports: “It’s an 
open secret that the attitudes of 
J. L. Hudson Co., one of the na- 
tion’s large department stores, and 
of the giant Cunningham. Drug 
chain are really the things that 
prevented any price war.” 

It was generally known—or as- 
sumed—that neither Hudson nor 
Cunningham would begin price 
cuts but would continue to ob- 
serve fair trade pricing. It was al- 
so known—or assumed—that if 
any large drug store had begun a 
price war, Hudson and Cunning- 
ham would have finished it. 

A large appliance dealer in De- 
troit said frankly: “It would have 
been foolish as hell to start cutting 
prices and we all knew it.” 

Almost the only exception to the 
Detroit hold-the-line spirit was 
Lippman’s, a downtown sporting 
goods and appliance store which 
cut the prices on General Electric. 


ws 
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The Dissenting Voice 
While most of the persons 
interviewed by AA felt that 
future shortages would help 
keep prices up to fair trade 
levels and thus, in effect, 
keep fair trade alive, there 
was one notable exception. 
A top executive of a major 
appliance manufacturer told 


AA, privately, that “fair 
trade is a dead duck. We 
have suggested wholesaler 


and dealer prices,” he said, 
“but we can't make them 
stick and we aren't making 
much effort. 

“In fact,” he continued, 
“we only fair traded our traf- 
fic appliances, never our ma- 
jor items. And the only rea- 
son we fair traded the house- 
wares was that our competi- 
tors were fair trading and 
we thought it was nec- 
essary.” 

Asked how his company 
felt about a new fair trade || 
law, he chuckled and said, | 
“we're neutral.” | 


| 
and Sunbeam toasters—but for a! 
very short time. Other stores just | 
removed the items from their} 
shelves until Lippman returned to | 
normal pricing. 


e A department store merchandis- 
ing manager admitted frankly that 
“the New York situation had us 
worried for a while, but it soon 
became apparent that our mer-. 
chants were adopting a hands-off 
policy.” 

And a neighborhood druggist 
blurted: “Fair trade pricing has 
been a god-send to us and unless 
the drug industry holds to it, the 
neighborhood druggist is gone. We 
just can’t advertise and compete 
with the large chains. Before I 
would engage in price cutting, I'd 
just close my doors.” 

But the pressure to keep prices 
in line isn’t peculiar to Detroit 
alone. Take San Francisco, for ex- 
ample. The merchandising man- 
ager of one of the Bay Area’s 
larger department stores said that 
“the manufacturers are making 
good on their threats to keep the 
retailers in line on fair traded 
products. Anyone who tried to cut 
prices found it mighty tough to 


| replace his stock. 


“We are confident,” he declared, 


“that there will be no price cutting 
battles unless economic conditions 
do a complete reversal.” 

Actually, the Bay Area has ex- 
perienced no real price war since 
the Supreme Court handed down 
its ruling. A few stores started a 
flurry of price cutting to permit 
loss-leader advertising and sales 
promotion in June. Chief among 
them was Weinstein’s Department 
Stores. Nobody accepted the chal- 
lenge and, after two or three 
weeks, Weinstein’s returned to the 
fold. 

Trade association officials dis- 
played almost no concern over the 
possibility of renewed price cut- 
ting. A drug association spokes- 


|man declared unequivocally: “The 


situation is completely stabilized.” 


@ Established prices are going to 
stay that way in Bay Area drug 
stores. Here’s why, as one druggist 
phrased it: “Anybody who doesn’t 
want to play ball is going to find 
himself out on a limb when he 
tries getting his orders filled. I 
was just talking to a medicine 
salesman who showed me a list 
of items that a few stores will have 
to wait a long time to get just be- 
cause they cut prices a while back. 
The company is simply refusing to 
approve the orders.” 

Why have the retailers formed 
such a solid front against the price 
cutters? Perhaps the comment of 
a hardware store manager fur- 
nishes a clue: “A fellow came in 
yesterday and wanted a Mixmas- 
ter. When he asked the price and 
I quoted the fair trade list, he 
never even blinked. He never so 
much as asked if there wasn’t a 
lower price. Just paid the full 
price and walked out with the 
Mixmaster under his arm. That’s 
all there was to it.” 


e@ In Seattle, what price cutting 
there was is largely a thing of the 
past. A retailer said, “The situa- 
tion has taken care of itself.” And 
the Washington State Pharmaceu- 
tical Assn. reports that it has had 
no complaint from druggists for 
more than a month. 

Seattle escaped a major price 
war. There was some cutting, 
mainly in drugs and small appli- 
ances, but nothing like the situa- 
tion in New York or in Portland, 
Ore., home base of two outstand- 
ing merchandisers—Fred Meyer 
and Meier & Frank. 

A spokesman for a hardware 
trade association in Seattle re- 
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“WARWICK type 
a4 service to 
Mexico excellent” 


“Warwick has always given us excellent work, 
and the most rapid and efficient service. 
This is significant because in our work they have 
had to set the ads in a foreign language, and in 


“<4 spite of this fact, the results have been perfect.” 


AUGUSTO ELIAS 
Publicidad Augusto Elias, S.A. 
Mexico, D. F. 


Warwick serves Advertising Agencies, 
Printers, Artists, Manufacturers in 24 states 
and Mexico direct from St. Louis. For fast, 
efficient service mail your orders to Warwick. 
New type specimen book available. 


WARWICK 


TYPOGRAPHERS, INC. 
920 WASHINGTON AVENUE 
ST. LOUIS, MO. 
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DAYTIME PROGRAMMING 


Success 
‘ les. 


but 


marked that price-cutting was 
“nowhere near the problem it was 
in Portland. It was flashy, but we 
hear very little about it now.” He 
said that while most TV sets were 
not fair traded the margin was! 
“sufficiently tight” so that there) 
is not much price cutting, “except | 
on discontinued models.” 


es The Seattle flurry broke out 
first in the drug line. Pay 'n Save 
Drugs advertised cut prices on sev- 
eral dozen items. Competing local 
chains met those prices, item for 
item, penny for penny, but did not 
cut other prices. 

A drug chain sales manager told 
AA in June that “there’s not too 
much enthusiasm for price-cutting 
it’s going to happen.” This 
week, he said, he is convinced that 
the situation has “stabilized pretty 
well now.” 

Not every retailer who strayed 
from the fair trade price path 
wound up in a bramble thicket. 
Some of them found small patches 
of high cotton. A small druggist, 
for example, said: “We sold out on 
food mixers. We had been worry-| 
ing what to do with them. It is 
pretty hard for us to move a $50 


| piece of goods. Along came com- 
| petition cutting the prices. We met | 
| those cuts. Now we're out from | 
| under and we're thankful. We are 


‘in price cutting.” 


| fendant had erected huge displays | 


|e In addition, the complaint al- 


very leery about reordering. This 
appliance has been kicked around) 
so much the market is ruined. 


That’s the manufacturer's problem | 


@ There are signs that the manu- 
facturers are well aware of what 
happens to the market for their 
products when the product be- 
comes a price football. 

In Chicago, Sunbeam Corp. has| 
filed suit against Central House- 
keeping Mart, a small Chicago} 
appliance retailer employing about | 
25 persons. (Sunbeam made no 
announcement of the name of the 
defendant, indicating that the case 
was designed to establish a prin- 
ciple rather than to “punish” one) 
retailer.) 

Sunbeam charged that the de- 


featuring the Sunbeam name and 
exhibited cards showing the “regu- 
lar” (or fair trade) price and the| 
“sale” price. 

Further, Sunbeam contends that 
the retailer has advertised the! 
merchandise and offered to give} 
Sunbeam appliances away in order | 
to induce the sale of other mer- 
chandise. 


leged that the retailer “has de- 
vised a scheme by which it seeks 
to lure members of unions away 
from the neighborhood stores 
where they are potential customers 
by issuing so-called ‘union mem- 
vership cards,’ whose distribution, | 
however, it does not confine to 
union members and on which cards 
it refers to nationally advertised 


merchandise, meaning and includ- 
ing thereby the trademarked prod- 
ucts of plaintiff and offers regu- 
larly great discounts from the 
prices charged by legitimate re- 
tailers.” 

Sunbeam petitioned the court 
for preliminary and permanent in- 


junctions restraining the retailers ' 


from using the trade name of Sun- 
beam and from giving the mer- 
chandise away. The company also 
asked for damages and asked that 
the court require the defendant to 
destroy all warranty cards and all 
labels which would identify the 
products as Sunbeam merchandise 
and, in addition, asked the court 
to halt advertising which includes 
the Sunbeam name. 


@ Manufacturer pressure to hold 
the price line is having its effect. 


Even in Los Angeles, where the 


retail situation can change over- 
night, Phil Seitz reports that “there 
have been only a few sporadic and 


short-lived outbreaks of price cut- 
| 


ting in Los Angeles. 


National Nielsen-Ratings of Top TV Shows 
Two Weeks Ending Aug. 25, 1951 
All figures copyright by A. C. Nielsen Co. 


Man Against Crime (Camel, CBS) ......... 


Trendex Network TV Ratings 


Total Homes Reached Program Pupularity* 

Homes Current 
Rank Progra (000) 2 Program Rating 

1 Pabst Blue ~ Bouts (CBS) .....3,899 ter Godtreys Friends (cas, ue 
2 Westinghouse er (CBS) . 3,783 “ & Myers qr) . 32.1 
3 Arthur Godfrey's re (ces, Lig- 2 = 3, om on (CBS, Lever 314 
get & Myers Tobacco) ............. 3.774 3 Pabst Blue Ribbon Bouts (CBS) ......31.2)} 
4 Amos 'n’ Andy (CBS, Blatz) 3.577 4 Amos ‘n’ Andy (CBS, Biatz) .. 31.2 

5 Philco TV Playhouse (NBC) 548 5 Toast of the Town (CBS, Lincoln- 
6 Racket Squad (CBS, Philip Morris) . . 3.245 Mercury) case 31.2 
7 Kraft Television Theater (NBC) 056 6 Westinghouse Theater (CBS) 30.9 
8 } Se the Town (CBS, Lincoin- 7 Kraft Television Theater (NBC) 29.2 
tesees 017 & Racket Squad (CBS. in Morris) 28.5 
9 orgie Amateur Hour (NBC, Loril- 9 Philco TV Playhouse (N 27.9 
TR. aaesecnsawbsvee 3.010 10 Arthur Sootey’s Ly Cchs, Lever- 
| 10 —— Maugham Theaier (NBC, By- SE “ade tie apnes saiseve 26.8 
dis Sued ansaveden cabesen 2,951 
*Per cert of homes reached in areas where program was televised. 
" i 
. | 
Pulse Network TV Ratings | 
18 Cities: Aug. 1-7, 1951 
ONCE-A-WEEK ° MULTI-WEEKLY SHOWS 
Toast of the Town (Lincoln-Mercury, CBS) ..30.1 Cactus Jim (Co-op, NBC) ............... 14 
Fireside Theater (P&G, NBC) ............ 25.5 Howdy Doody (Several Sponsors, NBC) .....11.4) 
Philes Theater (MBE) ............00eee- 24.6 Camel News Caravan (NBC) .......... 10.2 | 
“Lh fT. eee 22.6 Stork Club (Fatima, CBS) .......... +. B46] 
Lights Out (Admiral, NBC) .............. 21.6 TV Top Tunes (Chesterfield, CBS) .......... 8.4) 
| Godfrey & His Friends, Frank Parker subbing Captain Video (General Foods, DuMont) 8.1) 
(Toni, Pillsbury, Chesterfield, CBS) ...... 20.9 CBS-TV News (Oldsmobile) ° evccestn 
Somerset Maugham Theater (Tintair, NBC) ..19.4 Ernie in Kovacsland one. WBC) ......7.2} 
Godfrey's Talent Scouts, Herb Shriner subbing Space Cadet (Kellogg, ABC) .............. 6.5 
(Lipton, CBS) .......-.-- eee eeeeeee 19.1 Broadway Open House (Ammer: ane and 

"s My Line (Stoppette, CBS) ......... as beer companies, NBC) ...... - 6.2) 


Sept. 1-7, 1951 | 


Man Against Crime (Camel, CBS) 

Godfrey's Talent Scouts (Lipton, CBS: 
Herb Shriner subbing) ..... — 

Fireside Theater (P&G, WoC) ee 314 

Lux Video Theater (CBS 

Godfrey & His Friends Chesterfield, Toni, 


Pillsbury, CBS; Frank Parker subbing) 30. 
Danger (Block Drug, CBS) ......... 28. 
Big Story (Pall Mali, NBC) .... 26. 
Kraft Theater (NBC) 26. 
The Web (Embassy, CBS) 25. 
Suspense (Auto-Lite, CBS) . 25. 


“In all cases,” he says, “the price 
cutters have been independents 
seeking an advantage. No large 


|operator has joined in except to 


meet a local situation. In such 


cases the large operators have gone | 


back to fair trade levels as quickly 
as the local situation has been 
overcome.” 

Department store officials in 
Los Angeles agreed that no price 
war is in sight. In fact, one felt that 
if appliances get short, prices may 
soar far above fair trade levels. 

Indicative of the feeling is a 
mass meeting scheduled for to- 
night (Friday), in which druggists, 
food store operators, jewelers, 
photo supply dealers and others 
will meet to secure support for new 
fair trade legislation. 

George Baird, executive secre- 
tary of the Southern California 
Pharmaceutical Assn., summed up 
the whole situation in one sen- 


tence: “Nobody wants a price war, | 
so we don't expect any trouble.” | 
} 


Forms Boston FM Station 


WGBH, a non-commercial FM | 
station for educational broadcast- 
ing, has been formed by the Lowell 
Institute Cooperative Broadcasting 
Council, backed by Boston College, 
Boston University, Harvard Uni- 
versity, Lowell Institute, Massa- | 
chusetts Institute of Technology, | 
Northeastern University and Tufts | 
College, in cooperation with the 
Boston Symphony orchestra. Pro- | 
grams will begin Oct. 6 with the 
first Saturday evening perform- 
ance of the Boston symphony’s| 
season. | 


Vogeler Joins ‘Sunset 

Lewis A. Vogeler, formerly Pa- | 
cific Coast advertising manager of 
Country Gentleman, has been ap-| 
pointed Los Angeles advertising 
representative of Sunset Magazine. | 
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Careful tin Planning Includes 
HEINN Loose-Leaf Binders 


You recognize the 
names on these 
binders — names that 
stand for fine products 
and successful sales 
effort. These firms, and 
hundreds of others in all 
industries, use Heinn covers 


for loose-leaf systems of all kinds. Here’s proof 
that Heinn superiority is an actuality — 
not merely a claim. Your own plans should 


include the Heinn line of cus- 
tom-designed bind- 
ers for extra 
sales impact . . . 
for the kind of 
craftsmanship 
that means the 
lowest operation- 
al cost per 

unit per year. 
Write for details. 
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AND MANUALS 


PROPOSAL COVERS e 


THE HEINN COMPANY 


ICTION 
PLASTIC TAB INDEXES 


320 WEST FLORIDA STREET 
MILWAUKEE 4, WISCONSIN 
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_ MAGAZINE 


MeCal?’ 


WITH ABC CIRCULATION, FIRST SIX MONTHS, 1951, OF 


v 


ACU AN UN 


McCall's is the ONLY ONE of the four women’s 
service magazines to show a NEWSSTAND gain. 
The gain, 56,154 over the same period of 1950. 


McCall's is the ONLY ONE of the five top mag- 
azines to show a circulation gain, both news- 
stand and total. 


McCall's total increase of 204,542 is the greatest 
circulation gain of ANY TOP MAGAZINE. 


McCall’s total circulation of 4,011,643 is the 


all-time high for any 6-months period in 
McCall's history. 


McCall’s increase in ADVERTISING LINAGE 
in the first eight months of 1951 over 1950 is 
the largest gain in the women’s service field, 


according to P.I. B. 


ABC CIRCULATION—FIRST 6 MONTHS 1951 


1. UFE 

2. LADIES’ HOME JOURNAL 

3. McCall's 

4. SATURDAY EVENING POST 

5. WOMAN'S HOME COMPANION 


6. WOMAN'S DAY 


™ 


BETTER HOMES AND GARDENS 


8. LOOK 


. COLLIER'S 


1951 1950 GAIN Loss 
5,301,331 S364 56F = =—«s_s- ccccvce 63,236 @ 
4,458,219 ee 105,882 @ 

4,011,643 3,807,101 204,542@ ....... 
3,994,969 SRGR AIO — bw eeses 74,251 @ 
3,992,005 ADSVABS lo stecce 67,378 @ 
3,866,062 3,756,938 109,124 @ ..... ee. 
3,563,856 3,460,401 103,455 @& 

3,260,927 3,200,145 60,782 @ ........ 
3,150,444 OS a ee 10,604 —@ 
3,081,960 3,010,883 71,077 @& 
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